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Abstract
Measurement of service quality that considers the cultural influence is an important
topic within the service sector. To date, although the investigation
service quality has been extensively

researched

exploration of this topic within the Islamic/Muslim

(Smith & Reynolds

available

that focuses

2001) the

customers context is limited and

focused only on the banking service sector. Furthermore,
investigation

on cultural

there appears to be no

on the conceptualisation

of Islamic

service

quality in various service sectors such as retail, hotel and restaurant.

Therefore, this research tries to close the gap that exist in service quality research
literature by extending and testing the multilevel and hierarchical model of Brady &
Cronin (2001) in the Islamic/Muslim

customers'

purpose

develop and validate a model of cultural

of this study is to propose,

context in Indonesia.

The main

influences on perceived service quality for Muslim (Islamic) customers in Indonesia
Prior cross-cultural

research into service quality perception

in Asia focused

was

oriented to the East Asia (e.g. China, Taiwan) and has been influenced mostly by
Chinese-Confucian

belief structure (e.g. Imrie, Cadogan & McNaughton 2002). The

literature has been silent on the exploration of cultural/religion influence on service
quality in other parts of Asia, particularly

with reference to Muslim

(Islamic)

consumers. This study then makes an empirical assessment on the subject in order
to confirm the model of Islamic service quality.

A combination

of qualitative

and quantitative

methodological

approaches,

i.e.

"triangulation ", was employed to address the research goal. This two-tier approach
was conducted with the quantitative component being built and developed from the
qualitative stage findings and literature review. The qualitative stage was intended
to explore the actual perceptions of Muslim customers to develop the scale items for
measuring Islamic service quality. The quantitative stage as a consequent study is
intended to test the scale as well as validate the model as a robust Islamic service
quality model. The hypotheses testing against this model indicates that all path
hypothesised within this research are supported and valid with p<0.001.

IX

This research makes several contributions to the theoretical and business

practices

and points of views. With respect to the research theory, the findings indicate that
within Muslim customers
having hierarchical

in Indonesia,

Islamic service quality is perceived

and multilevel pattern,

consisting

(Islamic value and Brady & Cronin (2001) factors)
Halal/Haram, attention

to religious

activities,

of two main
with nine

honesty,

as

dimensions

sub-dimensions'.

modesty,

humaneness,

interaction quality, physical environment quality, tangible factor and waiting time
factor.

This conceptualisation

theory

and extending

is both replicating

the Brady

& Cronin

the existing model within the

(2001)

model

into the

Islamic

cultural/religion perspective. Moreover, the application of a verbal protocol

method

in the qualitative stage as an exploratory tool to obtain Muslim perceptions

on

service quality has proved sufficient to be used in this kind of research. Hence, this
study has important significance since none of the scholars has ever developed a
valid and reliable model of Islamic service quality measurement tools in the past.

From the business practice perspective,

this research

might help the

provider

to develop a service strategy and /or correctional

targeted

Muslim

targeting

the Muslim

customers.

Marketing

customers,

managers,

strategy specific to

especially

can utilise the findings

service

those

from

who

this study

are
to

understand their customers as well as to get meaningful insight for improving their
services. Moreover, the availability

of the Islamic service quality

measurement

model might also assist the service provider to conduct a service evaluation as well
as a benchmarking test to map the weaknesses and strengths of the services offered
compared

to their competitor and to understand

the critical factor(s)

that are

considered important to be made available.

In sum, this research is believed to be the first attempt to conceptualise

service

quality in an Asian context focused on Muslim (Islamic) customers; thus it serves as
a background for future studies in cultural/religious-specific

service quality.
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NFI

Normed-fit index

NICs

Newly industrialised countries

PDSQ

Physical distribution service quality (model)

PLS

Partial least square

R

Reflective (path)

RSMEA

Root mean square error of approximation

SEM

Structural equation modelling

SERVPERF

Service performance (model)

SERVQUAL

Service Quality (model)

SPG

Sales promotion girl

SQ

Service Quality

TLI

Tucker-Lewis index (stat.)

VPM

Verbal Protocol Method

VPP

Verbal Protocol Procedure

WEBQUAL

Web site quality (model)

WOM

Word-of-mouth (communication)

XXI

Glossary
Adzan

Summons to prayer (for Muslim)

Agami Jawi

Religion of Java

Aja kesusu

Do not be rushed

Aja lali marang

asale Do not forget your origin

Allah

God (for Muslim)

Aslama

[also "Salama"] be safe or peace

Aurah

Private part of body

Bapakism

Javanese form of paternalism

Bendara-bendara

[also "Ningrat"] upper class/nobility/Royal offspring

Restu

Blessing

Dupa

[also "Menyan"] incense-burning

Bid a I Adha

Feast of sacrifice during Hajj season

Emic

Culture-specific

Ethok-ethok

Pretending

Etic

Culturally neutral

Fardhu

Mandatory religious activity

Farj

Female organ

Fitr

Innocent

Fujuwr

Wickedness, evildoing

Gotong-wyong

Community self-help or mutual cooperation

Hablumminannas

Relationship among human beings

Hadhith

Collection of sayings, actions and silent approvals of the
Prophet Muhammad

Hajj

Pilgrimage to the Ka 'bah

Halal

Lawful and permitted under Islam

Haram

Unlawful or harmful, prohibited under Islam

Hijaab

Head scarf or veil worn by Muslim women

Ibadah

Religious activities in the name of Allah

Ijr

Fee

I sin

Shame

Jahannam

Hell-fire

Jum 'ah

Friday prayers for men (Islamic)

Kejawen

[also "Tantularism"] Javanism/Javanese belief or way of life

Ka'bah

House of Allah in Mecca

Khamar

Alcohol (liquor)

Khusnuzon
Khutbah

Mutual trust and positive thinking
An address or public prayer read from the steps of the pulpit in
Islamic prayer, offering glory to Allah, praising Mohammad and
his descendants, and the ruling princes.

Kiblat

Mecca direction

Krami inggil

Formal (language/speech level)

XXII

Kuntilanak

Supernatural (malicious) being, usually depicted as a woman
with a hole on the back

Madya

Semi-formal (language/speech level)

Maghrib

Sunset prayer

Mahzab

Islamic religious sects

Mangan ora mangan sing penting

kumpul

Mendem jero

No matter what will happen, togetherness is above everything
[also "Sungkan"] self-containment/keep everything inside/
reluctance to speak out

Menyan

[also "Dupa"] incense-burning

Moment-of-truth

Decisive moment (of service transaction)

Mudharabah

Profit-sharing contract (in Islamic banking)

Mukenah

White cloack covering a woman's head and body worn at prayer

Mullah

Religious teacher/leader

Musyawarah

Joint deliberation in decision-making

Ngajeni

Honour/respect

Ngoko

Familiar/informal (language/speech level)

Ningrat

[also "Bendara-bendara"] upper class/nobility/Royal offspring
of Javanese

Nrimo

[also "Pasrah"] accepting/surrendering to fate

Othak- athik matuk

Mystical or astrological chart (for predicting a person's days of
good fortune)

Pasrah

[also "Nrimo"] accepting/surrendering to fate

Pesisir

Coastal areas

Priyayi

Elite class of Javanese

Qur 'an

Islamic Holy book

Ramadhan

Month of fasting (for Muslim)

Restu

Blessing

Riba

Profit (excessive)

Rukun Islam

The Five Pillars of Islam

Sajadah

Prayer rug

Salama

[also "Aslama"] be safe or peace

Salallahu Alaihi

Wassalam
Peace be upon him (for the Prophet Muhammad)

Saru

Indecency/action that socially forbidden

Selametan

Communal feast

Servicescape

Service environment or service setting

Shahadah

Declaration of faith in Allah and the Prophet Muhammad

Shalat

Islamic prayers

Shaum

Fasting

Su 'udzon
Subahanahu

Negative thinking

Sufi

Wa ta 'ala Glory to Him! He is high
Religious-mystical missionaries

XXIII

Sungkan

[also "Mendem jero"] self-containment/ keep everything inside/
reluctance to speak out

Sunnah

The recorded sayings and acts of the Prophet Muhammad

Syari 'ah

The Islamic legal system

Syncretism

Reconciliation or fusion of differing systems of belief, as in
philosophy or religion

Tantularisme

[also "Kejawen"] Javanism/Javanese belief or way of life

Tunduk

Obedience

Ulema

Muslim scholars trained in Islam and Islamic law

Umrah

Minor pilgrimage or lesser pilgrimage

Upacara

sesajen

A ritual offering to ancestors

Wall Sanga

The Nine Wali (Indonesian - Muslim Missionaries)

Weton

Day of good fortune

Wong cilik

Peasant/working class

Word-of-mouth

Spoken communication

Wudhu

Ablutions for purification before praying

Zakah

Welfare contributions

Chapter 1: Introduction
1.1

Introduction

This chapter presents an overview and background to the present study, including a
brief review of available service quality literature. It also covers the research questions
arising from the literature, and the methodological and ethical considerations for the
research. The remainder of this chapter discusses the limitations of the research, and
describes the structure of this thesis.

1.2

Motivation

Cultural influence on service quality perception is an important field of research for
services marketing. The seminal work of Hofstede (1980) on cultural consequences
indicates the importance of distinguishing between Asian and Western customers based
on the influence of culture on service quality perception. Academic responses to
Hofstede's (1980) observation have resulted in many studies on service quality that
investigate the Asian customer's cultural context (Smith & Reynolds 2001), with an
emphasis on specific regions (East Asia) and the surrounding Newly Industrialised
Countries (NICs) such as Taiwan, Korea and Hongkong (e.g. Imrie et al. 2002;
Kettinger, Lee & Lee 1995; Yonggui et al. 2004). However, limited research has
examined other countries in the region. This research tries to fill part of the
geographical gap in the study of service quality by exploring the South East Asian
region of the continent by focusing specifically on Indonesia.

Service industries are an active catalyst in the process of social and economic change in
the world economy due to the increases in domestic and international service trade
(Daniels 1993). In South East Asia, the robust growth of the service sector created rapid
economic development and a strong positive impact on the per capita income growth of
the region (Gani & Clemens, 2002). According to the Asian Development

Outlook

2006,

the growth of the South East Asian gross domestic product (GDP) was better than
predicted and reached almost 6% in 2006 (Asian Development Bank 2007). In
Indonesia more than 47% of the total GDP in the third quarter of 2007 was generated
from the service sectors which consists of six main service categories, namely:
electricity, gas and water supply; construction; hotel and restaurants; transport and
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communications;

finance,

real

estate

and

professional

government/private services (Biro Pusat Statistik 2007).

service;

and,

general

Meanwhile, the remaining

52.7% of the Indonesian GDP are compiled from three other sectors as follows:
Agriculture, Livestock, Forestry and Fishery (15.3%); Mining and Quarrying (10.1%);
and Manufacturing Industry (27.3%) with each of them less than the total contribution
of the service sectors. Therefore, the service sector has contributed to the fast growth of
GDP in Indonesia and had a significant positive impact on the growth of GDP in the
region as a whole. These facts have led to an increasing interest in the development of
the service sector in Indonesia.

Service providers and researchers are focusing their attention on understanding how the
quality of services is perceived by the customers as a means to improve the existing
service quality and performance (Olorunniwo, Hsu & Udo 2006). Service quality is a
fijndamental feature of the services marketing literature (Berry & Parasuraman 1993;
Fisk, Brown & Bitner 1993; Gronroos 1990). This sub-discipline is also recognised as
an important factor for building up and maintaining a productive and successful
relationship in various areas of marketing (Svensson 2006). Service quality, through the
creation and delivery of high quality of services, is a critical factor for establishing a
superior competitive edge for the company (Lam & Woo 1997; Lewis 1989; Zeithaml,
Berry & Parasuraman 1996). Studies have found that service providers could increase
the volume of return, profit and cost saving by paying attention to the quality of their
services (e.g. Parasuraman, Zeithaml & Berry 1988; Zeithaml et al.l996). Services that
satisfy the customers by providing improved service would result in "repeat-purchase"
behavioural patterns and lead to the circulation of positive word-of-mouth about the
service providers (Bolton & Drew 1991; Ghobadian, Speller & Jones 1994). Eventually
it would contribute to the company's strong financial performance (Buzzell & Gale,
1987) and consequently would also improve the chances of the company's profitability
(Ghobadian et al. 1994).

Service quality is not what the service managers or providers think it to be, but rather
whatever the customer perceives it to be (Buzzell & Gale 1987; Dabholkar et al. 1996;
Gronroos 1993; Parasuraman et al.l988). To ensure the quality of service the service
providers have to find the product/services that fit customers' needs, wants and
satisfacfion (Kotler 2003; Ueltschy & Krampf 2001). Service quality models and
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instruments include the Nordic model (Gronroos 1984), SERVQUAL (Parasuraman,
Zeithaml & Berry 1985; Parasuraman et al. 1988) model, and SERVPERF (Cronin &
Taylor 1992) both models emphasise the importance of customer perceptions in
determining service quality.

Moreover, other researchers believe that customers' perceptions of services also vary
from one service sector to another. Therefore, several researchers on service quality
have attempted to develop comprehensive and specific models that could address
different sectors in services e.g.: SYSTRA-SQ for the bank industry (Aldlaigan &
Buttle 2002) or PDSQ for the physical distribution industry (Bienstock, Mentzer & Bird
1997). These models justify the need to conceptualise service quality in different ways
for different service sectors. However, almost all of the existing service quality models,
whether the general service quality models or the industry-specific models, were
developed mainly in orientation to Western contexts such as the USA and Europe (e.g
Gronroos 1984; Parasuraman et al. 1988; Cronin & Taylor 1992; Dabholkar et al.
1996).

Cultural differences between the Asian (Eastern) and Western countries have been
demonstrated in the research literature (Hofstede 1980; 1991; Furrer et al. 2000; &
Mattila 1999). Most of these studies that investigate the cultural difference between
Eastern (Asian) and Western cultural backgrounds, including those in the service
quality area, relate their study to the classification schema of four cultural dimensions
by

Hofstede

(1980),

namely:

power

distance,

uncertainty

avoidance,

individualism/collectivism, and masculinity/femininity. This was added to with one
more dimension called the "long term orientation/Confucian dynamic" (Hofstede &
Bond 1988). Within this dimension framework, customers from Asian/Eastern cultural
background tend to behave differently from their Western counterparts. Hofstede (1991)
summarised that the score for long-term orientation, collectivism and power distance in
Asian societies are high, while for Western societies the score for those three
dimensions are low and has the characteristic of short-term orientation. Meanwhile, the
masculinity/femininity dimension in both societies is mixed (as well as the uncertainty
avoidance dimension in Asian societies); yielded a high score in some part of societies
but a low score in another.

4
Empirical evidence suggests that customers' cultural backgrounds influence their
assessments o f service quality (e.g. Crotts & Erdmann 2000; Mattila

1999). The

application o f cultural dimensions within service quality has been exhibited, for
instance, in the research by Donthu & Y o o (1998); and Mattila (1999) who highlight the
differences in behavioural characteristics between Asian and Western customers. Most
studies in this area make use o f the Hofstede (1980) cultural dimensions. Donthu & Y o o
(1998) highlights, for example, that the customers low on power distance and high in
terms o f being in an individualistic society, as in Western societies, have high
expectations o f assurance as well as responsiveness and reliability from services. In the
context o f a luxurious hotel, Matilla (1999) found that customers from Western cultures
are more concerned with the tangible cues available on the physical environment in
order to minimise the uncertainty o f "intangible" services, compared to Asian customers
who are more concerned with the quality o f provider-customer interaction. These
observations o f differences between customers o f different cultural

backgrounds

indicate a need to develop specific tools to measure perceptions o f service quality for
Asian and Western customers.

Based on the above explanations, this research supports the assumption that the Asians
perceive service quality differently from the Westerners (e.g. Donthu & Yoo 1998;
Furrer et al. 2000; Mattila 1999). Globalisation and liberalisation guiding doctrine have
opened up different trade opportunities for different economies o f the world ( A P A C
1998). "Most notable impact o f this concept is the induction of a large market in Asia"
(Kotler & Kartajaya 2000, p.78). This densely populated continent has created an
enormous potential market for the growing multinational companies, especially in
service-sector industries. Therefore, it is imperative to understand the behaviour o f the
customers as moulded by the cultural needs in a particular region, for instance in Asia
(Kotler & Kartajaya 2000).

A review o f the cross-cultural service quality literature shows a range o f studies
focusing on Asian culture (Smith & Reynolds 2001). However, these studies emphasise
mainly the East Asian region such as China, Taiwan, Hong Kong and Korea (e.g.
Kettinger et al. 1995; Kim & Jin 2002; Mattila 1999). Moreover, an attempt to
reconceptualise, as opposed to merely replicate, the service quality study in Asia has
resulted in the introduction o f some different and culture-specific dimensions. For
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example, Imrie et al's (2002) study based on a Taiwanese sample resulted in the
inclusion of an additional factor of Confucian values for Taiwanese

customers.

Kettinger et al. (1995) in Korea and Hong Kong identified the existence of the "Asian
Factor" other than general existing factors that might influence Asian customers'
service quality perception. These two examples indicate that there are cultural-specific
factor(s) that actually influence the Asian customer in evaluating service quality
differently and /or in addition to the general service quality conceptualisation existing in
Western-context studies.

Service quality studies in Asia suggest the existence of at least one additional
consistently identifiable dimension to service quality - the influence of the Confucian
philosophy (e.g. Imrie et al. 2000; Imrie et al. 2002; Lam 2002). Confucian philosophy
is widely known to be the platform for the shared culture in East Asia, especially China.
Some people even classify the Confiacian philosophy as a religion for its distinct impact
on the individual belief processes in this region (e.g. Hughes & Hughes 1950; Jensen
1997; Weber 1951). The influence of Confucian philosophy on the service quality
perceptions raises the question of how other religious and philosophical tradition might
influence service quality.

In Asia, there are many religious settings beyond Confucian philosophy with the major
religions such as the Buddhism, Judaism, Christianity, Islam and other minor sects
including paganism influencing consumer decisions (Bakar 2006; CIA Publication
2004). Currently, the existing literature does not examine the influence of any other
religion, belief or cultural influence beyond Confiacian philosophy on the perception of
service quality in Asia.

Religion is described as a system of beliefs and practices where people within the group
interprets and responds to what they feel is supernatural/mystical and sacred/revered
(Johnstone 1975). In some literature, it is mentioned that religion is a major influencing
factor on individual consumer behavioural patterns, attitude and value systems in
general as it is one of the cultural frameworks that give important feedback to the
consumers' cognitive structure (e.g. Assadi 2003; Bonne, Vermeir, Bergeaud-Blackler
& Verbeke 2007; Delener 1994). Hence, religious belief might affect an individual
perception through the application of rules, regulations and the code of conduct for its
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follower (Sadler 1970; Sood & Nasu 1995). Furthermore, the degree to which an
individual

commited

to the religion (or commonly

termed

as 'religiousity'

or

'religiousness'), will determine the level of its influence on individual daily activities,
including their attitude and behaviour (Deleneer 1994; Johnson, Jang, Larson & Li
2001).

The influence of religion on the consumer behaviour necessitates a closer

understanding of its impact on the many marketing aspect, including on customer's
service quality perception. However, the discussion of religion's influence in consumer
behaviour has not been adequately examined; this provides an opportunity for exploring
the issue (Chai & Chen 2008; Jusmaliani & Nasution 2008; Lindrige 2005). For the
service provider, addressing the issue of religious rule and regulation within the service
offered is important because failure to appreciate this issue can easily offend customers
(e.g. Raven & Welsh 2004). To date there has been limited evidence that any of the
prevailing instruments for measuring service quality has given adequate attention to the
impact of religion on the customer's perception of service quality. So far, only the study
by Imrie et al. (2002), which emphasises Confucian belie,f accommodates the issue in
the literature.

The lack of investigation into the religious/cultural influence on perceptions of service
quality and the resultant scarcity of knowledge in understanding the service-perception
dynamics have opened up the opportunities for researchers to conduct research focused
on this aspect. Hence, this research investigates the influence of Islamic cultural aspects,
especially in South East Asia, amongst a Muslim majority population and the impact the
religious beliefs have on perceptions of service quality. Indonesia as a country within
South East Asia was selected for this study because of its majority Muslim population
and in fact, it has the largest Muslim population in the world (CIA publication 2004;
Seibel & Agung 2006; Wanandi 2002).

1.3

Literature Review

This section provides a brief overview of the service quality literature, and research on
customer expectations in different cultural contexts and customer expectations in the
Islamic context.

1.3.1

Service Quality

Service quality is a cognitive construct that has repeatedly challenged researchers with
its associated difficulty in defining and measuring the construct (Parasuraman, et al.
1985; McAlexander, Kaldenberg & Koenig 1994). These difficulties arise primarily
from the unique characteristics of the services that are different from that of the
products; for instance, characteristics such as intangibility, inseparability, variability/
heterogeneity and perishability (Parasuraman, et al. 1985; McColl-Kenedy 2003).
However, despite the difficulties involved, extensive research has been carried out with
particular conceptualisations of the service quality construct being widely recognised by
services marketing researchers (Malhotra & Ulgado 1994; Parasuraman et al. 1985).
Moreover, recent studies have posited that these characteristics are no longer separate
services from the product (goods) because goods are part of appliances used in service
provision therefore they both have a nested relationship indeed (Gronroos 2000;
Lovelock 2000; Vargo & Lusch 2004). Considering that these characteristics have been
widely accepted by the marketing scholars and repeated in almost every context of
marketing (Gronroos 2000; Svensson 2006; Vargo & Lusch 2004), this present research
hold these characteristics as a baseline for defining the challenges for services and the
strategy to overcome the problem (Chapter 2).

Service quality has been defined as an attitude developed by customers as result of
previous encounters with a service firm (Bitner 1990; Parasuraman et al. 1988). In the
service context, customers depend on tangible cues such as the service provider's
physical facilities, equipment and personnel during the evaluadon of the quality of
services (Parasuraman et al. 1985). A consensus has also been reached that customers
usually evaluate service performance and determine the level of quality of service based
upon the level of goal-attainment by the performance, unique experiences and service
outcomes (Ko & Pastore 2004). Although the conceptualisation of service quality is
deemed as unresolved (Caruana, Ewing & Ramaseshen 2000) and remains an abstract
concept within the service marketing literature (Svensson 2006). The attempts to
conceptualise and quantify the construct have increased over time (Berry et al. 1993;
Fisk etal. 1993).

Parasuraman et al. (1988) argue that (perceived) service quality results from the
subtraction between performance and expected service. The term "expected service"
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refers to a customer's ideal of quality of service at an infinite level (Parasuraman,
Zeithaml & Berry 1994; Teas 1993) while service performance is defined as the
perception of (dis)satisfaction on how the service is performed during the service
transaction (Parasuraman et al. 1985). This paradigm of setting performance against
expectation has been widely supported within service marketing literature until Cronin
& Taylor (1992) offered a different perspective by arguing that "performance-only" is
effective enough to measure the service quality construct. From a service firm's
perspective, the idea of retaining the satisfied customers rather than trying to attract a
new customer (Buchanan & Gillies 1990; Fomell 1992) emphasises the importance of
understanding service quality since the attitude/level of satisfaction of the customer is
shaped by the quality of the service. Thus, it is evident that the issue of service quality
in services marketing is highly related to the area of relationship marketing (Buchanan
& Gilles 1990; Fomel 1992; Furrer et al. 2000). It is also demonstrated that service
quality can positively influence customer retention- the objective of relationship
marketing- when it is used as a key point of market differentiation (Imrie et al. 2002).
According to Dagger & Lawley (2003), there are five models that are known to be the
seminal works of service measurement instruments, which are:
The fist model specification called: The disconfirmation of expectations model (Oliver
1977) that used adaptation level theory as a basis to explain the three determinants of a
customer's dissafisfaction, namely, expectations, perception and (dis)confirmafion. This
model was inifially based on the percepfion of the quality of physical goods and
satisfaction research. Secondly, The Nordic Model (Gronroos 1984) that basically
adopts (dis)confirmation paradigm and represents the service experience on the basis of
functional and technical quality elements;
The third and most popular model namely SERVQUAL Model (Parasuraman et al. 1985,
1988^ is based on the (dis)confirmation paradigm aimed at viewing service quality as a
gap between the expected level of service and the perception of the actual service by a
customer. This model consists of five key (measurement) dimensions. Next, the Three
component (Tri-Component) Model (Rust & Oliver 1994), which derives originally
from Gronroos (1984, 1982) studies but places an emphasis on the perception-only
paradigm and brings together the three service quality components, namely: service
product, service delivery and service environment.

Finally, the most recent model called The Integrated Model (Brady & Cronin 2001;
Dabholkar et al. 1996) consists of three different tiers of dimensions, namely: overall
perceived service quality, three dimensions and nine sub dimensions (perception-only
paradigm). This model combines the previous models from Gronroos (1984; 1982),
Rust & Oliver (1994); Dabholkar et al. (1996) and Parasuraman et al. (1988).

At the operational level the current empirical or narrative research in service quality
refers mainly to the SERVQUAL model/instrument by Parasuraman et al. (1985, 1988),
which is based on expectation-perception gap analysis (deRuyter et al. 1997).
Parasuraman et al. (1985, 1988) refined the SERVQUAL instrument within the North
American context and modified the ten dimensions into five, namely: tangibility,
reliability, responsiveness, assurance, and empathy. Many later studies have used and
empirically replicated this model into their research (Bienstock et al. 1997).

However, this well-established instrument has also been criticised by deRuyter et al.
(1997); Buttle (1996); Asubonteng, McCleary & Swan (1996); and Lam & Woo (1997)
on a number of grounds. The criticisms highlight two important limitations of the
SERVQUAL model. First, it criticises the inconsistency of SERVQUAL dimensions
(Akan 1995; Imrie et al. 2002; Imrie et al. 1999; Imrie et al. 2000; Mels, Boshoff & Nel
1997). Second, it criticises the SERVQUAL (dis)confirmation paradigm in describing
service quality (Cronin & Taylor 1992; McAlexander et al. 1994; Page & Spreng 2002;
Spreng & Mackoy 1996; Taylor &. Cronin 1994). Further explanation on the critics
toward this model is explained in Chapter 2 (literature review).

In the early 1990's, Cronin & Taylor (1992) developed an alternative approach to the
evaluation of service quality performance, namely SERVPERF (abbreviation of Service
Performance).

In line with that developed by Parasuraman et al. (1988), their first

research was conducted using twenty one of the scale items from the SERVQUAL
dimensions (Cronin & Taylor 1992). In their research Cronin & Taylor (1992)
challenged the conceptual aspect of the SERVQUAL instrument based on a literature
review and empirical evidence. Cronin & Taylor (1992) argued that Performanceperceptions or the perception part of SERVQUAL, instead of the disconfirmation
paradigm by Parasuraman et al. (1988) was able to define customers' perception of
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service quality. Although this instrument had been used in several studies (e.g. Brady,
Cronin & Brand 2002; McAlexander et al. 1994; Taylor & Cronin 1994), an interesting
debate still ensued between advocates o f the two approaches.

Brady & Cronin (2001) developed a model that combines the S E R V Q U A L and Nordic
models into one model, while adopting the approaches o f the Rust & Oliver (1994)
Three Component Model and the Dabholkar et al. (1996) Multilevel Model. It should be
noted that their model was the first attempt to combine the traditional approach (i.e. the
tri-component

model)

with

the recent conceptualisation

o f service quality

(i.e.

multilevel approach) (Ko & Pastore 2004). This model attempted to eliminate the
weaknesses o f the (dis)confirmation model that was derived from Nordic (Gronroos
1984) and S E R V Q U A L (Parasuraman et al. 1988) models. Brady & Cronin's (2001)
model merged the existing models into a multilevel performance-based service quality
model consisting o f three dimensions with each dimension having three different sub
dimensions. This model has been posited to be a complete model that might assist in the
comprehensive understanding o f the meaning of service quality since it combines all
factors in the previous models (Dagger & Sweeney 2004; K o & Pastore 2004).

Since the service industry encompasses a diverse and complex range of organisations
and enterprises (Ghobadian et al. 1994), the requirement for measuring the quality o f
services both in the conceptual or operational level is different (Buttle 1996). Some
studies support the need for an industry specific quality measurement tool (Olorunniwo
et al. 2006) and there have been some attempts to conceptualise these industry-specific
service quality measurements such as the " A R C H S E C R E T " model for voluntary
services (Vaughan & Shiu 2001) and the " P D S Q " approach for physical distribution
(Bienstock et al. 1997).

In addition to the industry-specific-services models, there have been several crosscultural studies arguing that perceived service quality does vary across cultural groups
(Espinoza 1999; Furrer et al. 2000; Malhotra & Ulgado 1994; Smith & Reynolds 2001).
Culture is also believed to be a factor influencing the evaluation o f service quality (e.g.
Espinoza 1999; Riddle 1992). The study by Imrie et al. (2002) demonstrates that service
quality in the Taiwanese context reveals the additional specific factors associated with
the Confucian belief as an influence on perceived service quality. In relation to that.
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religion which represents cultural norms and values, perpetuated through a social
cultural system, is highly related to individual beliefs and practices (Johnstone 1975;
Lindridge 2005). Therefore, a culture-specific research extension with regard to the
influence o f belief or religion to customers' perception is needed to ensure that the
measurement o f service quality is applicable for certain cultural groups (Imrie et al.
2000; Lin, Imrie, Geoff & John 2000). To augment a culture specific research expansion
in the region the following section will discuss the specific cultural context o f Asian
culture and Western culture.

1.3.2

Application to the C u l t u r a l Context - Asian vs. Western C u l t u r e

Hofstede (1980, p.4) defines culture as "the collective programming o f the mind that
distinguishes the member o f one human group from another". The framework based on
the four-dimensions o f national culture observed by Hofstede (1980) is the most widely
utilised and quoted in the cross-cultural literature compare to other publications on
cultural differences (Sodergaard 1994). As mentioned previously, the dimensions are:
power distance, individualism vs. collectivism, masculinity vs. femininity, uncertainty
avoidance and one additional dimension from the Hofstede & Bond (1988) study, which
is the Confucian dynamic (long-term orientation). Hofstede's (1980, 1991) studies
identify significant differences between behaviour o f Asian societies versus Western
societies in terms o f cultural dimensions emphasised in each o f their behaviours (Crotts
& Erdmann 2000). These differences motivated other researchers from different fields
to examine the application of their field specific subject in Western versus Asian
backgrounds (e.g. Crotts & Erdmann 2000; Donthu & Yoo 1998; Malhotra & McCort
2001; Peng & Yuquan 2002). Almost all of the research, including those in the service
quality area, found that there are cultural differences between Asian and Western
consumers, hence confirming and extending Hofstede's works. The study by Matilla
(1999, p.251) summarised that "Asian consumers hold different cultural core values
than do their western counterparts ".

The Asian population constitutes more than half of the world population (Heilig 1996;
United Nations 2003). Moreover, the economic globalisation that boosts international
marketing has also transformed Asia into a potentially large market for (foreign)
multinational companies (Kotler & Kartajaya 2000). Asian culture has been shown to
exert a strong influence over Asian consumer behaviour and customer-buying habits
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(Mattila 1999; Ueltschy & Krampf 2001).

Asian cultures are service-oriented where

Asian customers expect a firm level o f services (Mattila 1999; Schmitt & Pan 1994).
Therefore, it is important for the service company - especially multinational service
companies - that target Asian customers to understand Asian culture in particular
(Kotler & Kartajaya 2000; Ueltschy & Krampf 2001).

However, Asia consists o f several nations and is divided into several regions that have
differences in culture and custom (Mattila 1999). While in Eastern parts o f Asia, China,
Taiwan, Korean and Hong Kong, people share the same Confucian cultural values,
customs and belief (Imrie et al. 2002; Mattila 1999); South East Asian countries such as
Indonesia, Malaysia and Brunei are also heavily influenced by the religion that is held
by their majority societies, which is Islam (Fealy & Hooker 2006). Taking account o f
the fact that religion, as part o f customer cultural background, influences consumer
behaviour choices (Assadi 2003; Imrie et al. 2002), this present study investigates the
Islamic cultural

influences on South East Asia, particularly

Javanese-Indonesian

customer behaviour. As mentioned before, Indonesia was selected due to the fact that
this country is the most populous nation with Muslim customers (e.g. Seibel & Agung
2006; Wanandi 2002).

1.3.3

The Relation between Religion and Perceived Service Quality

A consumer affiliated with one particular group, no matter what group it is, shares
common values that result from a set o f collective mentalities o f its individual members
(Lamb 1999). Corresponding with the previous explanation, a group o f consumers who
believe in and hold the same religion are most likely to share a set o f common values
(Dow 2007). This religious homogeneity may strengthen allegiance to a conventional
religious group (Mears & Allison, 2000).

Religion is one o f the cultural elements that have the most sensitive characteristics and
influence on consumer behaviour (Assadi 2003). It sets behavioural customs that
directly or indirectly shape customer choices, for instance to certain food characteristics
or dietary requirement (Heiman, Just, McWilliams & Zilberman 2004) and also guides
customer decision making (Delener 1994). In business terms, failure to appreciate
religion's significance can easily cause the marketer to offend the customer. The
importance o f religion comes from the reality that it has an impact on people's habits.
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perceptions and their consumption patterns (e.g. Haynes, Nixon & West

1990;

Mittelstaedt 2002). In relation to religion and consumer behaviour, studies have
established that the degree of the religiosity has a significant influence on a consumer's
behaviour (Barbera & Gurhan 1997; Sood & Nasu 1995). Moreover, Solomon (1992)
summarised that there is an indication that religion has the potential to be an important
predictor of consumer behaviour. Hence, this research focuses on investigating the
impact of religion as one of the elements of culture, on customer perceptions and
behaviour.

1.3.4

Islam in General

This section overviews the Islamic culture in general, and provides the context for the
investigation of the influence of Islam on services quality perceptions. Islam began
around the seventh A.D./Century of Arabia, and it is posited as the youngest monotheist
religion existed in the world (Assadi 2003; Rice 1999). The word Islatn comes from
Arabic word which means "voluntary yield to the will of God (Allah)" and obedience of
His command and it derived from the root word meaning "peace" (Rice 1999). This
monotheistic religion (belief in one God: Allah Allah Subahanahu

Wa ta'ala / SWT)

hold Qur 'an or Islamic version of scripture, as the everlasting and direct revelation of
Allah to the Prophet Muhammad, as a guidance that covers all aspects of human life and
its relation to life after death (Hattstein 1998). The other sacred source in Islam is
Hadith,

which means the collection of saying, actions, silent approvals of Prophet

Muhammad, as a practical guidance (Assadi 2003; Hattstein 1998).

Islam has "five

pillars" {Rukun Islam) that regulate the religious life of the believers and practically
oriented legal sysitmlSyari'ah,

in the following order: Shahadah

(Declaration of faith

in Allah and Prophet Muhammad), Shalat (compulsory five times a day prayers), Zakah
(welfare contribution), Shaum (fasting during Ramadhan month) and Hajj (Pilgrime to
the Ka'bahlWousQ

of Allah in Mecca) (e.g. Assadi 2003).

The Islamic followers (referred to as "Muslim") count more than one fifth of the
world's population and constitutes the second largest religion in the world after
Christianity (Assadi 2003). In general, the Muslim population worldwide is divided into
two major branches: the Sunni and the Shi'a. Each branch consists of smaller units or
sects called Mahzab.

The Shi'a consists of only 10-15% of the total Muslim population

with members living in a number of countries such as: Iran, Iraq, Azerbaijan, Syria and
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Bahrain. The Muslim majority are Sunni (Armanios 2004) and followers of this branch
are concentrated in Asian countries, such as: Indonesia, Bangladesh, India, Malaysia,
and Pakistan (Armanios 2004) and some Middle East countries. The Sunni sectarian
division is less prominent compared to Shi'a (Armanios 2004). Among Sunnis, despite
the differences of the sects, Muslims share the same basic way of life, including beliefs,
doctrines and standard of appropriateness in daily life (Hattstein 1998). This present
study emphasises the Sunnis Muslim, specifically those who live in Indonesia.

With Islamic values as a moral filter and religious code of conduct that emphasise
duties rather than rights, Muslims put religion always on the top of their minds (Morris
& A1 Dabbagh 2004). A concept called Insya Allah (God willing) teaches Muslims from
an early age that all things are subject to the direct will of Allah (Usunier 1999). This
concept is totally different from, for instance, the North American culture, which
promotes the idea that people (as individuals) are responsible for their own destiny
(Usunier 1999). Moreover, the regulation of the \awfu\/Halal

and prohibited/Haram

in

Islam has created the fixed directions for Muslims' social life including those for
business transactions (Al-Qaradawi

1985), for instance, the prohibition of selling

Haram goods (e.g. wine), the prohibition of selling uncertainty (e.g. selling the fish in
the river or selling the fruits before they are ripened), the prohibition of price
manipulation, taking interest from lending and other rules that have built the common
understanding and trust between seller and buyer (Ai-Qaradawi 1985).

Considering the unique characteristic of Muslim customers, Muslims can be clustered
as a market segment that needs to be treated differently from other religious market
segments. Hence, this uniqueness of Islam compared with other cultures and/or
religions provide a significant opportunity for deeper investigation. Moreover, with the
substantial number of followers, especially in the Asian continent, research that centres
on Islam in general and Muslim customers in particular is worth undertaking.

Within the perceived service quality context, there has been less research that has
investigated the role of religion on consumption behaviour. Although Imrie et al. (2002)
explained that the Confucian belief influenced Taiwanese/Chinese customer perceptions
of service quality; the purpose of the study itself was not to explore the influence of
religion on service quality. Further investigation is needed to understand whether

15

religion influences its follower's perception on service quality. The scarcity of research
and the important influence of Islamic values provide sufficient opportunity to examine
this topic further. It is in this context that the present study has been developed and
carried taking into account the Islamic culture.
1.3.5 Islam in Java - Indonesia
Islam entered Indonesia in the 13"^ century, carried by two groups (Koentjaraningrat
1985): first, by Southwest Indian/Gujarati Muslim merchants who landed in Indonesia's
coastal ipesisir) areas for trade purpose; and second, by Muslim mystical missionaries
(sufi) that came from Baghdad to Campa (Aceh) and Malacca (Malaysia). The spread of
Islam continued to penetrate Java (Jawa) in particular from around 14"^ to 16"^ century.
Javanese merchants from some areas/cities in Java, namely: Gresik, Demak and Tuban,
who came to do business in Malacca during that period, learnt about Islam and then
brought Islam to Java (Koentjaraningrat 1985).
From that period, Muslims in Indonesia have been increasing in number and place
Indonesia is currently placed as the largest Muslim country in the world with nearly 200
million out of 220 million of its total population (Seibel & Agung 2006; Wanandi
2002). However, despite this enormous number of Muslims, Indonesia is not, strictly
speaking, an Islamic country because there is separation of state and religion in
government, and the government sanctioned in total six official religions namely: Islam,
Christianity/Protestantism, Catholicism, Buddhism, Confucianism and Hinduism
{Presidential Decree of Republic of Indonesia 2000\ Smet, Maes, Clercq, Haryati &
Winamo 1999). As a consequence, Islam in Indonesia has the characterisfics of being
flexible and adaptable (Wanandi 2002). Thus, Islam in Indonesia has developed as a
moderate, tolerant and democratic Islamic practice (Wanandi 2002).
In Java, Islam started spreading from the coastal areas into the Kingdom with help from
zealous Muslim missionaries (The Nine Wali/Wali Sanga) (Koentjaraningrat 1985). At
present, people who live in Java represent more than 50% of total Indonesian population
and approximately 65% of its own community is Muslim (Departemen Agama
Indonesia 2004; Sanusi 2003). As a dominant religion for the last five centuries, it is
unarguable that Islam does influence the Javanese culture in general. Geertz's (1980)
well known terms "Islamisation (of Java)" or "Javanisation (of Islam)" are repeatedly
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used in many publications as the description of the cultural blend between Islam and
Java. Some characteristics of Javanese people that have congruence with Islamic
religious custom, for instance, community self-help {gotong-royong) (Koentjaraningrat
1985), religiosity, tolerance, accommodation, optimism, and non-doctrinal (Sujamto
1992). The Javanese who possess these cultural characteristics (cultural group) tend to
be similar, either in their outlook or their behaviour (McCarthy, Perreault, Quester,
Wilkinson & Lee 1994). On the other hand, Java was inhabited around one million
years ago (Ismawati 2000) and there was no evidence of the existence of any specific
religion at that time. People who lived at that time had their own set of traditions,
customs, and their own way of life. The descendants of that population carried those
cultural characteristics over time. Even when various dominant religions occupied these
islands, their influence could not affect and change many of the indigenous traditions
and characteristics (Geertz 1980).
However, despite the prominent characteristics of the Javanese indigenous culture, Java
Island consists of a mix of Javanese ethnic groups and people from other islands in
Indonesia, such as Sumatera, Kalimantan and Sulawesi (Jakartalibrary 2008; JakartaWikipedia 2008). This blend of people has emerged as a result of migrants taking up
working opportunities in Java (Sanusi 2003). Jakarta, as a capital city of Indonesia as
well as the centre of the administration of the government, economy and education, has
significant "pulling power" to invite people from outside Java to go there. Therefore,
with regards to the Muslim population concentration in Java and the mix population in
Java, the selection of Javanese (with broaden meaning: people who live in Java island)
Muslim as a sample representatives in this present research is justified.
1.4 Methodology and Research Questions
This study was conducted in two main stages. The first stage focused on developing the
Muslim customer-perceived service quality model, and the second stage tests the
robustness of this (Islamic service quality) model.
1.4,1 First Stage - Qualitative Research using Verbal Protocol method
A retrospective verbal protocol method (VPM) was used to gain insight into Muslim
customers' perceptions of service quality from their past service transaction
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experience(s). This retrospective VPM is an exploratory method of acquiring
information from customers' problem-solving processes which is emphasised on their
recall process of their previous experiences (Kuusela & Paul 2000; Ericsson & Simon
1984). Respondents with some inclusive criteria (such as was bom/brought up in Java
Island, having Islamic faith, and having some previous experience with service
consumption) were recruited through theoretical and snowball sampling methods. These
methods will be explained further in chapter six. An additional direct-interview was also
employed to get deeper thoughts of Islamic influence on service quality perception from
the respondents.
1.4.2 Second Stage - Quantitative Research
A proposed model of perceived service quality was developed from the VPM and direct
interview findings. There were two phases in second stage, namely item scale
generation and testing the model's robustness. The first phase involved a pooling of
activities of every important expression from the transcribed interviews (except the
themes that related to Javanese cultural heritage) and combined there with references
from the literature, especially Brady & Cronin (2001) item questions. A second phase,
based on quantitative research using a combination of open-ended and close-ended
questions were used to test the efficacy the model proposed by Brady and Cronin (2001)
in an Indonesian setting.
1.4.3 Research Questions and Hypotheses
Three research questions were developed from the qualitative data, including the
development of hypotheses based on the proposed model and the results of the
qualitative study in this present research. Research Question 1 was based on
Parasuraman et al. (1985) approach to investigating service quality, and was addressed
in the qualitative data:
RQ.l: What do Muslim customers (in Java, Indonesia) perceive to be the key attributes
of quality in services?
Research question 2 is based on the model developed from the qualitative data and
existing literature. This was tested by comparing the Brady & Cronin's (2001)
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qualitative research with the current study for a comparison between USA customers
and Muslim customers (in Asia) in perceiving the quality of service.
RQ.2: How do the dimension(s)/ key theme(s) emphasised by Muslim customers in this
research differ from those that have been found in the US by Brady & Cronin (2001)?
Finally, the third research question was based on the quantitative analysis and
statistically modelling of the research model developed from the qualitative data and
literature:
RQ.3: What is the effectiveness of the service quality model proposed in this study in
measuring Muslim (in Java, Indonesia) customers perceived service quality?
In order to answer this general question, some hypotheses were proposed according to
the initial research model (Figure 1.1). The detailed explanation of hypotheses
development will be presented in Chapter 5:
Figure 1.1 Initial Research Model
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Source: Developed for the purpose of this research
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Service Quality (SO) General Factor
HI:

The SQ General Factor Dimension will be positively related to the Islamic

Service Quality Construct
Interaction Quality
H1.1: Interaction Quality and SQ General Factor will be positively related
H I . l a : Attitude and Interaction quality will be positively related.
H I . l b : Behaviour and Interaction quality will be positively related.
H l . l c : Expertise and Interaction quality will be positively related
Physical Environment Quality
H1.2: Physical Environment Quality and SQ General Factor will be positively related.
HI.2a: Ambient Conditions and Physical Environment Quality will be positively
related.
HI.2b: Design and Physical Environment Quality will be positively related.
HI.2c: Social Factors and Physical Environment Quality will be positively related.
Outcome Quality
HI.3: Outcome Quality and General Factor will be positively related
HI.3a: Waiting Time and Outcome Quality will be positively related.
HI.3b: Tangibles and Outcome Quality will be positively related.
HI.3c: Valence and Outcome Quality will be positively related.

Islamic Value Factor
H2: Islamic Value Assessment and Islamic Service Quality will be positively related.
First order hypotheses
H2.1: Honesty and Islamic Value Assessment will be positively related.
H2.2: Halal/Haram

and Islamic Value Assessment will be positively related.

H2.3: Attention to the Islamic Religious Activities and Islamic Value Assessment will
be positively related.
H2.4: Modesty and Islamic Value Assessment will be positively related
H2.5: Trust and Islamic Value Assessment will be positively related.
H2.6: Humaneness and Islamic Value Assessment are positively related.
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However, in order to avoid some measurement bias on Muslim's perceived service
quality, the influence of other variables surrounding a Muslim life needs to be
addressed. By employing the Javanese people in a research study, some control
variables are included. Yet, in the case that these variables came up in the study, they
would be extracted and eliminated from further analyses (Chapter 2.6.9 and 4.7.1). In
general, there are three categorizations that might cover Javanese cultural behaviour
(Geertz 1961, 1980; Koentjaraningrat 1985), namely:
•

Bapakism.

This Javanese version of paternalism and patronage (Geertz 1961) is

typified among Javanese people and will directly/indirectly influence a JavaneseMuslim's perception on service quality, but will not necessarily represent Muslim
behaviour.
•

The

exposure

of

word-of-mouth

communication

will

directly/indirectly

influence a Javanese-Muslim perception on service quality, but will not necessarily
represent Muslim behaviour.
•

Mysticism.

The way Javanese believe in spirit, ancestor, places and mystical

matters (Geertz 1980) characterise Javanese people and will directly/indirectly influence
a Javanese-Muslim's perception on service quality, but will not necessarily represent a
Muslim behaviour.

1.5

Sampling Method

In general, the sampling frame of this research was Javanese-Muslim customers in
Indonesia. Given the need to limit the scope of research, the sample selected from the
Javanese-Muslim population was considered adequate because the percentage of the
Javanese-Muslim population (Approximately 80% Muslim out of 60% Indonesian
Population) is presumed to be substantial enough to represent the Muslim population in
Indonesia.

Rather than specifying a precise sample size in advance, the principle of (non random)
purposive sampling is used in this research to guide the data collection process (Lincoln
& Guba 1985). Purposive (theoretical) sampling method is more suitable for producing
a theory, and it allows for flexibility during the research process (Glasser 1978; Strauss
& Corbin 1998). Furthermore, this approach is recommended for research that is
exploring new ground instead of testing established theories. In contrast to random
sampling, purposive sampling calls for collecting data until meaningful patterns and
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relationships are detected and until the additional sample unit is not giving any new
different and valuable information (Lincoln & Guba 1985). Finally, the purposive
sampling is important when exploring uncharted areas. It also permits the researcher to
refme the sample method and or indicator until it reaches its objective (Strauss &
Corbin 1998).

According to the Smith & Reynolds (2001) study, the SERVQUAL instrument is
applicable for various service industries, such as: Airline (Strauss & Mang 1999), First
class hotel (Mattila (1999), and Banking (Donthu & Yoo 1998). Since this study
employed the Brady & Cronin (2001) study that combines the

SERVQUAL

instruments, the choice of the sample industry should assure the heterogeneity of service
offered between those various service industries.

In this research, the airline (this sector was dropped after the quantitative pilot study),
restaurant, hotel and retail service industries were used as the context for investigation.
As per their share of contribution towards the GDP, these are considered as large and
growing industries in Indonesia (Departemen Perindustrian dan Perdagangan, 2004).
They facilitate economic growth, local and international trade, investment and tourism
and are part of the globalisation process that has been taking place in these industries.
Finally, the choice of industries is also based on the consideration that those industries
are located in the Javanese sphere, and the respondents should be familiar with the
subject of study. Another growing industry, i.e. banking, is excluded in this research
because under Islamic rulings, banking and finance has specific arrangements (e.g.
Mudharabah

(profit sharing), Hibah (gift), Ijr (fee)) that cannot be generalised with

other service industries.

A number of prerequisites were determined when choosing the sample for the purpose
of this study. First, the screening process for obtaining respondents who have specified
characteristics was performed. Second, middle to upper class customers were needed to
ensure that they were able to "consume/buy" the services. Finally, to avoid the potential
bias in respondents' responses, respondents should have used the particular services
(hotel/restaurant/retail) within the last three months prior to the survey.
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1.6

Methodology of Analysis

In the qualitative stage, the data from verbal protocol interviews was coded by the
researcher by first breaking up the interview transcription into units that can be later
coded.

As a back up, peer-coding by research assistants was also conducted in

anticipation of the limitation of resources. The information sought was aimed at
developing the (Javanese) Islamic service quality factors (dimensions and/or subdimensions); reveal a relationship among the factors of the Muslim customer-service
quality model; and finally disclose the similarities and differences between the proposed
models and the hierarchical-Brady & Cronin (2001) model.

The quantitative research in the study adopted the original item-scales in a Brady &
Cronin (2001) hierarchical model. These items were combined with the new items
generated from the qualitative study into a single questionnaire. A comprehensive
exploratory factor analysis (using SPSS 14 statistical tool) followed by a confirmatory
factor analysis (using AMOS 6.0 statistical tool) was used to assess the dimensionality
of the model developed and to evaluate the model fit. The internal consistency was
measured using the Cronbach alpha test; and for investigating the construct validity of
this model, the convergent validity and discriminant validity was also assessed
(Espinoza 1999).

1.7

Ethical Considerations

Since this research employed a customer (human) as an object of study, the permission
from an ethical board was needed. In order to follow the ethical procedure of research,
this proposal along with the research protocol was given to Human Research Ethics
Committee at Australian National University (ANU) and the research itself was done
after the approval to conduct the research was granted as follows: ANU Human Ethics
protocol number 2005/41 (for qualitative stage) and ANU Human Ethics protocol
number 2006/3 (for the quantitative stage).

To ensure the principle of giving respondents autonomy, they were informed about the
purpose and the objective of this research, especially before the qualitative phase
(during the respondent screening test) (Capron 1989). Each respondent approached was
free to decide whether they were willing to join the interview or not. They were also
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informed that the information they give during the interview would be noted and
recorded.
Moreover, to assess the beneficence as suggested by Capron (1989) and Orb,
Eisenhauer & Wyndaden (2001), this research maintained the documentation of all
research activities while still ensuring the confidentiality and the anonymity of the
respondents, by separating the consent page from the transcribed document (in
qualitative study) or the questionnaire response pages (quantitative stage) so that the
data recorded no element that can identify the respondents' personal information.
Furthermore, after the analysis of data, it was kept and stored in a locked office at the
Australian National University with only the researcher having access to the data.
1.8 Summary of the Result
This research was conducted as the first attempt to conceptualise and test a model for
determining Islamic service quality. The qualitative exploration revealed that Muslim
customers do require similar variables to be present during the service consumption
process, as proposed in the Brady & Cronin (2001) study. Nevertheless, other than these
key variables, Muslim customers expressed that they also consider other aspects in their
service quality assessment. These key variables are highly related to their background as
an Islamic follower (i.e. Muslim), namely: honesty, Halal/Haram, attention to the
religious activities, humaneness, trustworthy and modesty.
In the second stage, the self-administered questionnaire consisted of general
assessments and Islamic values as items inserted in the survey that took place in Jakarta,
Indonesia. A total of 500 responses were analysed using SPSS 14 and AMOS 6.0 to
determine a valid and reliable Islamic service quality model. After some model
modification and testing, the final model for Islamic service quality was obtained,
opening the possibilities for further studies.
1.9 Theoretical and Practical Contributions
The main purpose of this study was to explore the perception of Muslim customers in
Asia, in particular Indonesia, with respect to service quality evaluation. This research
provides the scope to replicate and extend the recent and most comprehensive Brady &
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Cronin (2001) Multilevel and Hierarchical (service quality) model. At the same time,
this study is also contributing to identifying Islamic influences on service quality
evaluation for three service sectors (hotel, restaurant and retail). Next, although there
are some procedures to develop marketing instrument (e.g. Churchill 1979), however,
there is no fixed procedure specifically developed for a service quality instrument.
Therefore, this research also contributes to alternative methods of research and data
collections (i.e. verbal protocol method). The final results of this study validate the
Islamic service quality model for Muslim customer in Indonesia/Javanese Muslim
customers which is a sizeable Muslim population in the world. Finally, with respect to
the call made by Jarvis et al. (2003), this research is also successfully addressing the
reflective/formative path direction on Islamic service quality model.
Moreover, this study gives a practical contribution by pioneering service quality
instrument development that considers Muslim customers' behaviour. It provides a
unique exploration of the roles of Islamic values on the service expectations and also an
insight on how service providers, especially foreign businesses, can learn to be mindful
of the intricate role religion plays in the provision of service in Indonesia or other
Muslim countries. The service provider can capitalise from this study to incorporate an
approach catering for the religious needs of their clients and to develop their service
strategy targeting the Muslim customers' niche, thus enhancing their competitive
advantage. Service providers or managers might also utilise this marketing tool as a
diagnostic and problem-solving/resource allocation of the company's strategy. Finally,
this tool is usefial for benchmarking purposes which will enable the service provider to
map their position within the market and identify critical factors that might assist them
in achieving the ultimate competitive advantage

1.10 Scope of Research

In order to focus on the research problem, this research has set some boundaries. First,
this research only investigated the Javanese Muslim customers as representative of
Asian Muslim customers. As a consequence, there were some Javanese (not necessarily
Muslim) characteristics that may have influenced customers' perceptions. These
characteristics that appear in this research, however, would be controlled in further
analyses.
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Second, the study focused only on the five major cities in Java (Jakarta, Surabaya,
Yogyakarta,

Semarang,

and

Bandung)

and can be clustered

by the

following

geographical locations: West Java, Central Java, and East Java. Two other locations are
the special region of Yogyakarta (next to Central Java, first Indonesian capital city) and
special region of Jakarta (next to West Java, and also the capital city of Indonesia).
Moreover, the second stage of the research concentrated on the Jakarta population due
to some technical considerations (natural disasters in Java and surroundings areas).
Therefore the result may not represent the overall behaviour of the Javanese population
precisely. Finally, the qualitative phase in this study used a combination of purposive
sampling method as well as random sampling method due to the situational adjustment.

1.11 Thesis Structure
This thesis consists of seven chapters, 11 appendices and the list of references. The
summary of each chapter is presented as follows:

Chapter 1 summarises the thesis and provides a logical foundation for the research.
The discussion within this chapter argues that while a number of studies highlighting
the service quality construct for specific Asian (non-Western) customers have been
undertaken with emphasis on East Asian customers and on the influence of Confucian
beliefs, similar research focusing on other parts of Asia and especially with regard to the
Muslim (Islamic) context seems to have been neglected. In this backdrop of the lack of
research and the need for further research. Chapter 1 discusses the research background,
problem formulation, research objectives, research methodology, samples and sampling
method, a brief summary of the results, research limitations and the scope of the
research. The key contributions of this present research towards the theoretical and
managerial understanding are also outlined in this chapter.

Chapter 2 summarises the extant literature on service quality as well as service quality
measurement as derived primarily from the sub-discipline of services marketing and the
theory of quality and its relation with the cultural context. This chapter begins with a
discussion of the definition, characteristics and types of services followed by the
introduction of the role of quality in services context. Issues of measurement in service
quality, along with the explanation of existing service quality models and the
controversy over service quality measurements, are discussed. The influence of culture.
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specifically religion, on service quality is emphasised along with the brief review of
Islamic and Javanese cultural theories to set the justification for the decision to employ
the Javanese Muslim (Islamic follower) samples in this research. The chapter concludes
with a summary of the entire literature discussed and thereby leads to uncovering the
knowledge-gaps to be addressed in this present study.

Chapter 3 sets the research paradigm, philosophy and research context within the
present research. It discusses the epistemological, ontological and methodological base
of the overall research in general, indentifying support from the literature on each
chosen

research-method.

The

combination

of the research

method,

called

the

triangulation method, is then discussed to draw support for the decision to mix both the
qualitative and quantitative research

in order to complement

and mitigate

the

weaknesses of each of the methods. The methodologies that have been used commonly
in the previous service quality literatures are also discussed.

Chapter 4 describes the process of the first stage of research, i.e. qualitative research, to
answer the research questions posited in this study. This stage is exploratory in nature
and consists of interviewing respondents to reveal, define and develop an understanding
of Muslim customers' perception of Islamic service quality construct. The first part of
this chapter elaborates the detailed methodology used in the qualitative stage of the
research along with the sampling method chosen; approach to the analysis and the effort
made to ensure the research soundness. The second part of Chapter 4 presents the
descriptive and substantial results from the qualitative stage in conjunction with the
supporting-theory for each theme emerging within the interview transcription. This
chapter concludes with the results from the qualitative stage.

Chapter 5 contains the proposed research hypotheses based on existing literature and
on the qualitative stage of research. The research employs the multilevel model of
service quality of Brady & Cronin (2001) and explores the derivation of each variable in
the Brady & Cronin (2001) model supported by the other literature on service marketing
and service quality. However, due to a lack of relevant literature on service quality
exploring the Islamic context, the hypothesis development for the Islamic variables
within the Islamic service quality model was derived from the qualitative stage and
other theoretical texts on Islamic ways (e.g. Islamic business ethics. Islamic rules and
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regulations). This chapter concludes with a summary of the process of each hypothesis
derivation.

Chapter 6 presents the second stage of the research based on quantitative data from the
survey. At the outset this chapter explains the process of developing the study
instrument/questionnaire for the survey based on the qualitative results and the literature
review. The efforts starting from the item-scale generations/pools, translation-back
translation strategies and through the peer/expert review for developing the instrument
are described. Then the methodology used in the second (quantitative) stage including
the approach to the data collection, data treatment, data analysis and the presentation of
guidelines for evaluating the goodness-of-fit indices are presented. Next, the analyses of
the respondents' demographic and consumption pattern are also presented. The analysis
of the replication of the Brady and Cronin (2001) model is also presented along with the
testing of the hypotheses for that model followed by the analysis of the proposed model
as derived and developed in Chapter 5 (Proposed Islamic Service Quality Model). The
discussion of the results from the exploratory and confirmatory factor analysis that
reshape and reduce the variables within the Islamic service quality as well as the
hypotheses that is going to be tested in the research followed by the assessment of the
convergent and discriminant validity of the model. Furthermore, the test of the three
possibility competing models along with their explanation is presented, followed by the
testing of the determined Islamic service quality hypotheses. The chapter concludes
with a summary of the findings of the second (quantitative) stage.

Chapter 7 provides a discussion of the findings relating to the research questions and
hypotheses of the Islamic service quality model. The research contributions and
research implications for the theoretical understanding/body of knowledge as well as
towards managerial practices are discussed followed by am explanation of the
limitations of this research. Finally, this chapter presents the conclusions from the
research

along

with

recommendations

for

future

research

opportunities

and

improvement.

The appendices include the research information sheet and consent letter, in-depth
interview probes and questions, the list of probes and questions relating to the verbal
protocol interview, the list of the emerging themes within the first (qualitative) stage, a
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summary of the respondents' demographic characteristics from the qualitative-stage, a
copy of the questionnaire used at the quantitative stages; quantitative descriptive data,
exploratory factor analysis (SPSS) output, normality test output, and finally the copy of
A M O S estimates output of the model 4 (Islamic service quality model) and hypothesis
testing.
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Chapter 2: Literature Review

2.1

Introduction

This chapter reviews prior Hterature regarding services marketing and existing theories
on services quality. The first part of the literature review discusses the role and
interaction of quality in service marketing.

The second part examines the existing

measurement models of service quality, and includes a discussion on the controversy
surrounding a number of models. The third part of the literature examines the issue of
cultural influences in service quality measurement and existing cultural investigations
into service quality.

Despite extensive research done in the area of service quality conceptualisation,
attention to service quality across different cultures has been few (Espinoza 1999).
Evidence from previous research has shown that current concepts on service quality
failed to cover comprehensively the diverse perceptions of service quality by people of
different cultures (Smith & Reynolds 2001).

This highlights the need to investigate

cultural influences of service quality. However, there has not been any consensus on
how to develop a service quality model. As an attempt to investigate cultural influence,
this study aims at developing a valid and reliable scale to asses the evaluation of service
quality by Muslim customers in Indonesia.

2.2

Service Definition, Characteristics and Types

O'Sullivan, Edmon, and Hofstede (2002) describe service as "an action performed by
one entity on behalf of another which involves the transfer of value" (p.2). Similarly,
Lovelock & Wright (1999) define service by pointing out more the "benefit" of service
with the emphasis on creating the value for the customer: "Service 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 - or on behalf of - the recipients
of the service" (p.5). Service is an activity made by the service provider to transfer the
value and benefit as desired by customers. The accent on "customer desire" is based on
the fact that service is a subjectively experienced process that is also perceived
subjectively by the customer (Gronroos 1988). Moreover, the characteristics of service
are unique, thus contributing to the difficulty of transferring and maintaining good
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quality to the customers. To elaborate on the issue, the next section will discuss the
nature of service and its features followed by the framework for classifying services.

2.2.1

The Nature and Characteristics of Service

The main characteristics of services are intangibility, perishability, inseparability and
heterogeneity (or variability) (Bitner, Fisk & Brown 1993; Kotler 2003; Lovelock &
Wright 1999). Services are intangible, and unlike physical goods, they cannot be seen,
tasted, felt, heard or smelled before or after they are bought (Kotler 1997). Although
some of the services involve physical elements, such as a bed and TV inside the hotel
room or food consumed at the restaurant, the actual performance of the service remains
intangible (Lovelock & Wright 1999). Since service is intangible, customers are
receiving the value of the service as a compensation for their monetary sacrifice without
owning the service itself (Lovelock & Wright 1999). Considering this nature, the
intangibility of services implies the difficulty for customers in evaluating the quality of
such services (Wolak, Kalafatis & Harris 1998).

The second characteristic of service termed "perishable". Services cannot be stored for
future use or sale (Mudie & Cottam 1999; Zeithaml, Parasuraman & Berry 1985). For
instance, the seats on theme park rides are not purchased. The service perishes when the
transaction ends with the consequence that service relies heavily on the "time" factor
(Onkvisit & Shaw 1991). Therefore the unused supply of service such as an empty seat
at the restaurant, vacant room at the hotel or parked cars on the car-rent service are lost
opportunities that cannot be stored for later use (Woodruffe 1995).

The third characteristic of service is: it is "inseparable". Service transaction is a
simultaneous production and consumption process (Mudie & Cottam

1999). The

delivery of the service takes place during the moment-of-truth of the service-transaction,
either when the service requires the presence of the customers (e.g. theme parks,
hospital/health care, manicure/pedicure salon, movie theatre), and/or where the presence
o f the customer is optional (e.g. TV station, post service, car oil change) the potential
inseparability of the production and consumption process is still present (Mudie &
Cottam 1999). Inseparability of production and consumption also implies that the
presence of service personnel, especially those with high capability in delivering the
service, becomes a compulsory requirement (Woodruffe

1995). Therefore, it is
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important for the service provider to careflilly select, train and place their staff with
enough skills and knowledge as well as a well-developed, positive attitude, to deal with
their customers (Gronroos 1990; Woodruffe 1995). Whilst service quality can be
maintained, a standardised service delivery is more difficult to maintain because of the
high involvement of the human factors in service delivery (Gronroos 1990).

The fourth characteristic of service emphasises "variability" or "heterogeneity" of
services. The performance of services vary across times and service providers as a result
of the inseparability of the service production and consumption process and the
involvement of labour content during the transaction (Wolak et al. 1998; Woodruffe
1995; Mudie & Cottam 1999). No service can exactly be repeated because it depends on
the time, place and the person who provides them (Kotler 1997; Woodruffe 1995).
However, this characteristic might be considered as a potential source for differentiating
a service across competitors (Wyckham, Fitzroy & Mandry 1975).

Lovelock & Wright (1999) define at least five other characteristics that differentiate
goods and services. These characteristics are: the involvement of other people; the
difficulty of service evaluation; the absence of inventories; the importance of time; and
the delivery system. These characteristics pose different challenges for the service
providers in terms of standardizing and maintaining their service quality (Lovelock &
Wright 1999). They require a different marketing strategies and delivery systems
(Lovelock & Wright 1999; Woodruffe 1995; Zeithaml et al. 1985). Because services
have characteristics that have significant influence on the marketing process (Woodruffe
1995) these will shape the design of the service provider's marketing program (Kotler
1997).

2.2.2

The Type of Services

Researchers have proposed the need for a classification of services (e.g.Bitner 1990;
Lovelock 1983). The reason behind this argument varies on different grounds. First, by
classifying the services, one service manager might understand the need for a specific
treatment for each of the service groups (Mudie & Cottam 1999; Zeithaml et al. 1985).
Second, the classification might also help managers to develop their actual core service
to be offered. Hence, the classification might assist the service provider to understand
the nature and dimensions of the service quality construct (Olorunniwo et al. 2006).
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Finally, this classification helps the service provider to understand his/her customers'
needs and wants, as well as map out strategies against those of competitors (Lovelock &
Wright 1999). In turn, the service provider will have the right information to be able to
match available resources with a marketing strategy dedicated to those needs and wants
(Zeithaml et al. 1985).

There have been at least three broad categories of services identified in the previous
literature. The first category relates the services with the "goal of the company" and the
ownership scheme of the company. Kotler (1983), for instance, classified services based
on three types of objectives and ownerships, such as public services, private for-profit
services, and private not-for profit services. The second category stresses the "process
of the service". For example, the service classification made by Schmenner (1986)
offered a combination of "technical" (operational; the degree of labour intensity) and
"marketing" (the degree of customer interaction/customization) aspects into a fourquadrant frame. Each quadrant was labelled according to the high/low level of labour
intensity involved within the service and the high/low level of customers' interaction
with the service staff/ personnel. This classification includes service-factory (such as
airlines and hotel), service-shop (such as restaurant), mass services (such as retailing/
wholesaling),

and

professional

services

(such

as

law/ accounting

firms).

This

classification is believed to mifigate the two different views (marketing and operationoriented) in classifying services.

Finally, the third and most widely adapted form is Shostack's (1977)

service

classification structure. This classification emphasises the "intangibility characteristic"
of services on a single continuum. On one side lies a pure tangible good, i.e. no service
is involves a product (such as salt). On the opposite end lies a pure service, i.e. service
as the main and only value exchanged during the transaction (such as legal consultation,
baby-sitting service). In the middle of the continuum, however, is the most common
type of service product that is offered nowadays, which is an equal mix of services and
tangible goods (Kotler 1997; Shostack 1977). This "hybrid" form of services (or goods)
such as hotel, offer pure service as well as complementary tangible goods such as room
facilities and free toiletries. However there are many other typologies of services in the
literature, including combinations of the above-menfioned classification by Lovelock
(1983). He synthesises his previous work and classifies services based on the specific
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criteria: the nature of service-act; the relationship with customers; customisation and
judgement in service delivery; the nature of (service) demand relative to supply; and the
method of service delivery. These criteria are further tied to the development of
company strategy (Cook, Goh & Chung 1999). The above categorisation provides the
basic framework for classifying the service sector. By considering and carefully
recognising their service category, service providers might find appropriate guidelines
for their operational and marketing activities (Cook et al. 1999). With these guidelines,
it is expected that the problem in developing consistent quality of services, due to
variations in service characteristics, might lessen.

2.3

The Role of Quality in Services Marketing

Quality has been described as "conforming to specifications" (Crosby 1979, p. 14); or
"the totality o f features and characteristics of a product (goods or services) that bear on
its ability to satisfy a given need" (BSI 1979); or "the measurement of how well the
service is performed

involves a comparison of expectations with

performance"

(Parasuraman et al. 1985); or "the fitness to use and the conformance to specifications
and requirements" (Terziovski & Dean 1999). In simpler words, Herbig & Genestre
(1996) define the quality as: "something that is reached when the product (or service) is
produced the way it is supposed to be " (p.43).

The characteristics of services are believed to have caused this difficulty in measuring
service quality (Gronroos 1984; McColl-Kennedy 2003; Parasuraman et al. 1985).
Since service contains simultaneous production-consumption process (Gronroos 1998;
Gronroos 2001) and the service perishes without any tangible evidence as soon as the
transaction

ends,

makes

it

difficult

to

elucidate

the service

quality

construct

(Parasuraman et al. 1985, 1988). The heterogeneous nature of services produced by a
reliance on human factors among service personnel makes the service considerably
variable and demonstrates the difficulty for service providers to standardise service
delivery (Parasuraman et al. 1985). Awareness of the importance of delivering the high
quality o f services to the customers led researchers conceptualise unique constructs that
can be used to asses the quality of service (e.g. Gronroos 1988; Parasuraman et al. 1985;
Rust & Oliver 1994). The following section reviews existing literature from such
research on service quality measurement.
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2.4

Measurement of Service Quality

Service quality has been depicted as the most studied area in services marketing (Bitner
et al. 1993; Dabholkar, Shepherd & Thorpe 2000; Standing & Vasudavan 2004).
Although there have been volumes of research on service quality, no consensus has
been reached regarding concepts and standards of measurement (Chang, Chen & Hsu
2002). The continued interest in service quality can be attributed to the primacy of the
company in services marketing and the efficacy of service quality for the company's
benefit, including: profit and financial performance (Buttle 1996); customer satisfaction
(Cronin & Taylor 1992; deRuyter et al. 1997); customer behavioural intention in
general (Zeithaml, Berry & Parasuraman 1996); customer loyalty (Robledo 2001); and
repurchase intentions/customer willingness to recommend (Boulding, Kalra, Staelin &
Zeithaml 1993). Service quality assists the service providers/service companies to
mould the services offered, maintain their competitive performance and differentiate
their service-offering to their target market (Frost & Kumar 2000).

The importance of service quality had been noticed both by the practitioners and the
academics during the 1980s (Gronroos 1990; Parasuraman et al. 1985). Traditionally,
the service quality concept was associated, and even misrepresented, as interchangeable
with the concept of goods quality (Parasuraman et al. 1985). "Goods quality" refers to
the ability of the company to produce an absolute quality of goods which then depicts
the company's ability to ftilfil the customers' needs as promised; hence this definition
captures only a single-dimension of quality as a proxy to measure overall quality in the
goods industry (Parasuraman et al., 1985). However, the subsequent influx of pureservices industries brought in the multidimensional analysis of service quality and early
research in service marketing area built the service quality construct from the
customers' opinion, i.e. measured from an external point of view (Steenkamp 1990). It
relies on the customers' intensive participation and customers' perceptions (Herbig &
Genestre 1996). Therefore the criteria of "good" or "bad" in terms of service quality is
relative to the interaction between the object and subject of the transactions (Steenkamp
1990), i.e. it falls within the consumer-led definition or depends on customers'
subjective evaluations (Ghobadian et al. 1994; Ingram & Daskalakis 1999). This
development of an "alternate" service marketing construct at that time was initiated only
in the most developed regions as in America and Europe. The development of service
quality measurement has led to the emergence of several streams in the literature that

36
offer different explanations about the phenomena (Dabholkar et al. 2000). A summary
of service quality models developed in this period is presented in Table 2.1.

37
Table 2.1 S u m m a r y of E x i s t i n g Service Quality Model
Author($)

Brief e x p l a n a t i o n

Derived f r o m . . .

P a r a d i g m used

Dis-confirmation

Oliver, 1977;

State in which expectation levels are

D e v e l o p m e n t to

Dis-

of expectation

Olshavky &

perceived to h a v e been met ( P = E ) ,

e x p l a i n i n g the

confirmation

Miller, 1972

exceeded ( P > E ) , or not met ( P < E ) in

formulation of

N a m e of the
Model

model (baseline of
SERVQUAL

actual p e r f o r m a n c e of the service

c u s t o m e r satisfaction

model)
Nordic Model

( g r o u n d e d research)
GrOnroos, 1982,
1984

Service experience on the basis of

A d o p t i o n of the

Dis-

functional (the c o m p o n e n t s of the process

disconfirmation

confirmation

used to arrive at the service o u t c o m e ) and

paradigm

technical (the o u t c o m e of the service)
elements.
G a p s model and

Parasuraman,

SERVQUAL

ZeithamI, Berry,
1985; 1988

G a p s model:
Diagnostic model that helps identifying

G r o u n d e d theory

Dis-

f r o m empirical

confirmation

research based on

the g a p s between expectations and
perceptions of m a n a g e m e n t , e m p l o y e e s ,

disconfinmation
paradigm

and c u s t o m e r
SERVQUAL*:
A 22 instruments used to measure

( • most well

customer expectations and perceptions

established and well

a c c o r d i n g to five service quality

criticised m o d e l )

dimensions: reliability, assurance,
responsiveness, tangible, and e m p a t h y
SERVPERF

Cronin & Taylor,

Criticizes the disconfirmation paradigm

1992

used by S E R V Q U A L and other service

SERVQUAL

Perception

N o r d i c model

Perception

quality m e a s u r e m e n t s and o f f e r s
p e r f o r m a n c e only assessment of service
quality based on S E R V Q U A L instrument
The Three

Rust & Oliver,

Model that brings together the three

Component

1994

service quality c o m p o n e n t s : service
products, service delivery and service

Model

environment
T h e Multilevel

Dabholkar,

First introduced the multilevel model of

model

T h o r p e , Rentz,

service quality (for retail sector).

Perception

1996
A n Integrated

Brady & Cronin,

Model that integrates the three different

Model of Service

2001

tiers of d i m e n s i o n s of service quality.

Quality

Tier one: c u s t o m e r overall perceptions of

(Multilevel and

SQ

hierarchical
model)

N o r d i c model

S E R V Q U A L model

Tier two: primarv d i m e n s i o n s
Three component
Tier three: sub-dimensions and individual

model

items that m a k e up the primary
dimensions

Source: McColl-Kertnedy

(2003) and developed from various

resources

Perception

38

The following sub-sections describe each of the models outlined in Table 2.1, from the
development of service quality conceptualisation starting with the Gronroos (1982)
model through to the Brady & Cronin (2001) integrated model.

2.4.1

The Nordic Service Quality - Gronroos (1982)

Gronroos's

(1982)

service-oriented

approach

to

quality

was

based

on

a

"disconfirmation" paradigm emphasizing the technical (process) and functional (output)
dichotomy. According to this concept, the customers have a set "expectation" on
services offered by the service provider based on their needs and the information from
their peers/family or from a company's promotion. The expectation is compared with
the customers' perception of the service from their transaction experience and the
comparison of expectation versus perception becomes the total perceived service quality
(Gronroos 1982). Gronroos (1982, 1984, 1988) proposed to measure perceived service
by considering the technical and functional dimensions of service (Figure 2.1).

Figure 2.1 Gronroos (1988) Perceived Service Quality IVIodel Conceptual Models

Perceived Service Quality
Expected Service

* Marl<eting C o m m u n i c a t i o n
* Image
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* Customer Needs

What

How?
(^^^Functional Quality^

Source: Gronroos

(1988)

Technical Quality or the technical dimension in this model refers to the actual outcome
of the service performance (post-consumption) assessed by customer-behaviour. This
dimension is also called an objective measurement of service quality because its
assessment is based on the service company's capability to provide a technical solution
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to the customers' need. Functional Quality focuses on the perception of the customer as
to how the service's moment-of-truth (e.g. Normann 1984) is supposed to be delivered.
In this dimension, the services provided are evaluated along the line of a productionconsumption process.

Since the buyer-seller interaction relies heavily on the internal

and external factors that might or might not control the surrounding transaction process,
it may not be avoidable that the assessment made by customers in this quality
dimension is quite subjective.

2.4.2

S E R V Q U A L - Parasuraman et al. (1985 1988)

The most widely used, referred to and applied model in service marketing literature is
the model by Parasuraman et al. (1985; 1988) called " S E R V Q U A L " (Zeithaml et al.
1996). The term " S E R V Q U A L " has actually been taken from the abbreviation of
SERVice QUALity (Parasuraman et al. 1985). The SERVQUAL model was initially
derived from the "Gap model" (Figure 2.2) as the basic framework for developing a
concept of service quality within the internal services company and to the customers by
considering the five gaps that need to be mitigated in order to reach excellence in
service (Parasuraman et al. 1985, 1988).

Figure 2.2 Conceptual Model of Service Quality Parasuraman et al. (1985)
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In this model, the fifth gap is the gap that might occur during the services' moment-oftruth. Specifically, it describes the gap between the customer's expected services and
the customer's actual perception of the quality of service, resulting from the real
experience of the customer during the transaction process. This difference also explains
the level of the quality o f service, if the company resorts to the disconfirmation
paradigm. In other words the service quality highlights the different scores between
perception and expectation.

Q (service Quality) = P (Perceived service quality) - E (Expected service)

In its early period of conceptualisation, the S E R V Q U A L model was proposed to have
ten dimensions that acted as the determinants of good quality of services. These ten key
concepts were (Parasuraman et al. 1985, p.47):

1. Reliability, which involves the consistency of the performance and dependability
2. Responsiveness, which equates with the willingness or readiness of the service
employees to provide services.
3. Competence, which assesses the possession of the required skill and knowledge
by the service staff to perform the services.
4. Access, which refers to the approachability of the service and the ease to contact
the service providers/staffs
5. Courtesy, which includes politeness, respect, consideration and friendliness of
the service staff.
6. Communication, which entails the process of informing the customer about the
service in the customers' known language, and listening to what the customers
say.
7. Credibility, which comes from trustworthiness, believability and honesty.
8. Security, which implies the protection of the customer from getting any
dangerous, risky or doubtful services.
9. Understanding, which implies familiarity with the customers that helps the
service provider to know the needs of the persons; and finally
10. Tangibility, which indicates the actual physical evidence/existence of the
service.
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From

these ten

dimensions,

Parasuraman

et al.

(1985)

originally

proposed

97

statements/items to assess the S E R V Q U A L based on the focus group discussion. They
refined the ten-dimensional model in subsequent research to five service sectors
(appliance repair and maintenance, retail banking, long distance telephone, security
brokerage and credit card) and reduced the model to seven dimensions consisting o f a
total o f 34 item questions (Weitz & Wensley 2002). Finally, Parasuraman et al (1988)
eliminated some more dimensions in their further study and suggested a final model
with five dimensions: reliability, tangibility, responsiveness, assurance and empathy.
These five dimensions were measured using a total o f 22 positive and negative wordingitems and adopted them into service quality measurement formula for different cultural
and industrial contexts (e.g. Al-Saggaf 1999; Lam & W o o 1997; Lam 2002; Shahin
2004).

Parasuraman et al. (1991) validated and evaluated the reliability o f the Parasuraman et
al. (1988) study in a different service sector.

In this study, Parasuraman et al (1991)

substituted some o f the items (for instance the exchange between items in tangible
dimension and assurance dimension) and changed all the negatively worded items into
positive forms. Empirically, the Parasuraman et al. (1991) study simply failed to capture
the modified five-dimension on S E R V Q U A L constructs as developed originally on
Parasuraman et al. (1988) study. In this study, the tangible dimension that initially was
uni-dimensional was split into two sub-dimensions and the high degree o f overlap
between dimensions has made the responsiveness and assurance dimensions virtually
identical in a five-factor solution (Parasuraman et al. 1991).

2.4.3

SERVPERF - Cronin & Taylor (1992)

Cronin & Taylor (1992) came up with S E R V P E R F to measure service quality in
responses to the S E R V Q U A L construct. They based their study on the empirical
investigation o f the 22 items in S E R V Q U A L , arguing that the significance o f the
validity o f these items was assumed to be sufficient to characterise the domain o f the
service quality construct (Carman 1990). However, Cronin & Taylor (1992) disagree
that the measurement o f service quality relies on the difference between customers'
expectations and perceptions. They argued that performance-only-measurement

is

adequate to capture the customers' evaluation o f service quality. This argument was
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strengthened by some other preliminary research that supported the premise of the
sufficiency of performance-dimension in measuring service quality (e.g. Bolton & Drew
1991; Churchill & Surprenant 1982; Mazis, Ahtola & Klippel 1975; Woodruff, Cadote
& Jenkins 1983). Figure 2.3 illustrates the components of the Cronin & Taylor (1992)
SERVPERF model
Figure 2.3 SERVPERV Model (Cronin & Taylor 1992)
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The empirical result of the Cronin & Taylor (1992) study showed that the SERVPERF
scale outperformed the SERVQUAL scale with a better and significant model fit. It also
explained successfully the variation in service quality. Other subsequent studies that
applied the SERVPERF model also justified the significance and applicability of this
model into different contexts (e.g. Brady et al. 2002; Cronin & Taylor 1994; Dabholkar
et al. 2000; Vanniarajan & Anbazhagan 2007). Hence, this research was an early
supporter of the sufficiency of performance-only dimension on measuring service
quality.
2.4.4 Three Components Model - Rust & Oliver (1994)
In line with the Gronroos (1982) service quality conceptualisation, Rust & Oliver
(1994) added a third dimension and argued that the concept of service quality could be
described clearly in terms of three components, namely: service delivery (functional
quality); service product (technical quality); and service environment (Figure 2.4). Rust
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& Oliver (1994) described the service product as the format of the service that would be
delivered to the customer. The service environment was classified under two broad
themes: internal and external environment, by which the service providers were
influenced. Finally the service delivery referred to the moment-of-truth when the actual
performance of service happened.
Figure 2.4 Components of Quality
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In the model by Rust & Oliver (1994), the physical product acts as the central part of
interest in the continuum of product base for hybrid or pure-service companies.
McDougall & Levesque (1994) offered a similar conceptualisation, with three
components on Rust & Oliver (1994) model, namely: service outcome (similar with
service product); service process (similar with service delivery); and physical
environment (as a substitute of service environment). This model has been tested using
a confirmatory factor analysis and is empirically proven in its capability of measuring
the quality of services in both the retail banking and health care industry (McAlexander
et al. 1994; McDougall & Levesque 1994).
2.4.5 Retail Service Quality Scale (RSQS) Multilevel Model - Dabholkar,
Thorpe, Rentz(1996)
In compliance with performance-only measures as suggested by Cronin & Taylor
(1992), Dabholkar, Thorpe & Rentz (1996) utilised a different point of view of service
quality in their retail industry research where they developed a model based on a
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multilevel pattern of service quality dimensions. Their model has three hierarchical
levels, with the first level considering the overall service quality perception perceived
by the customers. The second level consists of five dimensions (physical aspect,
reliability, personal information, problem-solution and policy). The third level consists
of six sub-dimensions; two sub-dimensions for explaining the physical aspect
dimension (appearance and convenience) and two sub-dimensions explaining the
reliability dimension (keeping promises and doing things right), and two other subdimensions explaining personal interaction dimension (inspiration of confidence and
courteous help). The Dabholkar et al. (1996) model is illustrated in Figure 2.5

RETAIL
SERVICE
QUALTTY

Source: Dabholkar et al. (1996), P.6

Based on empirical analysis, this model depicted strong validity/reliability and more
successfully and accurately captures the service quality assessment of the retail sector
than one-level instruments such as SERVQUAL from Parasuraman et al. (1985, 1988).
This model has also been justified empirically in subsequent research, for instance: the
study in a Singapore based supermarket by Mehta & Lalwani (2000) and in crosscultural studies, for instance Kim & Jin (2002) in the USA and South Korea.
2.4.6 Hierarchical and Multilevel Model (Brady & Cronin, 2001)
Brady & Cronin (2001) combined the existing seminal by modifying the existing
models of Gronroos (1982), Rust & Oliver (1994)/McDougall & Levesque (1994),
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Dabholkar et al. (1996) & Parasuraman et al. (1988) into one comprehensive model that
draws on the strengths of each model. The Brady & Cronin (2001) model utilises three
dimensions, each containing three sub-dimensions (three sub-dimensions for each of the
dimensions).

Brady & Cronin (2001) synthesised and combined the existing service quality models
using three approaches. First, the model adopted the logic that the service quality model
should be multilevel and hierarchical as in Dabholkar et al. (1996) with respect to the
Carman (1990) study. The researchers believed that the complexity of human perception
would be better explained by the hierarchical and multidimensional model of service
quality rather than the non-hierarchical and uni-dimensional model (Dabholkar et al.
1996; Brady & Cronin 2001). Brady & Cronin (2001) model employed three levels
under the construct of service quality, namely dimensions, sub-dimensions

and

item/observed variables. The hierarchical/multilevel model is illustrated in Figure 2.6.

Figure 2.6 Hierarchical Multilevel Model of Service Quality
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The second adaptation lies in the three main dimensions that they proposed, which are:
customer-employee interaction quality; outcome quality; and environment quality.

Customer-employee interaction (or "Interaction Quality") is based on the "functional
quality" aspect of Gronroos' (1982) study. Interaction in this case refers to the
interpersonal interface between customer and service personnel during the service
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transaction (Brady & Cronin 2001; Gronroos 1982). Interaction quality dimension has
also been mentioned in several studies, such as the study by Parasuraman et al. (1985)
which refers to it as responsiveness, competence and courtesy dimensions; while in
Guiry, Hutchinson & Weitz (1992) the term is "personal service". Since quality of
services is evaluated by standards of service and the role of the service personnel who
handle the transaction, the perception of quality is in turn influenced directly by the
actions of service personnel (Woodruffe 1995). According to Brady and Cronin (2001,
p.38), "there are three distinct factors that comprise the interaction quality, namely
attitude, behaviour and/or expertise of the service personnel". These sub-dimensions are
substantially supported in previous literature (e.g. Bitner 1990; Gronroos 1990).

"Physical environment quality" refers to the surrounding built environment that has an
integral function in the formation of service quality perception (Bitner 1990; Brady &
Cronin 2001; Ko & Pastore 2004; McDougall & Levesque 1994; Rust & Oliver 1994).
Bitner (1992) termed the (physical) environment quality as servicescape or the place
where the service transaction takes place. This dimension was present in the study by,
for instance, McDougall & Laveske (1994) (physical environment) and Rust & Oliver
(1994) (service environment). There are three sub-dimensions under the umbrella of
physical environment dimension, namely ambient conditions, facility design and social
factor. . The ambient sub-dimension pertains to non-visual aspects such as fragrance,
music or temperature (Bitner 1992). The facility design sub-dimension refers to the
layout of the servicescape and the social factor sub-dimension includes the number and
type of people present in the servicescape (Brady & Cronin 2001).

"Outcome quality" reflects the "technical quality" in Gronroos' (1982) model while
Rust & Oliver (1994) named the outcome quality dimension as the "service product"
dimension. The outcome quality is defined as the relevant feature that is evaluated by
the customers after the trade-off between monetary materials (money) with (value)
services ended (Rust & Oliver 1994). Brady & Cronin (2001) identified three attributes
that constituted the outcome quality construct, namely waiting time, tangible evidence
and valence/final assessment of outcome quality apart from other aspects on service
experience. Similarly, Ko & Pastore (2004) include physical change, sociability and
valence to define the outcome quality in recreation and sports industry contexts.
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Finally, the items from the well-known service quality model S E R V Q U A L / S E R V P E R F
(Parasuraman et al. 1985, 1988; Cronin & Taylor, 1992) were adopted to improve the
definition o f sub-dimensions that came from the qualitative study. In other words, the
service quality dimensions in S E R V Q U A L / S E R V P E R F (minus the tangible dimension
because it was identified in the qualitative study; and the assurance dimension because
it failed to load in any group on the factor analysis) were used as modifiers that help the
description o f nine Brady & Cronin (2001) sub-dimensions.

The empirical test of this model followed a three-step sequence. First, Brady & Cronin
(2001) tested the primary dimensions followed by the second test of sub-dimensions,
and finally the full-model test.

All of the tests were conducted in a comprehensive

confirmatory factor analysis approach (Brady & Cronin 2001). The psychometrical
soundness o f this model was reached with a significant proposed path score along with
both the significant validity result and model reliability score. The model was evaluated
in four service sectors (fast food, photo development, amusement parks and dry
cleaning) in the original study by Brady & Cronin (2001).

2.5

The Controversy over Service Quality Measurement

Some of the service quality constructs discussed above, for instance the Nordic model
from Gronroos (1982) and S E R V Q U A L model (Parasuraman et al. 1985, 1988) apply
the disconfirmation paradigm in their approach to measure service quality. The
disconfirmation paradigm explains that service quality is best measured by comparing
the expectations of the customers and their actual (after moment-of-truth) perceptions of
the quality of the services.

There are three evaluation results in the disconfirmation paradigm. First, if the
expectation exceeds the perception, then the result is negative disconfirmation of the
customers of the service quality. Second, if the expectation of the service quality
matches with its perception, then neutral disconfirmation or confirmation occurs.
Finally, the third version occurs when the perception of good services exceeds the
preliminary expectation of the services, i.e. it creates posifive disconfirmation. In turn,
this favourable result is transformed into customer satisfaction and leads to customer
loyalty (Parasuraman et al. 1985, 1988). In sum, the third evaluation category is the
favoured one supposed to be owned by the service provider, in which customers who
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experience

positive

service quality

are expected

to communicate

their

positive

experience to their family and friends who will start consuming the service and in the
end will also become loyal customers o f the company (Kotler 2003).

Cronin & Taylor (1992) strongly criticised the disconfirmation paradigm used in the
S E R V Q U A L model. Previous studies on service quality and satisfaction (e.g. Bitner
1990; Bolton & Drew 1991); Cronin & Taylor (1992) argued that the use o f the
disconfirmation

paradigm

as

the

main

point

in

measuring

service

quality

is

questionable, "since the disconfirmation paradigm only fianctions as a mediation o f the
customer perception o f service quality" (Cronin & Taylor 1992, p.57). Moreover, since
satisfaction is different from service quality, the disconfirmation paradigm is better as a
measure o f consumer satisfaction with a service rather than a measure o f the quality of
service.

Accepting that the 22 items (observed variables) from S E R V Q U A L

model are

empirically valid, Cronin & Taylor (1992) utilised them in the model that they called
S E R V P E R F . As stated in the explanatory section dealing with SERVPERF above, they
based their approach on a performance-only measurement o f service quality. They
proposed that performance alone might accurately predict customers' perception o f
overall service quality evaluation since the "perceived service quality can be described
as an attitude" (Cronin & Taylor 1992, p. 57-58; Teas 1993).

Another concern about service quality conceptualisation relates to the structure of the
factor(s) that build the service quality construct. Empirical studies show that customers
perceive the quality o f services as a complex and hierarchical conceptualisation divided
into several levels (Brady & Cronin 2001; Dabholkar et al. 1996). This assumption had
been strengthened by the fact that the S E R V Q U A L ' s factor structure (Parasuraman et
al. 1985, 1988) was found to be inconsistent in different studies.

Brady & Cronin (2001) adopted the perception-only paradigm (as introduced by Cronin
& Taylor 1992) and combined the existing models by Gronroos (1982), McDougall &
Levesque (1994) / Rust & Oliver (1994), Dabholkar et al.(1996) and Parasuraman et al.
(1988)

into one

model

to create a multilevel

and

hierarchical

structure.

This

conceptualisation is believed to be the most comprehensive and up-to-date service
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quality model albeit with some modifications and adjustments to suit the service sector
(Dagger & Sweeney 2004; Ko & Pastore 2004).

However, this service quality conceptualisation has not yet been tested in different
cultural contexts. Considering that the cultural background of one individual, including
customers, does influence their behaviour (Smith & Reynolds 2001), the importance of
investigating this model in a different culture is justified. Therefore, in this study, the
service quality conceptualisation as proposed by Brady and Cronin (2001) will be used
as a general framework in conceptualising perception of service quality in a particular
cultural setting, i.e. Indonesian Muslim customers.

2.6

Cultural Issues in Service Quality Measurement

This section provides the review of cultural issues in service quality measurement to
give the background about the relationship between service quality and culture. First,
the definition and explanation about culture is explained. Second, the etic and emic
approach within the service quality literature were discussed.

Keesing (2002) defined culture as:
Systems

(of socially transmitted

behaviour patterns)

that serve to relate

communities

to their ecological setting. This way-of-life-of-communities

technologies

and modes of economic organisation,

social grouping and political organisation,

settlement patterns,

human
includes:

modes of

religious beliefs and practices

and so

on (p.75).

This description emphasises more the social and communal behaviour of the human
being, while Hofstede (1980) defines culture with stress on the reality that the culture is
actually the human-mind collective programming that differentiates one person from
another person of a different cultural group. The definition from Schiffman, Cowley,
O'Cass & Kanuk (2001) sums up culture as a total of learned beliefs, values and
traditions that determine the behaviour of members of a particular society. Hofstede
(1991) states that a culture is a collective phenomenon, since it is shared among people
who live or have lived in the same social environment. Drawing on the above definition
of culture, one might expect that people from different cultural backgrounds would
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behave, think, act, and have a value system different from one another because the
cultural roots that influence their way of life are also different (Lam 2002).
Since humans live inside certain communities that also have certain cultural dogmas
that affect their daily life, people's behaviour - including their consumption decisions
and requirements (e.g. Smith & Reynolds 2001) - are also believed to be greatly
influenced by the surrounding culture (Hirschman 1981; Hofstede 1980; Ueltschy &
Krampf 2001). Understanding this might help the company/service provider target a
particular culture or group to shape/suit the company's strategies accordingly. However,
although there is difference among cultures and the way that a particular culture
influences the people's consumption patterns within a group, the decision about how to
approach the customer rests with the companies/service providers.
There are two approaches - the etic and emic - that companies may use in approaching
their targeted market in the international environment. The etic approach assumes that
the whole market consists of one category from the company's point of view. There are
certain standardisations of strategy used to treat each of the customers within the market
in a similar manner, based on the assumption that a similar approach will work
universally in a larger market (Espinoza 1999; Kettinger et al. 1995). The emic
approach is a specific approach that is taken by the company in customising their
corporate strategy towards each of the cultural groups (Espinoza 1999; Kettinger et al.
1995). This approach attempts to utilise the concept that exists in one specific culture in
order to describe the behaviour of the people within this culture (Davidson et al. 1976)
or describe people's personalities (Triandis & Suh 2002). Thus, it adopts the approach
within a single cultural setting (Herche et al. 1996).
In the field of services marketing in particular, there are tendencies for the service
providers to adapt their service delivery to the cultural customs and values of the target
market in order to create a service differentiation (Espinoza 1999). In other words, they
tend to use an emic approach. This premise is reasonable because the evidence shows
that the service providers face a problem when they try to standardise their service
delivery (Lovelock 1996). Moreover, research on service quality across different
cultural groups shows that differential treatment or service delivery, for instance, for
Chinese and American (Malhotra & McCort 2001), Japanese and American (Winsted
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1999) or Hispanic and Anglo (Ueltschy & Krampf 2001) customers is necessary for
good business.

Asian cultural characteristics are different from their Western counterparts (Mattila
1999). Hofstede (1980; 1991) conducted researches on differences between Asian and
Western cultural characteristics in which Westerners are characterised as individualistic,
low in power distance, weak in uncertainty avoidance, mixed in masculine dimension
and less long-term oriented. On the contrary, Asians are described as collectivist, highpower distanced, and mixed in two dimensions: masculinity and uncertainty avoidance;
and high in long-term orientation (Crotts & Erdmann 2000; Hofstede 1991). The
differences in Asian and Western characteristics as drawn by Hofstede (1980; 1991)
have prompted or initiated research in service quality, in order to explore the dissimilar
cultural influences on people within each group.

2.6.1

C u l t u r a l Influences on Service Quality Perception

Theoretical discussions about cultural influence on service quality perception are
evident in many studies (Espinoza 1999; Kettinger et al. 1995). Investigations into the
impact of cultural influence on service quality perception had increased even before
Anderson & Fomell (1994) or Collier (1994) made their call for more research in this
area. Researchers in service quality believed that the values in different cultural groups
could lead customers in specific circumstance to evaluate the quality of services
differently (Furrer et al. 2000; Imrie et al. 2002; Lewis 1991). Matilla (1999) argued
that culture had more influence on

service-based

companies than

goods-based

companies in terms of consumer judgement, and in turn, companies' service offerings.

Most of the researchers who conducted cross-cultural studies show the actual
differences in service quality application or conceptualisation between two or more
cultural groups. Espinoza's (1999) research on well-known supermarkets in Quebec
(North America) compared to those in Peru (Latin America) also indicated that at the
measurement level, respondents from each of the countries assessed the relative
importance of dimensions in the S E R V Q U A L model in a different way. Maholtra &
Ulgado (1994) investigated the possibility of variance between the perceptions of
customers in developed countries as opposed to developing countries. They argued that
the customers in developing countries perceived the ten S E R V Q U A L dimensions at a
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lower level (physiological needs and safety needs) of Maslow's (1970) hierarchy of
needs expectation, while customers in developed countries were already advanced in
terms of the quality of service expected, and had already reached higher level of
dimensions (belonging/social needs, self esteem and self actualization) of Maslow's
(1970) hierarchy of needs model.

2.6.2

The Asian and Western Customers' Behaviour on the Study of Service
Quality

The differences between Asian and Western customers in perceiving service quality are
well documented within the literature. Kettinger et al. (1995) researched the effects of
information services on customers in Korea/Hong Kong and USA/Netherlands, for
instance, and found that in both clusters, the respondents' perception of service quality
does differ. They even found that between USA and Netherlands respondents, a
variation in perceiving the rank of an item's importance occurred. Matilla's (1999)
research on luxury hotels discovered that cultural value influenced Asian and Western
customers in different ways: Western customers rely on the tangible cues from the
physical environment {servicescape) and seek hedonistic (self-indulgent) consumption
experiences more frequently than their Asian counterparts.

Further comparative studies of Asian and. Western service quality perceptions indicate
that the measurement of service quality for these two cultures cannot be treated as single
entity, but rather should be separated as different objects with different concepts of
service quality. For example, the study comparing Japanese customers with the
American customers in the field of professional and generic services (Winsted, 1999)
conceptualised and developed the service quality construct through a preliminary
exploratory

study

(with student

samples) and tested the construct on

actual

representative respondents from those two countries. The results indicated that
customers in these two different cultures were concerned with different aspects
(dimensions) of service quality. What mattered for Japanese customers was less
important for customers in the USA and vice-versa. The study by Reisinger & Turner
(1999) on the relationship between customer-host service match in the tourism industry
unveiled that what was perceived and served by Australian hosts mismatched at least
five points or dimensions of Japanese customers' expectations. Hence, the argument
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that the Asian concept of service seem to differ from the Western concept is given
greater credibility (Mattilla 1999).

These previous studies arrive at the same conclusion: cultural influences on service
quality do exist and should be accounted for in service quality measurement. As noted
in these studies that centred on a variety of service sectors and industries, cultural values
might lead the service provider to envisage what things are most valued by customers in
a particular culture because, in turn, that will also influence the service offered by the
company (Winsted 1999). Thus, researchers or practitioners in the service quality area
should consider the emic approach when applying service quality models to different
cultures (Malhotra & McCort 2001) or to a company's service offering according to the
targeted culture.

Table 2.2 summarises streams in existing cross-cultural research that compares service
quality between Asian and Western customers from 1994 to 2004. Most of the research
used the SERVQUAL model by Parasuraman et al. (1985, 1988). Hence, there is some
support that this model is the most widely accepted and applied. The common
methodology used in these studies is the survey using questionnaires, with results
confirming (or not) and validating (or not) the instrument used in different crosscultural settings. Generally the results of these researches justify the argument that
Asian- and Western-perceived service quality differs according to its particular cultural
setting.
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Table 2.2 Summary of Cross-cultural Studies in Perceived Service Quality

Author, year

Service
Industry

Model

Unit of
analysis

Research
design/
method

Brief finding

Developed
versus
developing
countries

SERVQUAL
(Parasuraman
etal. 1985)

Conceptual
paper

Hypotheses
development

14 hypotheses
derived from the
literature about
comparative
evaluation of
SERVQUAL
dimension in
developed vs.
developing
countries

Culture/
Nations

Malhotra et al.
(1994)

General

Kettinger, Lee
& Lee (1995)

Information
services

Korea, Hong
Kong, United
states,
Netherlands

Information
service
quality
(Modification
of
SERVQUAL
by Kettinger,
Lee & Lee
1994) ISQ/
SERVQUAL

Business
college/
MBA
students in
those four
countries

Survey using
questionnaire

ISF SERVQUAL
only proved in
USA and
Netherlands. The
result also grouped
4 new factors for
HK and 3 new
factors for Korea

Wetzels, de
Rutyer,
Lemmink &
Koelemeijer
(1995)

Marketing
channel

SERVQUAL
Worldwide
(assessing
(Parasuraman
Dutch-based etal., 1988)
food
manufacturer)

Client (c/p)
of the
company
worldwide

Survey and
analyse using
conjoint
analysis

Revealed four
different
components for
overall sample
with different
emphasis in each
continent sample.

America,
Europe, Asia,
Middle East,
Africa
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Contd.
Author, year

Service

Culture/

Industry

Nations

Model

Unit of

Research

analysis

design/

Brief finding

method
De Rutyer,

Distributio

Worldwide

SERVPERF

First

Survey using

Revealed two

Wetzels &

n channels

Dutch-based

(Babakus &

m e m b e r of

two part

dimensions that

Lemmik(1996)

(Europe,

fast moving

Boiler 1992;

marketing

questionnaire

reflect the

North and

packaged

Cronin &

channels in

operational and

South

consumer

Taylor 1992)

Internationa

tactical/strategic

America,

goods

1 context

perspective of

the

channel service.

Carribean,

Argued that

Middle

perceived service

East, Far

quality could be

East and

viewed as a type of

Africa

non-coercive base
of supplier power
Perceive service
quality
significantly affect
the perceived
closeness of the
manufacturersupplier
relationship

Winstead

(service

Japan and

Service

Japanese

1 .Open ended

(1997)

encounter)

USA

encounters 8

student

question in

framework for

Focus group

assessing

discussion

difference between

(FGD) for

two culture

dimensions

fast food

Proposed a new

Japanese
student in

From literature and

USA

focus group

2.1ndepth

discussion's result.

interview

Proved that the
differences exist

Caruana et al.
(1998)

Consultanc

Australia and

(Expected)

Senior

Survey using

Except the

y service

Singapore

SERVQUAL

manager

mail

differences in

(Parasuraman

level of

questionnaire

expectation, the

e t a l . 1988)

consultancy

(7 point likert

differences of

clients (in

scale)

score in SQ

both

between two

countries)

countries occurred
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Contd.
A u t h o r , year

Service

Culture/

Industry

Nations

Model

Unit of

Research

analysis

design/

Brief finding

method
Sultan and

Airline

Simpson

G a p 5 of

Europe

SERVQUAL

European

model might be

(Parasuraman

airline

applied in other

e t a l . 1988)

passenger

international

(2000)

U S and

Survey

Service quality

US and

scenarios. The
expectation of SQ
between
nationality groups
varies.
Crotts and

Travel

UK,

Service

Based on

Erdmann

services

Germany,

evaluation of

customers

(1980)' s

Japan, Brazil,

Hofstede

from those

conceptual

Taiwan

(1980) Value

five

framework

survey

countries

module

visiting the

(2000)

Survey

Support Hofstede

US
Imrie et al.

General

(2000)

N e w Zealand

(Modified)

Employee

Semi

4 out of 5

and RRC

SERVQUAL

with

structured

Parasuraman et al.

(Taiwan)

(Parasuraman

specific

interview

(1988) dimensions

e t a l . 1988)

nationality

supported. Three

and student

new dimensions
for assessing
Chinese perceived
SQ

Furrer et al.
(2000)

Retail Bank

US, Asia

SERVQUAL

Internation

Questionnaire

The relative

(China,

(Parasuraman

al students

with 7 point

importance of

Taiwan,

e t a l . 1988)

at US and

likert scale

service quality

South Korea,

Singaporea

dimensions varies

others).

n based

from one culture to

Switzerland

Universitie

another. CSQI to

s,

segment cultural

Swistzerlan

market was also

d student.

developed.
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Contd.
Author, year

Service

Culture/

Industry

Nations

Model

Unit of

Research

analysis

Brief

finding

design/
method

Tsikriktsis

Website

North

WEBQUAL

MBA

Survey using

The top two

(2001)

banking

America,

Loiacono,

students

a

WEBQUAL

services

South

Watson &

questionnaire

dimensions are not

America,

Goodhue

with 7 point

influenced by

Western

(2000)

likert scale

culture.

Europe,
Eastern
Europe,
Southern
Europe,

Masculinity and
Hofstede

Modified

long-term

(1991)

cultural value

orientation are two

cultural

by Furrer, Liu

dimensions that

dimensions

& Sudharshan

influence user's

(2000)

expectations.

Australasia.
Kim & Jin

Retail

(2002)

US and Korea

Multi item

College

Self report

Fail to provide

service

scale

students

questionnaire

measurement

(discount

(Dabholkar et

equivalence.

store)

al. 1996)

Personal
interaction and
problem solving
were not separate
and distinctive. US
respondents more
favourable than
Korea.

USA, India

Parasuraman

Bank

Administered

USA customers

UIgado,

and the

etal.(1985)

customers

questionnaire

perceived services

Agarwal,

Philippines

(in-house

by trained

systematically and

interview)

interviewer

significantly

Malhotra,

Banking

Shainesh & Wu

different from the

(2004)

customers in India
and Philippines in
the predicted
direction

Source: Developed from Smith <& Reynolds (2001) and various source for the purpose of the research

2.6.3

S e r v i c e Q u a l i t y and Religion

Religion is regarded to be o n e facet of culture (Usunier & Lee 2005). It is described as
the w a y p e o p l e interpret their life that deals with their values ( L a m 2006). Religion also
a f f e c t s the f o u n d a t i o n s of p e o p l e ' s u n d e r s t a n d i n g of the world (Mittelstaedt 2002).
P r o v i d i n g moral g u i d a n c e to its followers, religion is believed to control m a n y aspects
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of life, including the way people behave, their eating habits and diet, their clothing and
personal appearance, social/recreational and religious activities (Ismail 1981). Religion
also influences people's social life, including their activities in the marketplace as part
of the social environment (Mittelstaedt 2002). Furthermore, religion has significant
influence in decision-making and problem-solving in people's lives (Delener 1994).
Thus, religion has a significant impact on people's adoption processes and behaviour
including marketing-business terms, consumer behaviour and consumption patterns
(e.g. Delener 1990, 1994).
Service marketing research has been sparse on the influence of religion on customers'
perceptions of the quality of service. Imrie et al. (1999, 2000, 2002), however,
demonstrate that there are significant influences of Confucian beliefs on
Chinese/Taiwanese behaviour and perceptions of service quality. In their study, they
found that Chinese/Taiwanese customers living in New Zealand had a different set of
evaluation/perception of service quality compared to the perception of the group of
samples of American customers reported in Parasuraman et al. (1988) study. Imrie et
al. (1999) claimed this Confucian influence on service quality reflected its general
impact on Asian customer behaviour.
However, the generalisation of Confucian beliefs as being representative of Asian
culture is not accurate. Confucian philosophy is widely known as a shared culture in
East Asia, however, there are many more religious settings and philosophies which
include Buddhism, Judaism, Confucianism, Christianity, Islam, Paganism and others
(CIA Publication 2004). In South East Asia, Islam is a dominant religion with a
following of more than 40% of South East Asia's total population (CIA Publication
2004). Therefore, studying Muslim consumers, which constitute a sizeable cultural or
religious group as Asian customers, other than Chinese or followers of Confucian
belief, is both reasonable and justified (Gayatri, Chan, Mort & Hume 2005, 2006).
To date, there is lack of evidence of the efficacy of service quality instruments in their
application towards the growing potential Muslim market in Asia (Gayatri et al. 2006).
In an emerging, dynamic international market, a comprehensive investigation of the
Islamic/Muslim customers' expectations regarding quality of services over time has
rarely been undertaken. The scarcity of research and the important influence of Islamic

59
values provide an opportunity to examine this topic further. It is in this context that this
study has been developed and carried out with an Islamic cultural/values orientation
(Gayatri et al. 2005, 2006).
2.6.4 Islam - A Brief Review
The word Islam comes from the root word "Aslama ", which means either: to "be safe",
"peace", or "surrender to Allah" (Ball & Haque 2003; Siddiqui 1997). As the youngest
monotheist religion (Hattstein 1998), and second largest religion (19.6% of the total
world population) (CIA Publication 2004) around the world, Islam has become an
interesting subject to be explored. This monotheistic religion (believing in only one
God; [Allah Subahanahu Wa to'a/o]/"Glory to Him! He is high") holds the Koran
(Qur'an) as the eternal and direct revelation of Allah (Hattstein 1998), and the Sunnah
(the recorded sayings and acts of the Prophet Muhammad [Salallahu Alaihi Wassalam]/
"Peace be upon him!") as a practical guide. Through the five pillars of Islam {Rukun
Islam) which regulate the religious lives of believers, and the practically oriented legal
system (Syari'ah) (Hattstein 1998), all Muslims share a common religious and social
way of life. Moreover, regulation of lawful {Halal) and unlawful actions/behaviour
{Haram) in Islam fix the direction of a Muslim's social life, including handling business
transactions (Al-Qaradawi 1985). Prohibitions against selling Haram goods (e.g. wine),
selling uncertainty, frequent swearing, price manipulation, against exploitation,
requiring permission to deal in brokerage, and such other rules form a common
understanding and regulate dealings between seller and buyer in Islamic business (AlQaradawi 1985). Hence, this uniqueness of Islam, compared with other cultures and
religions, has the potential for deeper research.
2.6.5 (Indonesia) Java, Islam in Java, and Javanese Consumer Behaviour
The Asian continent is divided into several countries and thousands of cultural
ethnicities. Among the great Asian cultures must be counted that of the Javanese, with
its 2000-year history (Magnis-Suseno 1997). This society has been the subject of
research across many disciplines such as sociology, anthropology, and psychology.
Indonesia has the largest population in South East Asia (around 40.6% of the total South
East Asian population) (National Statistical Office of Thailand 2000), and is home to
the largest Muslim population in the world (BBC News, UK edition 2004). Around 88%
of Indonesia's total population is Muslim (CIA Publication 2004).
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Java (Jawa) is part of Indonesia, one of the countries located in South East Asia. At
present, the Javanese ethnic group represents more than 50% of the total Indonesian
population and approximately 65% of its own community is Muslim (Departemen
Agama Indonesia 2004). The Javanese culture is located predominately in two areas,
namely the middle and the eastern part of the Javanese island, both are located in the
southern part of Indonesia (Koentjaraningrat 1984). Many of the studies of Javanese
culture are "on the spot" observation or research by authors who learnt Javanese culture
by being involved in Javanese daily life (e.g. Geertz 1980; Mulder 1985). From their
observations and empirical research, readers gain knowledge about Javanese culture.

The complete description of Javanese cultural characteristics resulting from research
activities might be useful for other purposes. In the area of consumer behaviour, for
example, it is a proposed that culture does influence the consumption and buying
behaviour of a targeted consumer (see Schiffman et al. 2001). The discussion that
follows in this section will be specifically related to the influence of Javanese cultural
characteristics on consumer behaviour in the consumer decision-making and buying
process. For this research in particular, the purpose of this description is to make a clear
distinction between what is actually part of Javanese culture that differs from Islamic
religious

culture.

This clarification -

between

which

influences on

consumer

perceptions and behaviour derive from Islamic upbringing and which from general
Javanese culture - would assist a researcher to differentiate and exclude the Javanese
cultural context from analysis. The following section will discuss briefly the history and
development of Javanese culture in general.

2.6.6

Javanese Cultural History in Brief

Java, located between the Indian Ocean and the Pacific Ocean (Williams 1991), is the
home of the largest and culturally most sophisticated ethnic group in the highly
diversified Indonesian population (Mulder 1978). The term Javanese generally refer to
all people who live on the island of Java. Since there are wide differences in the cultural
characteristics between the people of the western part of Java, compared with those in
other parts of Java, there is consensus in much of the literature that "Javanese" should
refer to those who inhabit only the middle and eastern part of Java with Yogyakarta as
the centre of Javanese culture (Kodiran 1971; Koentjaraningrat 1984). In line with this
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definition, this research will also refer to Javanese culture as belonging only to the
middle and eastern part of Java.
Endraswara (2003) explained that there are at least three scenarios relating to Javanese
cultural ancestry. First, some people believe that the Javanese ancestors came originally
from the Hindu God/Goddess because Hindu temples existed in many places in Java. In
the third and fourth century AD, many South Indian merchants came to the island of
Java for trade (Koentjaraningrat 1984). However, with their arrival in Java, they not
only carried with them their trade and commercial interests, but also naturally brought
their culture and religion. These merchants initiated the beginning of the Hindu period
and terminated the pre-history of Java (Koentjaraningrat 1984). This history explains
the possible Hindu ancestry of the Javanese.
Another version is that the early Javanese came from the Middle East. Islam was
introduced in Java between the 14th and 16th centuries in two ways. First, it came
through trade and commerce activities in the Javanese coastal area (Demak, Tuban,
Gresik), spread by merchants (similar with the spreading of Hindu religion in
Indonesia). Secondly, Muslim mystical missionaries (Sufi) brought Islam from Baghdad
(Koentjaraningrat 1984). This seems to explain why people assume that Javanese
culture comes from the Middle East. Moreover, Islam spread rapidly after that period;
Islam is now the major religion of Java. Finally, even though people assumed that their
ancestors were wanderers, like Marco Polo who travelled around the world, they stayed
in Java because Marco Polo mentioned Giava/Java as one of the places that he visited
in Hindi.
Javanese culture is described as a blend of Hindu/Buddhism and Islamic traditions and
practices, given the term "syncretism". Syncretism is the process of amalgamation of
conflicting, or at least different, parties, principles or culture (Dictionary of Sociology
and Related Science 1955). Geertz (1980) described this combination as an extensive
complex, mystically inclined Hindu/Buddhist belief system, syncretistically integrated
in an Islamic frame of reference. That fusion was described as Agami Jawi or
"Javanisation" of religion (Geertz 1980; Koentjaraningrat 1984).
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In the Javanese case particularly, it is acknowledged that religion is one of the major
components that built and reshaped the Javanese culture. In turn, it is difficult now to
distinguish between the original Javanese culture and the amalgamated Javanese
culture. Therefore, many researchers now treat (amalgamated) Javanese culture as a
unified whole when describing Javanese culture in general (e.g. Bastomi 1992; Geertz
1980; Koentjaraningrat 1985; Sujamto 1992).
2.6.7 Javanese Custom: Javanism, Mysticism, and Hierarchical Classification
The term "Javanese" as an ethnic label is not only for those who live in Java, but also
for those in other places in the world, epitomize this prototype culture (Hardjowirogo
1984). Belonging to a common culture makes Javanese think and behave in similar
patterns (Sardjono 1992). Some people believe that the Javanese "own" their basic set
of culture that was already established in earlier times; however, this original culture is
elastic and flexible (Simuh 2000). Therefore, the influences from other religions or
cultures are merely "adjusted" to the existing Javanese culture. The spirit of maintaining
the original culture and values in daily life but with tolerance towards new external
influences is often mentioned as a Tantularisme (Sujamto 1992) or Kejawen /Javanism
(Mulder 1985).
Mysticism and magical-mystical practices have always been a powerful undercurrent of
the Javanese culture (Mulder 1978). Moreover, the two religions that influenced the
Javanese culture most (Islam and Hindu) entered Java with many compromises with
such mysticism in the existing culture (Koentjaraningrat 1984; Ricklefs 1999; Simuh
2000). Mystical and Javanese belief in life after death are similar in that both maintain
a relationship with their ancestors who are believed to be still watching over their
descendants and are able to affect community fortunes or misfortunes (Bastomi 1992).
Javanese show their respect towards the dead in many ways; for instance, through a
ritual offering ceremony {Upacara sesajen), visiting the ancestors' graves and sacred
graves in general {Nyekar), and communal socio-religious meals {Selametan) together
with the ceremony of burning Javanese incense {Dupa/Menyan) (Bastomi 1992;
Koentjaraningrat 1985).
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Javanese interpersonal relationships recognise that there are no two people standing on
the same level or in the same degree and they are bound within a hierarchical
mechanism (Mulder 1985). This hierarchical division occurs at least in two aspects:
socially and within the family (old vs. young people/age) (Koentjaraningrat 1984;
Mulder 1985). These two mechanisms result in a language variation respectively. In the
social system, Javanese divide their people into three general classifications: first,
peasants and low-income classes (Wong cilik), second, worker class (intellectual)
Priyayi), and third, the nobility and Javanese palace offspring {Ningrat/Bendarabendara) (Kodiran 1971). These three classifications describe the status of the people
who hold their position in society. Those who are classified as a Priyayi and Ningrat
receive more respect than Wong cilik. People should know their task or place and
should honour and respect those who are in a higher position (Mulder 1978). Realising
their status, it is common for Wong cilik to honour Priyayi or Ningrat by their
willingness to sacrifice their dignity.
Within the family, the hierarchical division stands especially in the relationship between
parents and children. Javanese parents are rituaily and morally superior to their children
for children are not just reliant on their parents for material care, but also for forgiveness
and blessing (Mulder 1992). Children are under an obligation to honour and respect
(Ngajeni) their parents, sometimes expressed by their agreeing to obey (Tunduk) their
parents' word (Mulder 1992) and behaving courteously towards their parents. These
patterns similarly prevail in the relationship between aged persons and younger persons.
As mentioned before, language (speech) level is associated with the two hierarchical
relationships. Basically, there are three categories of language in Javanese literature and
in styles of speech, namely Ngoko (familiar), Madya (semi-formal), and Krami inggil
(formal). These categories incorporate obligatory distinctions according to differences
in status {Wong cilik/Priyayi/Ningrat), rank (minority/majority), seniority based on age,
and the degree of regular acquaintance between addresser/sender and addressee/
receiver (Geertz 1961; Koentjaraningrat 1985). Javanese etiquette, which requires the
correct use of the proper style of speech in relation to particular types of interaction,
makes it imperative for a person first to determine accurately the exact status of the
other person he or she is interacting with (Koentjaraningrat 1985). If one fails to address
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the correct and proper language to others, embarrassment can result for both sides
(Koentjaraningrat 1985).
2.6.8 Javanese Culture and Consumer Behaviour
This section will briefly discuss the relation between Javanese culture and consumer
behaviour. Consumer behaviour is influenced by many factors, including culture.
Culture is mentioned as a fundamental determinant of a person's wants and behaviour
(Kotler 2003), with its influences affecting consumers at all the stages of their decisionmaking process (Gong 2003).
From the late 1960's some marketing scholars have developed a five-stage model of the
consumer buying process (Howard & Sheth 1969; Nicosia 1966) which is discussed in
much of the marketing literature (e.g. Kotler 2003; McCarthy et al. 1994; Schutte &
Ciarlante 1998). The model illustrates an ideal process undertaken by the consumer
when they want to buy or consume one particular product. However, consumers may
deliberately skip or reverse some stages according to their needs and circumstances/
situation (Kotler 2003). The buying process starts with problem recognition, where the
consumers recognise their needs and wants, or respond to marketing stimuli generated
by the company. An "aroused" customer then starts to collect the information about the
product from various sources such as family/friends, personal experience or advertising
material. After sufficient information is gathered, usually the costumer faces several
alternative brands or companies that market the desired product. This means the
customer will need to come up with a set of preferences and evaluate options among
alternatives brands/products to make his/her choice (the purchase decision stage). When
the customer actually buys/consumes the product is the stage commonly termed in
marketing or service literature as the moment-of-truth, whereby interaction between
company and customer or customer with the product occurs. Finally, after having
bought the product, the customer will experience either satisfaction or dissatisfaction
with the product - the post-purchase stage or final stage of this model. Parasuraman et
al. (1985, 1988) ascribes the customers' satisfaction/dissatisfaction in their studies to the
closeness between the customers' expectation and customers' perception of the
company's performance. Figure 2.7 shows the consumer buying process model that
commonly appears in the literature (Kotler 2003).
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Figure 2.7 Five-Stage IVIodel of the Consumer Buying Process

Source: Figure taken from Kotler (2003)

The five-stage model above is applicable to any type of customer, including Javanese
customers. The following explanation will describe the applicability and adjustment of
each step taken by Javanese customers along with examples to make the explanation
clearer. First of all, a Javanese customer who enters the problem recognition phase will
face significant influences from external people or factors. Javanese believe that they
are part of the community that requires a collective blessing (Restu) in everything that
they decide. Under the gotong-royong

behaviour (cooperation with mutual assistance),

Javanese are a group of people that Hofstede (1991) categorised as belonging to a
collectivist culture. According to his study, this dimension is highly developed in Asian
countries and other countries that have Muslim/Islamic religious presence. What the
community (not just the individual) needs, wants, or uses, is the stimulator of Javanese
willingness to consume.

This character of collectivism is also an influence on Javanese at the information search
phase. Furthermore, Bapakism (follow whatever their (male) formal/informal leader
said and/or did) strengthens the opinion that Javanese are more affected by personal
contacts - like family, friends, neighbours, and acquaintances (Geertz 1961; Kotler
2003) - and leaders have a higher influence than other sources. Therefore for Javanese,
word-of-mouth (WOM) communication is effective for obtaining a reliable source of
information rather than information from commercial advertisements. In marketing.
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WOM has shown its influence on consumers' judgement about particular products
(Herr, Kardes & Kim 1991).

Javanese evaluation of purchasing one product over another is not only based on their
individual needs, but also on the needs of other people who surround him or her. The
proverb: mangan ora mangan sing penting

kumpul meaning "no matter what will

happen, togetherness is above everything"; can be seen, for instance, in decisions such
as buying a car. Even those who can afford to buy a luxurious sedan car, after
considering that the space of the car will not be big enough for all the family or
neighbours who will need a lift, will deliberately change their preference to a big family
car or sports utility vehicle (SUV). Javanese are less bothered about the brand name, but
country of origin (especially a local one) is an important consideration in the evaluation
criteria. They strictly emphasise to the younger generation the necessity always to
remember their origin, wherever they are {Aja lali marang asale). It is possible that in
the evaluative phase, Javanese will eliminate the brand that is not originally made in
Java or Indonesia. However, with increasing globalisation in the market place, young
Javanese is no longer strict about such behaviour.

In order to avoid uncertainty, Javanese use joint deliberation {Musyawarah) in order to
come to a decision, (Magnis-Suseno 1997). Musyawarah

is used as a tool to reach

collective agreement in a purchasing decision. Moreover, Javanese are not sensitive to
new products. They believe that something done in a hurry will have a negative
outcome in the end {Aja kesusu). When buying a product, Javanese prefer to pay for it
with cash on the spot because they believe that having a debt will lead to shame for
them and their family {Isin). Therefore, Javanese will patiently save the money first
until they have enough to buy the product. Another important point that influences
Javanese purchasing decisions is related to the calculation of "a good day" (Weto/?) for
the buyer. Based on their day of birth and another mystical sign of adjusted calculation
{Othak-athik

matuk), Javanese will or will not buy a product, especially a major

purchase like a car or a house, in a certain year, on a certain day, or at a certain time.
Ignoring such behaviour or failing to meet the right time in a buying decision is thought
to bring problems for the buyer.
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At the final phase, Javanese behaviour toward the product after purchasing the goods is
similar to previous phase considerations. If the rest of family is satisfied, then the
product fulfils their needs. Javanese will show their appreciation with a repeat purchase
of the brand or suggesting to others to buy the same product (WOM). If the product fails
to fulfil everybody's expectafions or wants, Javanese rarely show their dissatisfaction
directly. Javanese believe in Mendem jew

(or keeping everything inside) and this

tendency to avoid conflict with other people restrains them from giving negative
feedback about a product or company or service, even if they feel so inclined. Although
they are dissatisfied, Javanese prefer not to communicate this dissatisfaction about the
product to the vendor or the company and behave as if they are happy and satisfied with
it (Ethok-ethok).

Javanese do not want to get into trouble or quarrel with the company or

vendor by complaining

since it is customarily

undesirable

(Saru)

because

of

inconvenience. However, this hidden dissatisfaction will be communicated informally
to other acquaintances (word-of-mouth).

2.6.9

Conclusion of Javanese Culture

Javanese are distinct in nature. The typology of Javanese culture, revealed in their
customs, behavioural patterns and community interactions, not only by the members of
the Javanese community but also by observers from different parts of the world, shows
the objectivity and sanguinity of the documentation. As mentioned above, Javanese
customers might become a good representation of Muslim customers in this research
since the very large number of the Javanese Muslim community is expected to be the
closest representative of the overall (Indonesian) Muslim customers' perceptions of
service quality. However, considering the heavy influence of the original Javanese
culture and concentrating on the objective of this research that only investigates the
Islamic influence, it is important to make clear guidelines to distinguish between the
two influences. The discussion of Javanese cultural influence above would be used as a
directive tool. Hence, in the qualitative analysis chapter (Chapter 4), each of the
Javanese key themes would be sorted out and excluded in a further stage (a quantitative
research).

2.7

Summary of Literature Review

From above theoretical

discussion regarding service quality measurement

it is

concluded that there is still a lack of evidence about the efficacy of service quality
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instruments in its application towards the growing potential Muslim market. The
scarcity of research and the important influence of Islamic values provide plenty of
opportunity to explore this topic further. It is in this context that the following study
developed and carried out the Islamic cultural consideration.
Research on Islamic cultural influence on service quality to date mainly is on testing the
applicability of existing service quality models to the Muslim communities (e.g.
Jabnoun & Khalifa 2005; Raven & Welsh 2004). Other research that considers Islamic
influence on service quality perception highly focused on the banking industry (e.g.
Tahir & Ismail 2001). Meanwhile, although the significance of Islamic influence on
consumer behaviour is evident (Delener 1990; Lam 2002), deeper exploration into
Islamic cultural influence on service quality is still far from adequate. Thus, further
research that specifically re-conceptualises and re-specifies the service quality
measurement for Islamic contexts is deemed necessary and offers the opportunity for
further exploration.
Furthermore, the multi-hierarchical and multi-level service quality model by Brady &
Cronin (2001) is posited as the most comprehensive model to measure service quality.
However, despite the applicability of this model to different service sectors, not much
has been done to test its applicability in different cultural settings. Therefore this
research will address both issues by testing and re-conceptualising the comprehensive
Brady and Cronin (2001) approach to Islamic cultural customers.
Finally, the extant review of literature in this chapter has highlighted the potential
opportunity to develop a service quality model that is applicable within the Islamic
context, at the same time testing existing multilevel, hierarchical model (Brady &
Cronin 2001) in a different (i.e. non-Western) cultural context. Therefore, the focus of
this study is to address the identifiable gaps in research by re-specifying the Islamic
service quality conceptualisation and developing a valid and reliable measure for
Islamic service quality.
The next chapter (Chapter 3) reviews the research design and relevant foundation of the
proposed methodological approach used within this research.
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Chapter 3: Research Design

3.1

Introduction

This chapter discusses the overall research design used for the thesis. The first section
discusses the research paradigm and philosophical background of each method involved
in the research followed by the justification of the triangulation approach. The next
section reviews the literature on methodology used in service quality research. The final
part of this chapter gives a summary through a flow chart explaining the overall study
proposed in the present research.

3.2

Research Paradigm and Research Philosophy

In the social sciences the debate in choosing a particular philosophical position from
amongst many others that the research methodology derives from divides scholars into
two mainstream schools.

The first approach, "constructivism", from where the

qualitative method was drawn- posits that the reality is socially constructed (e.g. Berger
& Luckmann 1966). Hence it argues that the reality is not merely discovered, but also
actively constructed (Guba & Lincoln 1994). The foundation of this approach lies in the
ontological notion that the "social reality is based on people's definition of it" (Neuman
2003, p.77), and there is no single unitary reality that can be separated out from
people's perception (Krauss 2005). It means that "people in different societies may or
may not experience the social or physical experience in the exactly similar w a y "
(Neuman 2003, p.77).

Social constructivists allow the uniqueness of individuals to be involved and to come
into focus in defining the reality based on the individual experiences (Ashworth 2003;
Darlaston-Jones 2007). Furthermore, the way the individuals or groups view the reality
is shaped by the cultural, historical, political and social norms that surround their lives
(Perlezs & Lindsay 2001). Consequently the way people see the reality might differ
from one another since it relies heavily on the individual's or group's points of view
making it subjective in nature (Dahlbom 1992; Darlaston-Jones 2007; Guba & Lincoln
1994). The epistemological foundation that leads this approach recognises that people
and the world with all its norms are inseparable (Sandberg 2000). Again in research
terms it is an accepted understanding that the researcher and the subject or "the knower
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and the known" of a particular study is interactively related (Baruch 1981; Duffy 1987;
Lincoln & Guba 1985), and the result of the study relies on the context of the situation
(Guba & Lincoln 1994). This qualitative method usually develops theory inductively
with the aim to depict a phenomenon by producing what is called "soft" data of general
observations (Neuman 2003). In the process the output of this method are hypotheses
and or/ grounded theory (Glesne & Peshkin 1992).
Many social science researchers are concerned about the high involvement of the
personal and subjective interpretation of the researcher in the qualitative research
process that produces weak results (Glesne & Peshkin 1992). Some extreme views also
assume qualitative research to be incompatible (e.g. Lincoln & Guba 1985) and
insufficient due to the very small number of samples that make the outcomes
unsubstantiated to be generalised for larger populations because of the thin
specific/contextual base (Myers 2000; Yin 1984). Qualitative methods also have
difficulty in replicating the same results in consecutive tests, thus raising the question
about the reliability of the method (Myers 2000).
The alternative approach to constructivism is the philosophy of "positivism" that views
"social science as an organized method for combining deductive logic with precise
empirical observations of individual behaviour in order to discover and confirm a set of
probabilistic causal law that can be used to predict general pattern of human activity"
(Neuman 2003, p.71). This approach is considered as the oldest and the most commonly
used paradigm in natural and social sciences (Miller 1987; Neuman 2003). The
ontological perspective of this stream emphasises that there is only one logic - truth of
reality - that is also independent from the influence of human perception and values
(Sale, Lohfeld & Branzil 2002). This reality can only be found through the
systematically controlled empirical investigation of science (Darlaston-Jones 2007),
thus assuming that the observations and measurements are the central part of scientific
course of action (Krauss 2005). The positivist views that human perception and intellect
might give flawed interpretation of the reality (Ashworth 2003; Darlaston-Jones 2007).
Epistemologically, this paradigm accepts the separation between the researchers and the
object of their studies wherein both act as different entities (Sale et al. 2002), hence
increasing the objectivity of the outcomes (Abusabha & Woelfel 2003). The positivist
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approach is most commonly applied through the use o f quantitative methods and
statistical analysis.

Despite the superiority o f the quantitative model, there are some weaknesses in this
approach. Firstly, it is not necessarily a sensitive tool to capture people's behaviour due
to its quantification/standardisation

o f the responses that may eliminate valuable

information (Marshall & Rossman

1980). Secondly, it is also criticised for being

inflexible and limited in nature as it forces to study people and their experiences using
the rigid response-measurements o f questions in an artificial setting (Abusabha and
Woelfel 2003). The researcher should be aware with these weaknesses and address the
issue to increase the significance o f the method adopted.

While each o f positivist and social constructivist tenets presents the strength o f the
method by emphasising the weaknesses o f the opponent, the result o f combining the
two is a more valuable description o f reality (e.g. Duffy 1987; Foss & Ellefsen 2002;
Sandelowski 2000). Abusabha & Woelfel (2003) summarise that while the qualitative
study is able to explain human behaviour in detail, quantitative methods can then
quantify the data and test the results empirically for he generalization purpose.

The idea o f combining the two approaches is applied to the present research for two
reasons. First, people's behaviour and attitude are inseparable from the influence of
their cultural background (Crotts & Erdmann 2000; Hofstede 1980; Mattila 1999),
therefore a qualitative exploration of Muslim customers' perception o f service quality is
needed. Even though the process o f perception and thought is essentially individual in
nature, the construction process involves other social and cultural artefacts and therefore
inevitably gets transformed into a social one (Dahlbom 1992; Darlaston-Jones 2007). In
line with that notion, researchers have found that "people's perception, mindset and
action

are highly

contingent

on

specific

cultural

forms"

(Potter

1996, p.127).

Considering that the description o f reality could be different among individuals/groups,
the key point o f this present research supports the argument that the varieties o f
people's

perspectives

will

enhance

the understanding

of a specific

issue/topic

(Darlaston-Jones 2007). Therefore, the present research begins with the qualitative
approach adhering to a social constructivist philosophy. This qualitative/interpretive
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study is expected to enable a closer appreciation of customers' perspectives (Schembri
& Sandberg 2003).

Second, the constructivist approach does tolerate the importance of similarity to be
identified side by side with the presence of the individual differences (Ashworth 2003).
Furthermore, the application of social constructivism epistemology should also maintain
the ideal objectivity of the overall research (Guba & Lincoln 1994) and thus follows the
rules of scientific investigation by conducting the research: systematically, sceptically
and ethically (Darlaston-Jones 2007; Robson 2002). The final outcome that is expected
from this research is to develop a valid, reliable and rigorous service quality model
which is applicable for customers, particularly those with Islamic-cultural backgrounds.
For this purpose, the necessity of a quantitative study is required in order to quantify the
data and incorporate them into the Islamic service quality model.

Furthermore, it is evidently important to mix the constructivist's aims to "extract
meaning or plausible accounts as evidence" (Tombs 2005, p. 10) with the positivist
concept to explain cautiously the causality of phenomena via systematic, scientific and
quantifiable investigation (Darlaston-Jones 2007) is evident. Moreover, the using
quantitative and qualitative methods can act as partial correctives, as well as
complementary purposes, to each other (e.g. Foss & Ellefsen 2002; Jick 1979). Hence,
this provides the rationale for conducting both qualitative and quantitative research
consecutively within this research. Although Guba & Lincoln (1994) placed the
qualitative and quantitative approach at the two contradictory ends of a single
confinuum clarifying their philosophical differences, the decision to take the "middle
point" of the continuum for this research resulted in a pragmatic position to bridge the
need of both methods within the research application. This research argues that the
triangulation between the two might assist in achieving the research goals. Further
discussion relating to the triangulation of qualitative and quantitative methods is
presented in the next section.

Given the epistemological platform of this research, two stages of research have been
employed. The first stage of the study explores the Muslim customers'

actual

perceptions of service quality through the qualitative interview method called "verbal
protocol method" (VPM). The details of the qualitative methodology and analysis are
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presented in Chapter 4. After extracting the results from the first stage, the second stage
employs a quantitative method using surveys/questionnaires by analysing the data
empirically to set up a generalisable, valid and reliable model for Islamic service
quality. The detail of the quantitative approach will be discussed in the early section of
Chapters.

3.3

Triangulation Approach

Despite the principal assumption that qualitative and quantitative paradigms result from
the differences in philosophical (i.e. epistemology and ontology) and methodological
frameworks (Sale et al. 2002), the use of their combination within social research has
increased due to the argument that to grasp the various types of knowledge and the
complexity of phenomena requires more complex research design such as mixed
method techniques (Foss & Ellefsen 2002; Sandelowski 2000). Generally, qualitative
methods observe inductively and construct the theory from the unexplored phenomena
(Neuman 2003). Quantitative methods abstract and test the existing theory or rational
association among concepts deductively, using empirical evidence (Neuman 2003).
These methods may also contribute to greater confidence in making the theory
generalise-able (Jick 1979). While debate between the two underpinning reasons is
theoretically supported, studies have concluded that a combination of them might
increase the validity, reliability and precision of the study (e.g. Denzin 1989; Duffy
1987; Mitchell 1986; Risjord et al. 2001). It will also be useful for expanding the
research scope and gaining more insight from the research (Sandelowski 2000).
Moreover, the use of this mixed method in research is expected to eliminate the
weaknesses of one method using the strength from the other method and the vice versa
(Foss & Ellefsen 2002).

Based on the above arguments, this research employs a mix-method. This mix-method
is sometimes termed "triangulation" or adopting several methods for data collection and
data analysis in one study to investigate and improve the understanding about a
phenomenon (Denzin 1989; Neuman 2003). This research adopts the triangulation
method approach of mixing qualitative and quantitative styles of research and data
(Neuman, 2003).

This combination of methodological approaches was applied

following a sequential order; first, a qualitative study that explores the service quality
phenomenon according Muslim perception as a basis for developing hypotheses and
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survey instrument development (Risjord et al. 2001); and second, a quantitative study to
empirically test the hypotheses using a larger scale of quantitative data (Foss & Ellefsen
2002).
3.4 Service Quality Measurement Scale Development
In order to develop a valid and reliable measurement scale of Islamic service quality, a
framework from Churchill (1979) was followed with some adjustments due to the
availability of sophisticated improvements on statistical software programs in order to
address concerns about improving the scale-development process (Miyamoto & Iwasaki
2005). Figure 3.1 shows the eight-sequence steps, prescribed by Churchill (1979) that
can be applied when developing a multi-item construct/marketing scale, including
service quality scale.

75
Figure 3.1 Churchill's (1979) Framework for Developing Better Measures
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In this present research, two main stages of quahtative and quantitative studies
following the common combinations in service quality research literature (Lapierre,
Filiatrault & Perriren 1996) were adopted. The process of developing the Islamic
service quality construct was commenced by undertaking a comprehensive literature
review and investigation of previous studies to ensure the existence of a conceptual
construct (Roberts

1999). In this phase, decisions regarding what theories and

conceptual variables should or should not be included within the research were
meticulously made which gave the fundamental base for the research (Roberts 1999;
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Smith 1999). For the purpose of this present research, only a service quality construct
for Islamic (Muslim) customers was decided as the framework. For the purpose of
operationalising that construct, this present research adopted the approach of Brady &
Cronin (2001) modified by some definitions on variables that might influence Muslim
customer within Islamic consumer behaviour.
The second step involved the technique of "identifying items that were able to capture
the theoretical domain as specified in the first stage" (Churchill 1979, p.67). In order to
generate the items which captured Islamic service quality, a qualitative methodology
was employed as an exploratory tool, along with a deeper investigation on the service
quality literature (Roberts 1999). A list of items was extracted carefully from both
sources in order to cover each of the Islamic service quality dimensions. As suggested
by Churchill (1979), several actions were followed, to reshape and edit the item pools
(e.g. checking and eliminating double-barrelled statements and combining positive and
negative statements to reduce response bias). The detailed report of this process is
explained in Chapter 6.
Due to the critique of Churchill's (1979) use of the coefficient alpha in assessing the
scale purification (Miyamoto & Iwasaki 2005), the third, fourth and fifth stage of
Churchill's steps (Figure 3.1.) were adjusted. After the quantitative data were obtained
from a survey, these steps were replaced by an exploratory factor analysis (EFA) and
the measurement of sub-domain scale internal consistency using SPSS 14.0 as
suggested by researchers who used the multi-faceted property of an Islamic service
quality construct (e.g. John & Benet-Martinez 2000; Miyamoto & Iwasaki 2005), and
to reduce the possibility of the deletion of important item(s) before the actual model is
finally determined (Smith 1999). This step was followed by conducting a confirmatory
factor analysis (CFA) and model testing with Structural Equation Modelling (SEM)
using AMOS 6.0 (Arbuckle 2005) and summarised the Churchill's (1979) sixth and
seventh steps on Figure 3.1. The combinafion of reliability assessment using SPSS 14.0
with CFA and model test process with AMOS 6.0 provides a computation of the
reliability and validity of the Islamic service quality measurement model (Chapter 6).
Hence, the analysis and interpretation of the data obtained from that stage were
evaluated using stafistical software (Arbuckle 2005; SPSS 2005) to find a theoretical
explanation with emphasis on construct validity (convergent and discriminant) and
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goodness-of-fit assessment of the Islamic service quality model (Flynn & Percy 2001).
This process concludes the measurement-scale development regime prescribed by
Churchill (1979).

3.5

Overview of the Research Design

As the general purpose of this study was to explore and develop a valid and reliable
model of Muslim customers' perception of service quality, the combination of an
exploratory qualitative methodology and quantitative survey method was employed.
This two-stage method was designed for expanding the scope of the study as well as
improving the analytical power of the study (Sandelowski 2000). As the combination of
qualitative and quantitative methods is kind of method that is able to confirm the
accuracy of one's data (Denzin

1989), and to enhance the understanding and

clarification of the result (Jick 1979), the utilisation of this method to assist the model
development in the present study is justified.

For the first stage, after several pilot studies of qualitative research, an in-depth
interview using the Verbal Protocol procedure (VPP) was chosen. Lapierre et al. (1996)
in their literature review concluded that, during the 1980s, most of the studies were
exploratory in nature, employing in-depth interviews, focus group discussions and
observations (e.g. Bienstock et al. 1997; Brady & Cronin 2001; Imrie, Cadogan &
McNaughton 2002; Parasuraman et al. 1988). However, none of above-mentioned
examples used the verbal protocol method. For the purpose of this research the
retrospective verbal protocol method was able to unearth respondents' responses with
less intervention by the researcher due to the retrograde nature of the method (Kuusela
& Paul 2000). Next, the transcribed interviews from this stage were coded according to
key themes, and analysed by grouping those key themes into some meaningful variables
of Islamic service quality. This classification process involves a study of service quality
and Islamic value literature to ascertain the dimension of the themes emerged. In line
with Imrie et al. (2002), the utilisation of previous studies as a framework for item
generation and data analysis was designated to ensure that the result were not drawn
from isolated instances but had been corroborated by other informants and previous
literature. Overall, the qualitative research was taken to understand the actual Muslim
customers' perception and evaluation criteria of good service quality and to generate
tentative competing conceptual models (Imrie et al. 2002). Details of the qualitative
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research, method, results and findings are outHned in Chapter 4. Based on the result
from this stage, the hypotheses and proposed model were developed and presented in
Chapter 5.

The second stage of the study utilised a quantitative method, starting with explanation
of the survey instrument development (Chapter 6). Within this process, the key themes
captured from the qualitative research stage were combined with the items from existing
service quality model by Brady & Cronin (2001) and assembled to develop the items for
a testable service instrument. This was followed by instrument testing, which involved
two consecutive pilot studies to ensure the face/content validity and the feasibility of the
questionnaire before the actual study was conducted. A quantitative survey method was
chosen as the method to collect the larger number of data. The data gained were
analysed to assess the validity, reliability and robustness of the psychometrically sound
Islamic service quality model. Data obtained from the survey were subjected to a range
of statistical analyses including an exploratory factor analysis (EFA) as a preliminary
technique for scale construction (Gerbing & Anderson 1988; Miyamoto & Iwasaki
2005; SPSS 2005), and ratified using confirmatory factor analysis (CPA) with AMOS
6.0 software (Arbuckle 2005). Pinally, the chapter considers the overall measurement
model of Islamic service quality as tested using SEM to find the model with best
goodness-of-fit.

3.6

Research Design - A Conclusion

This chapter provided an explanation of the research design used in this study as a basis
for conducting the two stages of the triangulation research process as reported in
Chapter 4 and Chapter 6. Since the decision for choosing the appropriate methodology
for research relies heavily on the philosophical position taken by the researcher, a
detailed explanation of the rationale for combining the two research paradigms positivism and constructivism - in this chapter justified the adoption of qualitative and
quantitative research combination to develop an Islamic service quality model.
Furthermore, the order in developing the measurement scale of Islamic service quality
construct as suggested by Churchill (1979) was presented together with an explanation
of the actual research activities during this phase of the research. Some important
adjustments were made to the research methodology due to the more comprehensive
procedures suggested in recent research on service quality (e.g. Miyamoto & Iwasaki
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2005; Smith 2005). Finally, the brief overview of the overall research design was
discussed to describe the flow of the research proposed in this study. Figure 3.2
illustrates the research design and the sequence of the research undertaken for this
thesis.
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Figure 3.2 Research Flow Chart
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Chapter 4: Qualitative Study (Stage One)
4.1 Introduction
This chapter presents the qualitative methodology used in the research and the research
findings that explore the issues related to Muslim customers' perceptions and evaluation
of service quality. The qualitative part of this research was carried out in the
preliminary/first stage. This chapter presents how this preliminary stage was conducted
in the following order: first, the objective and research questions of the first stage study
are elaborated followed by the detailed methodology used, including the adjustments
made. The chapter concludes with the results that followed from the study together with
an analysis of the findings, setting out the implications for the quantitative component
of the research.
4.2 Research Objective and Research Questions
To be able to explore specific Islamic (as religion) influences on a Muslim's percepdon
of service quality necessitates a basic knowledge of Islam. As such, this exploratory
study was conducted to gain a better understanding of the key factors, dimensions and
sub-dimensions, and the attributes that were considered as important elements of service
quality evaluation for Muslim customers. In the process, the insights gained on Muslim
customers' behaviour formed the foundation for subsequent quantitative research. Such
research, at the end, was expected to generate systematically a valid and reliable Islamic
service quality model. The objective is to explore Muslim (in Java, Indonesia)
customers' perceptions of service quality, based on two research questions (RQl and 2):
RQ. 1: What do Muslim customers (in Java, Indonesia) perceive to be the key attributes
of quality in services?
RQ.2: How do the dimension(s)/ key theme(s) emphasised by Muslim customers in this
research differ from those that have been found in the customers of the United States/
sample in the study by Brady & Cronin (2001)?
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The first part of this chapter, describes the process that led to the methodology used and
the justification for the method adopted. While the second part of this chapter elaborates
on the result and findings from the study.

4.3

Qualitative Research Method

In line with Churchill's (1979) framework, this research began with generating the
sample items using an exploratory research process. The qualitative research approach
is a reliable tool for the collection of the information that is exploratory in nature
(Giacomini & Cook 2000). As explained in Chapter 3, qualitative research emphasises
how people make sense of their experiences through the inductive process and abstracts
concepts and theories from those experiences (Creswell 1994). It utilises a naturalistic
approach to comprehend a context-specific phenomenon (Patton 2001). Qualitative
research is specifically usefial when the information of the research topic is not yet well
recognised or when existing theory is insufficient (Giacomini & Cook 2000). Hence, as
there is not enough information from any research done on Muslim customers with
regard to item generation (see Figure 3.1, stage 2), conducting a qualitative study for the
first stage of this present research is justified.

The qualitative study was conducted to address four essential aspects of qualitative
analysis as suggested by Giacomini & Cook (2000). First, reasons and justification for
the selection of the Muslim-Javanese respondents were well considered (Chapter 2), and
relevant to the research questions presented above (Section 4.2), the purposive and
snow-ball sampling method were chosen to ensure that relevant social phenomena were
obtained from a credible data sources (Section 4.4). Second, the data collection method
appropriate to the research objective and setting was considered. The following subsections (4.3.1 - 4.3.5) describe the process of selecting, testing and applying the most
appropriate qualitative research method that might be able to assist in collecting a
deeper insight into Muslim customers' actual perception of service quality. Third, the
comprehensiveness of the data collection needs to support the richness and robustness
of the research descriptions. In order to address this concern, ongoing interviews with
several respondents were conducted until the data was deemed sufficient and saturation
of the theory was reached (Strauss & Corbin 1998). Finally, the results were checked
and analysed by coders and an expert panel (Section 4.6) to deal with the qualitative
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data. This effort was taken to achieve accurate outcomes. More details on these essential
aspects of qualitative study will be explored throughout this chapter.
The next sub-sections explain the selection process of the qualitative method adopted:
starting from the decision of the method based on previous studies; the pilot testing of
the method; the adjustment and replacement of the method based on a flirther literature
review to enhance the data collection process; and finally the pilot test for the new
chosen method.
4.3.1 In-depth Interview Method
The first phase of the study involved in-depth interviews. In-depth interviews require
respondents to think and reveal their insights, feelings and the way they organise reality
within informal and non-directive circumstances (Neuman, 2003). This methodology
was used since the research objective is to fill the knowledge gap concerning Muslim
perspectives on service quality assessment. This required focusing on individual
respondents' responses (Hammersley & Atkinson, 1995). "Individual responses" here
refers to the exploration of the perceptions of end-customers in four service sectors retail, airline, restaurant and hotel - regarding the ideal quality of services in each
sector. Research at this stage was carried out in the same manner as in previous similar
studies (Brady & Cronin 2001; Dabholkar et al. 1996; Imrie et al. 2002; Marshall et al.
1998). The above-mentioned background justifies using the qualitative method (i.e. the
in-depth interview) in this present study. In March 2005, the ANU ethical
board/committee granted this researcher permission to conduct the qualitative stage of
(number 2005/41). From the literature review on service quality and Islamic cultural
aspects, a list of questions to use in the interviews in this stage was generated. Then the
researcher asked peers (four PhD students with economics background) to examine the
list of questions. This process was to determine the efficacy and validity of the research
instrument (see Nevo 1985).
4.3.2 In-depth Interview-Trial and Pilot Study
Three Indonesian students were recruited from the Australian National University
(ANU) to trial the research process. These respondents were recruited through
convenience-sampling since the respondents flilfilled the respondent's criteria (i.e. be
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aged above 17; follow Islam as their religion; and were bom/lived somewhere in Java,
Indonesia). During the prologue to the interview the researcher explained that the
respondent should express his/her thoughts freely in answering the questions that would
be asked. Respondents were also encouraged to express freely any doubt or critique
regarding the questions. They answered the questions obtained from the research
protocol and made some comments regarding the questions given to them.
The length of time they spent answering the question was recorded. Subsequently some
minor revisions were made to the interview-protocol, for instance: providing a clearer
explanation of the research-purpose by the interviewer at the beginning of the research
and re-arranging the sequence of the questions relating to the service sector. The
interview questions are shown in Table 4.1
Table 4.1 In-depth Interview - List of Original Questions

Demographic Background
Screening purpose
(i.e. Muslim, Javanese,
Middle-up customers)
Demographic Background

>
>
>
>
>

Are you a Muslim?
Are you Javanese?
Approximately how much does your family spend monthly?
What kind of house are you living in now? Flat/Apartment/common
house inside the estate/common house inside the complex/ own-built
house/others (please choose and specify)
Do you own your own house/car?
>
Age
a. < 20 years old
b. 20 - 30 years old
c. 3 1 - 4 0 years old
d. 41 - 50 years old
e. 50 - 60 years old
f > 60 years old
>
Gender
a. Male
b. Female
>
Place of birth
>
How long have you lived /did you live in Java?
>
Job/Occupation
>
Highest education level
>
Approximately how much does your family spend monthly
(including household bills)? (Rupiah and Dollar currency)
a. < R p 500.000 (<AUD$ 65)
b. Rp 500.000 - Rp 1,000,000 (AUD$65 - 130)
c. Rp 1,000,001 - Rp 2,500,000 (AUD $ 1 3 0 - 3 1 3 )
d. Rp 2,500,001 - Rp 5,000,000 (AUD$ 313 - 6 2 5 )
e. Rp 5,000,001 - Rp 10,000,000 (AUD$ 625 - 1,250)
f. Rp 10,000,001- Rp 25,000,000 (AUD $ 1,250 - 3,125)
g. > Rp 25,000,000 ( > A U D $ 3,125)
>
What kind of house are you living in now?
Flat/Apartment/common house inside the estate/common house
inside the complex/ own-built house/others (please choose and
specify)
>

At present, how many house (s) and car (s) do you own?
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Colnd.

>

Within last 1 year, did you travel by plane? I f ' y e s ' , was it

for;
a.

Religious reason (Ziarat*) (within Indonesia) or Hajj /

Umrah (outside Indonesia))
b. Work/Job Reason (within/outside Indonesia)
c.

Tourism Reason (within/outside Indonesia)

d. Family reason (within/outside Indonesia)
e.
>

Other (please specify)
Within last I year, did you stay overnight in a hotel? If yes,

was it by your own expenses?
>

In the last 3 months, did you eat out in a restaurant?

>

In the last 3 months, did you shop in the

supermarket/department store/hypermarket
>

Within last three years, have you sacrificed animal during

the observance of holy Eid al Adha?
>

If you ever went for Hajj or Umrah*): how many time (s)

have you perform HajjAJmrah*) up till now
1. Could you distinguish between product and services?
General Questions about
Service Quality / Specific
Probes (including
expectation)

2. Could you mention kind of the services that you know/ are available
around you?
3. What was/were kind of service(s) that you used/consume in the last three
months? Please mention it /them.
4. What do you think the basic hotel/restaurant/airlines/retail services
should provide for their customers?
5. Is /are there any other thing(s) that you might expect from service
providers' regarding the service offered/given to you? Describe...
6. What thing(s) that you think will determine your
satisfaction/dissatisfaction of the service offered/provided?
7. How will you react (or have reacted) if the service providers give
above/below the quality of services from your expectation? Describe...
In general, what things do you consider as good service quality (in
general term, based on the answer above)

Cultural (Religious)

1. Do you think that service provider should accommodate the religious

Influence

law/concem/practice?
2. If your answer is " y e s " please specify/ give the example of what kind of
practices should be considered as of concern to these applications?
3. Do you think it is important for service providers to consider these
issues? Describe.
4. H o w do/will you perceive the quality of services if the service providers
are concerned / unconcerned about these particular issues?
5. What will you do after the satisfying/ dissatisfying experience of
consuming the service?
6. Will/Will not you tell others about your consumption experience?

General Conclusion

> With regard to the questions above and your religious background, what
do you think are the criteria of good service quality?
> How important is it to you that these main/essential criteria are offered
by the service providers?

Source: Developed from the existing literature review for the purpose of this study.

The second pilot study began after refining the questions and probes. Ten Indonesian
residents based in Canberra who met the respondent-criteria were selected based on
convenience sampling. The decision to conduct the research in Australia was based on
the time, ethical clearance and budget limitations. However, to maintaining the
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objective of the research, each respondent in this pilot study was carefully selected
based on the similar criteria with the actual study. Moreover, to minimize the possibility
that the respondents have been influenced with Australian culture, additional criteria,
which was staying in Australia less than three months, was also imposed. Before the
interview, each respondent received a study information sheet explaining the research
background, purpose and mechanism. It included information on how the interview
would be recorded (on the audio tape) and later transcribed. It also explained that the
information given is to be voluntary, and if the respondents agreed to participate, they
would have to sign a consent letter. From the interviews with these ten respondents,
only five interviews were transcribed. The process of selecting five interviews for
transcription was based on whether the respondents answered all the questions given or
not. The other five audio tapes were directly put in a secure place at the researcher's
university.

After informal discussions with some experts about the results and the

interview process, the method used was considered to be potentially biased since the
research design allowed the researcher to cite examples of answers during the interview
process that might lead to a response-error/bias. As a result, the issue of applying the indepth interview method was reconsidered and discarded from this study. Thereafter, the
process of finding a more suitable method for this qualitative stage was repeated by first
exploring alternative methods from the existing research literature.

The following section comprehensively discusses the method that identified and
selected from psychology/anthropology and marketing research literature that provide
the supporting arguments justifying the in-depth interview method's applicability to this
present research. The method, again, would be tested first in another pilot study to
determine whether it was suitable for the research purpose and solved the problem of
research bias.

4.3.3

Overview of Retrospective Verbal Protocol Interviews

As mentioned above, the traditional in-depth interview method failed because of
overflow of instructions and probes to potentially created research bias, thus not
capturing respondents' actual thoughts and feelings. In order to maintain the congruence
between the goal of the research, data collection strategy and data analysis, this research
applied the iterative process in the context of "repeating the process of methodological
search through the literature examination" (Morse, Barrett, Mayan, Olson & Spiers
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2002, p. 10). The quest for the right quaHtative method emphasised "choosing the most
suitable method that allows the researcher to observe the social interaction or customer
perception and behaviour that they seek to describe" (Giacomini & Cook 2000, p.361).
After a comprehensive literature search on qualitative research tools, an alternative
method of qualitative data collection known as the verbal protocol method (VPM) was
used to replace the in-depth interview method. VPM has been used widely in
psychology and anthropology research as well as in the marketing field as is described
in the discussion below.

VPM is a well-known and valuable diagnostic tool and has been applied in consumer
research such as in the study of consumer decision-making processes and judgments
(e.g. Berne 2004; Ericsson & Simon 1984; Kuusela & Paul 2000; Payne 1994),
behavioural analysis (Austin & Delaney 1998) as well as the study of consumer
problem-solving processes (Ericsson & Simon 1984). The advantage of the verbal
protocol method is that it can explore sequential information about customers' "inner
behaviour" (Payne 1994, p.245). Moreover, this method is particularly beneficial in
investigating a customer's previous experience in an introspective way (Gould 1999; Li
et al. 2001), thus it was expected to overcome some of the weaknesses of the in-depth
interview method. This widely used process-tracing method is also useful particularly
when the research is exploratory in nature (Kuusela & Paul 2000). Further evidence
shows that the validity of the method is also present in the study of designing the survey
instrument (Sudman, Bradbum & Schwarz 1996). Hence, the explanations above justify
its application within this research.

The verbal protocol method requires the respondents to "think-aloud" and prompts the
respondents to "verbalise" or "keep talking" while solving problems or performing
tasks, with minimal interference from the researcher (Atman & Bursic 1998). The
respondents are usually asked to recall consumption experiences of the services
consumed at that time or within a preceding short period of time (Ericsson & Simon
1984; Kuusela & Paul 2000; Patrick & James 2004). The process of verbalising the
decision process could be done either during the decision-making process (concurrent
data) or during the response after the task (post-hoc or retrospective data) (Kuusela &
Paul 2000).
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Based on the explanation above, the retrospective protocol was finally adopted for this
research. The format of the verbal protocol method basically is akin to the interview
method by asking the respondent to retrieve their past consumption experience. The
difference of this method with the traditional in-depth interview method lies mainly on
the passive role of the interviewer. During the interview, the respondents were asked to
recall/retrieve their previous perception of good or bad service quality based on their
experience in four service sectors (i.e. retail, airline, hotel and restaurant).

The

respondents were also asked to think and speak out on the criteria used to evaluate
service quality in general and in relation to their religious values (i.e. Islam). All
interviews were conducted in Bahasa Indonesia.

4.3.4

Verbal Protocol Procedure (VPP)

To ensure the validity, reliability and richness of the data, and to revise the previous
method, a verbal protocol procedure as suggested by Ericsson & Simon (1984) was
followed in this research. The potential respondents were first contacted by telephone.
Once the potential respondents gave their verbal agreement to participate, the date and
place of the interview was set at a time convenient to the respondent. As suggested by
Wallendorf & Brucks (1993) the "guided introspection" or the guide of the interview
protocol and instruction for VPP were set by revising the in-depth interview guide (see
Appendices 1-2 and 4) before the actual research started. This effort was made to avoid
the potential loss of focus of both the interviewer and interviewee during the interview.
This guide also helped the researcher to obtain the similar quality of data from each of
the respondents. Nevertheless, since qualitative research is exploratory in nature
(Malhotra, Hall, Shaw & Crisp 1996), this protocol functioned as the basic guide and
topic coverage checklist. The subsequent development/process of the data obtained
from the interview is allowed and accepted. Thus, this process-flexibility was followed
given that the focus of the research had already been reached.

To maintain the consistency of the process, all of the verbal protocol interviews were
conducted by the researcher. This method usually gives more benefit since the
identification and justification of the data saturation is made by one researcher who is
fially aware of and understands the content of each and every interview. The judgement
on data sufficiency and saturation is often made when additional information from the
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additional respondents does not change the outcome produces nothing new (Strauss &
Corbin 1998).

Before the actual interview process took place, the instruction relating to how to think
aloud was presented to the interviewees/respondents followed by giving them an
example of thinking aloud (in this case, a car-driving experience and/or bush-dance
party attendance by the researcher). Respondents were initially requested to think and
speak aloud about their thinking, feeling, expectation and reaction to their driving
experience (or party attendance) during warm-up trials (Patrick & James 2004). Such a
process was designed to educate the respondents on the verbal protocol method and
preventing them from giving biased responses. This training also helped the respondents
to feel comfortable with verbalising their thoughts and feelings (Li et al. 2001).

When the respondents were well aware of the method, the interview started. At the
beginning of the VPP the respondents were asked to think aloud about experiences on
four specific services consumption (i.e. retail, airline, restaurant and hotel). In the VPP
the researcher plays a passive role, not giving any clue or probing comments during the
process (i.e. unaided interview). The VPP method relies solely on the respondents'
expression, memory, thought, and explanations of previous experiences in service
consumption.

To enrich the data collected, another method, namely "direct-interview", was used
following the verbal protocol interview. Slightly different from an in-depth interview
method, the direct-interview method was designed in this study to obtain answers from
respondents for every single question asked by the researcher (i.e. aided interview). The
questions in the direct-interview component of the study also acted as a complementary
component. Any questions in the direct-interview session would only be asked if the
respondents did not express their thought loudly in the VPP part, but the directinterview did not seek deeper answers from the respondents the way it sought in the
previous in-depth interview during the pilot studies. In line with Reed and Johnson
(1993), during this process, the researcher probed both the Brady & Cronin (2001)
service quality dimensions and Islamic context issue.
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The duration of each interview was approximately one and a half hours. Each of the
interviews was tape-recorded and later transcribed. The transcribed version of the
interview was to be analysed to find the emerging themes of Islamic service quality (see
Miles & Huberman 1984; Strauss & Corbin 1998) (see Appendix 4 for interview
guidelines). This recording and transcription process helped the interviewer to focus and
concentrate on the research purpose and assist in making a decision as to when the data
saturation was reached. This method also helped to avoid potential personal-bias during
the interview (Lin et al. 2000). While the overall research process was audio-taped
carefully, the interviewer was also able to notice the gestures and

non-verbal

communications made by the interviewee during the research process. The method in
general increased the data precision and rendered an ease of data management. Given all
these advantages, the tape-recording and transcribing method, along with the clear
research protocol guide, are expected to add to the reliability of the method used.

4.3.5

The Verbal Protocol Interview (Pilot Project)

Four Indonesian (Javanese) students living less than three months in Canberra were
approached through convenience-sampling and requested to participate in the pilot
study. As in the actual interview, in this project also, the consent of the students was
sought along with their agreement towards the audio-taped and transcribed research
process. At first only the two fully completed interviews were transcribed.

Then the

transcription results were analysed with the help of a marketing expert with expertise in
this sector and working as a lecturer in a reputable University in Australia. From these
transcriptions, a conclusion was drawn that the verbal protocol method enabled
respondents to give "unaided" and immediate responses quite accurately based on their
past experiences. Moreover, the richness of the interview data was also assessed
meticulously. The themes which emerged from the transcriptions show that the pilotstudy respondents expressed their thoughts and perceptions with more focus on the
services concerned, unaided and without prompts so that research bias, unlike in the indepth interview method, was eliminated. Based on these observations, the VPM was
finally justified and adopted for the actual

fieldwork.
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4.4

Population and Sampling of Qualitative study

The objective of the qualitative study was to explore Muslim customers' perception of
service quality in Indonesia. Samples of Indonesian-Javanese Muslim respondents were
recruited through a theoretical and snowball-sampling process. Indonesia has the largest
Muslim population in the World (BBC News UK edition 2004). In fact, around 88% of
Indonesia's total population is Muslim (Biro Pusat Statistik /Statistic Reference Bureau)
2004; CIA Publication 2004; Nationmaster.com 2007). Within Indonesia, the Javanese
ethnic group represents more than 50% of the total Indonesian population, and
approximately 65% of the Javanese community is Muslim (Departemen

Agama

Indonesia 2004). This percentage of the Javanese Muslim population is logically
presumed to be substantial enough to represent most of the total Indonesian Muslim
population.

The

inclusion-criteria

for the

Indonesian-Javanese

sample

included

characteristics such as middle to upper class social standing; age ranging from 17 to 65
years; and having been bom and must have lived in Java for at least 10 years. A
balanced proportion between female and male respondents was also emphasised.

Each of the respondents received a small token of appreciation (a key-ring) for her/his
participation

in the interview.

Data were collected

in Jabotabek

(Jakarta

and

surrounding areas), Semarang and Surabaya in Indonesia during the period April-May
2005. A total of 38 respondents participated in this preliminary study. However, only 36
out of 38 were transcribed due to the respondents' comprehensiveness in expressing
their experience during the VPP and answering the questions in the direct interview part
while the remaining two responses were discarded. The decision of removing the two
responses from the analysis was based on the agreement between the researcher and her
research assistant due to the failure of the respondents to answer the questions given.
For a preliminary study, this number (i.e. total 36 responses) is considered to be
sufficient for qualitative research since it falls between the ranges of 20 to 40
respondents, as suggested by Morton-Williams (1985).

4.5

Approaches to Analysis

The audio recording was transcribed verbatim. In line with the study by Atman &
Bursic (1998), the verbal text was segmented based on the open coding and depending
on themes that emerged in a sentence, followed by breaking the verbal text (i.e.
interview transcription) into units that can be coded with a pre-defmed coding scheme
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using two methods. First, if one sentence consisted of single/only one theme, it would
directly be coded and categorised as one segment. Second, if one sentence consisted of
two themes, it was divided into two different segments (Ericsson & Simon 1984). These
segments (or smallest set of words) should be easy enough to interpret even if the coder
does not read the text before or after the segments. Each segment should be small so
that if it is further broken into smaller units, it becomes meaningless (Lin et al. 2000).

The coding process was conducted to identify the data according to some preconceived
theoretical perspective (Patrick & James 2004). Referring to the existing theoretical
perspectives on service quality measurement, at least three general variables were
selected to describe respondents' perceptions of service quality, namely technical
environment quality, outcomes quality and interaction quality. The cultural-religious
responses were also coded in a similar way (e.g. Al-Qaradawi 1985; Ismail 1981). The
purpose of referring to the coding terms in line with previous research was to ensure
that the results were comparable with existing literature. Moreover, reference technique
could help to maintain the consistency of the terms used in service marketing literature.
In addition, new labels were built up in cases where the emerging theme(s) did not
match with the existing coding frame. Then each of the transcribed interviews was
carefully observed and marked with some coding notations. Where a new theme
emerged, the transcription of the previously checked interview was re-examined, and
the emerged theme included if needed, to ensure that the new theme had not been
unnoticed. The data were presented on an Excel spreadsheet as a matrix that represents
the respondents against their coded statements. Once the coding and documentation
process were completed, the result was re-translated into English by a bilingual
translator who did not have any background in services marketing.

Finally, the data were analysed by comparing the hypotheses developed in the previous
chapter with a filtered or expanded database that had emerged from the coding stage
(Patrick & James 2004). The data were evaluated in the next stage where the emerged
service quality's variables were consistent with the Brady & Cronin (2001) study and
where the "Islamic variables" came up within the study.
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4.6

Research Soundness

In order to obtain research trustworthiness (Guba & Lincoln 1981), the verification
criteria from Morse et al. (2002) namely, methodological coherence, appropriateness of
the sample, concurrent data analysis and collection, theoretical thinking and the
development of the theory - were considered. In qualitative research, verification refers
to "the mechanisms used during the process of research to incrementally contribute to
ensuring reliability and validity and, thus, the rigor of a study" (Morse et al. 2002, p.9).
With the aim to verify the methodology and the research process, the qualitative
research was designed appropriately from the beginning of the research process. This
section describes the attempt that has been done to ensure the fulfilment of research
soundness within this present study.

Methodological coherence requires congruence between the research questions and the
methodology used (Morse et al. 2002). The previous section explained the process of
selecting the verbal protocol method to ensure that the data collected using this method
could answer the research questions. The appropriateness of the sample implies that the
respondents involved in the research should be the best representation of the population
or have a substantive knowledge about the topic (Morse et al. 2002). In this research,
the quest for balance and necessity of having a heterogenic sample determined the
convenience/snowball-sampling process that has been used in this research. And finally,
the saturation of the data was always endorsed throughout the data collection process as
the cut off point of the respondent recruitment/data collection.

The third verification criterion is the concurrent data analysis and data collection (Morse
et al. 2002). For the data collection, the research guidelines and questions/probes were
created in line with the verbal protocol method where there was minimum intervention
from the interviewer. After the first interview, each of the successive interviews was
started only after the preceding interview had been transcribed and analysed. This
iterative process ensured that the data collected through subsequent interviews were
richer than the previous ones. The probes and questions were slightly adjusted between
two interviews. For the data analysis stage, a multiple coding process was implemented
to enhance the rigour of the research (Barry, Britten, Barber, Bradley & Stevenson
1999). The researcher and one research assistant with a marketing background first
examined the transcriptions of the interviews independently. As it turned out, both the
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researcher and her assistant agreed on more than 96% o f the total units of themes (there
were only 9 out of 290 inter-coder disagreements on coding). Thus it can be concluded
that this process produced considerable agreement between the coders. A total of 18 key
themes were extracted from the 290 units of themes on the basis of its meaning and
context-closeness with the variables that initially has been set on the research
framework. These 18 categories are based on three dimensions and nine sub-dimensions
of Brady & Cronin (2001) plus six preconceived themes from Islamic literature. A few
other themes that emerged

(such

as Javanese cultural

influence

and

customer

behavioural intentions) in the process were also classified in addition to the 18 main
themes. However, since the focus of this present research is to develop the measure of
Islamic service quality, these themes would not go through to the later analysis.

Finally, the last research verification strategy as suggested by Morse et al. (2002) is to
ensure the theoretical thinking to develop the theory from the data. In stage, the 18 main
themes resulted from the research outcome were treated as the potential variables that
influence Islamic service quality. Next, three experts in marketing and management
were employed as a panel to examine the compatibility of these main themes with the
interview quotations on the actual transcriptions. This was done in order to gain the face
validity of these themes/variables. The panel consisted of senior lecturers and a
professor in a public and private university in Australia with specific expertise in
marketing and management. This process was intended to seek the agreement/
disagreement within the interview-transcriptions and the coding frame. The expert panel
indicated that the findings were substantial and suitable processing in the next
(quantitative) study, and could be treated as tools for further developing the Islamic
service quality model (for the coding definition, see Appendix 5).

4.7

Analysis and Results of the Qualitative Study

After the qualitative data were gathered using V P M , the qualitative analysis was
performed. This section presents, first, the Javanese-inherited cultural influences on
Muslim perceptions of service quality. Next, the result from the qualitative research
stage will be presented, starting with a report of demographic characteristics of the
respondents. Finally, the analysis will elaborate on the general findings of the research
and end with the conclusion from the qualitative analysis.
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4.7.1

The Emerged Themes on Javanese Cultural Influence

As mentioned earlier in Chapter 1 and Chapter 2 (section 1.4.3 and 2.6.9), in cases
where the Javanese cultural influences emerged during the interview, the themes were
excluded directly from the further analysis since the purpose of this study was to
concentrate on Islamic themes. In total, there were three Javanese cultural themes that
emerged. The first theme is related to "Sungkan"

or ''Mendem jero"

(keeping

everything inside) and feeling reluctant to voice or express objections to the service
provider. The existence of the theme is evident from the following sample statement of
a respondent:

/ could ask to be shifted to a different table, but I felt reluctant to do that. May be
because I am a Javanese? (Respondent 2, line 222-223)

The second theme is related to the customs in Javanese society based on "mysticism",
as is evident in the expressions of some of the respondents:

...I think I saw a shadow with the shape of a young woman wearing a white gown on
one of the corridors in that hotel. Her eyes were beaming at me. I don't know what it
was, but it might be the 'Kuntilanak''!

I definitely will not go to that place anymore]

(Respondent 3, line 361- 370)

On the south part next to that hotel, there is a cemetery.

My friend and I were

terrified at that time. Scary! That was my impression about that hotel" (Respondents
5, line 203-205)

Finally the last Javanese theme was related to the "Javanese way of accepting fate and
surrendering to it" emerged during the interview. This theme was labelled 'Tasrah " or
"'Nrimo

as has been stated in the following statement:

/ will not prosecute (them) and defend my right; it might only become my future note
(on experiencing

the disappointing

kind of the service provided by this provider).

' In Javanese culture, kuntilanak refers to a malicious supernatural being that personifies the spirit of a
woman who died during childbirth and that appears as a beautifiil young woman with a hole in her back
(Alfa-link electronic dictionary)
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(For the time being) I will only surrender to my fate (Pasrah). " (Respondent 36, line
1028-1031)

As a part of the verification process, identification and correction steps were undertaken
prior to the development of the model (Morse et al. 2002). Though the focus of the
study is to investigate the influence of the Islamic characteristics on Javanese Muslim
customers, there was always the possibility that the influence of the native Javanese
culture would come up in the data. Thus, in order to maintain the focus of the study and
to eliminate irrelevant themes, the above three key themes were excluded from analysis
and dropped from the subsequent quantitative study.

4.7.2

Demographic Data

In total, 36 respondents participated in this stage. The coding process yielded a level of
saturation on the data with 36 verbal protocols. Therefore additional verbal protocol/
respondents were not required. There were 67% males and 33% females who
participated in this study with varied characteristics and groupings, such as: the majority
age group of the respondents was from 20-29 (41.7%), age less than 20 years old
16.7%, age ranging from 30-39 was 30.6%, age ranging from 40-49 was 8.3% and the
smallest number of age group was 50 years old or above with 2.1%.

For the marital

status, 22%) of the respondents were not married and 78% were married. For the
respondents' education level, 14% was finishing senior high school, 5.5%) finishing
their diploma (D3/Tafe) degree, 22% finishing a Masters degree, 3%) finishing their
doctorate degree and a majority 55.5% had an undergraduate degree (56%)). In order to
be able to make a judgement on and identify the social class of respondents, the
interviews were conducted mainly at the respondents' residence (39%). Some questions
related to the issue of identifying social class were; home ownership (64%) and
possession of motor vehicles such as car (81%)). All the respondents were bom in and/or
brought up in Java, with the majority coming from Central Java (39%). The respondents
were working mostly as employees in private companies (42%,) followed by lecturers
(14%), staff in public companies (14%) and the rest (30%) was employed/selfemployed in other jobs such as director, students, housewives and entrepreneur (see
Appendix 6).

97

Regarding the Islamic faith and practices, the researcher asked respondents to rate their
degree of religiosity for themselves. While there was potential for biased-responses
arising from the respondents giving inflated answers regarding their religious activities
and performance, such bias was not obvious during this research. The assurance of
respondents' anonymity and privacy was instrumental in avoiding biased responses.
With these assurances in place, the respondents were able to express their thoughts and
personal experiences freely, hence increasing the likelihood of an accuracy of their
opinions. The respondents were requested to choose whether the way they performed
their Ibadah (religious activities in the name of Allah/God) strictly adhered to the
Islamic rules (conservative), or more flexible (moderate) or even more permissive to the
change (liberal). The result shows that most of the respondents considered themselves to
be moderate Muslims (61%). (For the summary of respondents participated in this
study, please refer to the Appendix 5). The complete descriptive statistics of the
respondents are summarised in Table 4.2.
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Table 4.2 Demographic Summary - Qualitative Stage
Frequency

Percentage

Male

24

67

Female

12

33

<20

6

16.7

20-29

15

41.7

30-39

11

30.6

40-49

3

8.3

50 a n d >

1

2.8

Single

8

22

Marriage

28

78

O w n house

23

64

L i f e with p a r e n t s

11

30.5

Apartment

2

5.5

23

64

Motorcycle

7

19

C a r and m o t o r c y c l e

6

17

West J a v a

11

30.5

Central Java

14

39

East J a v a

11

30.5

Public

6

17

Campus

5

14

Own house

14

39

Office

11

30.5

S e n i o r H i g h School

5

14

D3 (Tafe/Diploma)

2

5.5

S1 ( U n d e r g r a d u a t e )

20

55.5

S2 ( M a s t e r )

8

22

S3 ( P h D )

1

3

Public c o m p a n y staff

5

14

Private c o m p a n y staff

15

42

Lecturer

5

14

Director

1

3

Entrepreneur

2

5

Housewives

4

11

Student

4

11

Liberal

8

22

22

61

6

17

Category

Demographic Characteristic
Gender

Age/(Year of birth)

Marital Status

Ownership of House

O w n e r s h i p of V e h i c l e ( s )

B i r t h p l a c e / p l a c e of g r o w i n g u p

P l a c e of I n t e r v i e w

Education

Job/occupation

C a t e g o r i e s ( M IL-2IV1-3C)

Car

Moderate
Conservative

Source: Developed from the field report
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4.7.3

The Emerged Themes from the Qualitative Research

The analysis of the qualitative stage was designed to search for emerging themes within
segmented

interview

transcriptions.

These

themes

were

coded

and treated

as

frequency/numbers. As a result, a total of 290 units of raw themes were identified from
the transcribed data (Appendix 5). Next, these units were coded into one or more
predetermined framework developed from Brady & Cronin (2001) constructs, which
also contained the preliminary preposition about Islamic values/constructs. If there had
been any other theme emerging that could not be classified on the basis of existing
Brady & Cronin (2001) and/or Islamic framework, a new label for such a particular
theme was given. Emerged themes that were classified as perceptions influenced by
Javanese cultural values were excluded from further analysis.

The further reduction of the unit of themes was done to determine the final
categorisation for dimensions to be tested in the quantitative research. The reduction
process was undertaken using an iterative process by comparing them with the
predefined framework in Chapter 2. The dimensions were termed similarly to those that
had already existed in the literature to avoid the confusion in further analysis. The final
dimensions/sub dimensions have been presented in Table 4.3.

Brady

&

Cronin

(2001)

Sub-Dimension

Dimension

Category
general

service

Interaction Quality

Attitude

requirement
Behaviour
Expertise
(Physical) Environment Quality

A m b i e n t Condition
Design
Social Factors

O u t c o m e Quality

Waiting T i m e
Tangible
Valence

Islamic V a l u e

Honesty
Halal/Haram
Attention to Religious Activities
Modesty
Humaneness
Trustworthiness

Source: Developed from Brady & Cronin (2001) and field report
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4.7.4 Brady & Cronin (2001) General Themes
The result identified several key themes. It shows that Muslim customers in Indonesia
generally express their perception of service quality in a pattern similar to that which the
respondents reported in Brady & Cronin (2001). For the purpose of illustration, each of
the Brady & Cronin (2001) confirmed dimensions will be discussed and accompanied
by some quotations from the respondents during qualitative verbal protocol interview.
Interaction Quality. As a service transaction is inseparable in nature (Lovelock &
Wright, 1999), the proxy of quality evaluation on customers' perception during the
service transaction depends mostly on the interaction between the customers and service
staff In line with the Brady & Cronin (2001) study, the respondents in this research also
supported the argument that the three sub-dimensions that comprise the interaction
quality-dimension are important in determining the customers' positive/negative
perception toward service quality. The data suggest that almost all of the respondents
stressed the importance of the service providers offering competent, friendly and caring
service personnel who are always keen to help the customers honestly and with respect
during the transaction process/moment-of-truth, as the following quotes reflect:
I was so impressed and I felt appreciated (with the service provided in this hotel). We
organised a symposium there, and they rang the night after to get our feedback and
whether we were satisfied with their conduct and service during the even. It made me
feel that they paid attention to us. I felt satisfied. I would prefer to go there again
(Respondent 5, line 180-184, 456-473, Attitude)
/ assumed that the receptionist was not feeling like eager to answer my question,
therefore I felt uncomfortable ... (Respondent 7, line 303-306, Attitude)
In many retail outlets I saw the staffs tend to gather around themselves for chit-chat
next to the cashier... so as customers we had to find things by ourselves (Respondent
8, line 33-35, Behaviour)
/ considered them as proactive. When we arrived; before we said anything, they
brought the tea and water and then asked: "where do you want to sit, madam?"
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Though it was only tea and water, at least they have tried. (Respondent 4, line 218224, 232-233, Behaviour)
...the sales promotion girl (SPG) in this supermarket doesn't know how to promote
their product, I guess. They tend to insult the customer by using wrong persuasions.
Does the supermarket understand that the SPG is also their staff? Why didn 't they
train them well? ... (Respondent 12, line 177-181, Expertise)
They (the service personnel) were not bad; they were willing to help me (during the
transaction process). But since it was located in Singapore, may be their biggest
weakness was their English... it was so disappointing!! Though we had already
clearly explained and asked for their help, they still could not understand
(Respondent 2, line 889-906, Expertise)
Physical Environment Quality. The intangible characteristics of services have made
the evaluation toward service quality redirected into, inter alia, the surrounding
situation and condition of the environment where the transaction had taken place (Brady
& Cronin 2001). Bitner (1992) emphasised that the physical environment influences the
overall service quality perception significantly. The above notion is well supported in
this research as well, as respondents expressed their concern regarding the tangible or
intangible elements within the transaction environment that were present and influenced
their service quality assessment. In general, the surrounding environment - either it is
controllable (such as tangible element and waiting time) or uncontrollable (social factor)
- might turn out to be a crucial factor that sometimes can make customers feel
comfortable/uncomfortable. In turn, this favourable or unfavourable feeling could lead
to the judgement regarding the quality of services, as some quotations below suggest:
The way they arranged the restaurant interested me. It's so natural. They made sort
of an artificial lake next to the restaurant. It was raining at that time, so the sight of
the rain dropping into the lake made the situation in that restaurant so special for us,
indescribable! I was so happy and pleased. (Respondent 29, line 219-224, Ambient
Condition)
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During the lunch we could enjoy the nature: lot of plants there, open air, freshness,
peace, good enough! If I get short holiday with my family, I will be going there
again.

(Respondent

1, line 682-684; Respondent 6, line 665-667,

Ambient

Condition)

Compared to the traditional market, this supermarket offers superior convenience for
my family.

The air was so cool (because of the air conditioner), so fresh! And the

store was not too crowded. We were so comfortable shopping in it (Respondent 26,
line 215-216, Ambient Condition)

I thought the facility in this hotel was good, but not too satisfying. The pool was
good, but why did they put it next to the restaurant? Moreover, why didn 't they
provide the baby chairs in the restaurant? It was troublesome for me at that time
(Respondent 33, line 700-702; 724-728, Facility Design)

It offered good infrastructure

and facility and product, not too crowded as well.

Secondly, they provided many counters for the payment; the parking space is so wide
(Respondent 4, line 14-26; Respondent 6, line 83-84, Facility Design)

...It was so crowded...we

had to queue for long. Since there was no staff assistance

allocating seat for customers, other customers who arrived late could get the seat
before us. It was so disappointing! (Respondent 36, line 196-197 Social Factor)

...It was weekend, crowded... I found it difficult to get the parking space for my car.
There was a man who was about to leave, but unfortunately we had to wait long, that
man was so slow! I was disappointed! It was better to go to the place that was not so
crowded (Respondent 2, line 51-64, 634-636; Respondent 9, line 411-416, Social
Factor)

Outcome Quality. The outcome quality is often defined as an overall impression after
the transaction/service delivery judgement of relevant feature of services has taken
place (Gronroos 1984; Rust & Oliver 1994). A few dimensions of Brady & Cronin
(2001) have emerged in this research too, and many of the interviewees highlighted this
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aspect at some stage of the interview. The presence of this "technical quality"
dimension (Gronroos 1984) had also appeared in several research works on service
quality (Brady & Cronin 2001; Gronroos 1982, 1984, 1990; McAlexander et al. 1994;
Rust & Oliver 1994). The respondents mentioned all of the sub-dimensions of outcome
quality, especially waiting time, as are seen from the statements below:
The service was slow, so we had to wait quite long. Maybe it was because of lots of
customers were coming! (Respondent 30, line 86-87, Waiting time)
We experienced 30 minutes delay. If it was only five to 10 minute that was fine, but if
30 (minutes) it was ridiculous. (Respondent 8, line 281-284, Waiting Time)
...I felt uncomfortable, we came to eat but we had to walk carefully because the floor
was so slippery. Moreover on the table and some chairs, there was water spillage.
The restaurant was supposed to be closed during the renovation ...I do not want to
go there again. If I have to grade the restaurant: I would say Fail! I concluded:
expensive food with poor service! (Respondent 3, line 779-800, Tangible Element)
I sent a complaint, and the Manager replied with a letter of apology along with one
night hotel voucher. So it was dissatisfaction turning into appreciation on my side,
they responded to my complaint (Respondent eight, line 170-181, Valence)
I would have enjoyed the service if the owner prohibited other sellers from entering
the restaurant and they were disturbing/ forcing us to buy their product (supplement
drink). The last moment was ruined just because of that. (Respondent 17, line 102109, Valence)
4.7,5 Conclusion on Brady and Cronin (2001) General Themes
From the results presented above it can be concluded that the Brady & Cronin (2001)
study findings are replicated within the qualitative research. Each and every
dimensions/sub-dimensions was well-expressed by the respondents within the verbal
protocol interview. This finding creates at least two consequences. First, the model by
Brady & Cronin (2001) is reliable since the present research within different (cultural)
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context and sector has shown a significant consistency of content. Therefore, the results
from this model can be potentially reproduced and/or replicated by in future research
(see Neuman 2003). Second, the result justifies the assumption that the customers from
different contexts shared similar basic standards when evaluating the service quality as
described in the Brady & Cronin (2001) model. However, the occurrence of cultural
varieties within different geographical locations that might influence the customers'
perception on service quality created additional variables into the service quality
conceptualisation (Imrie et al. 2002). These culturally-specific variables also came up
within the qualitative study of the present research and will be presented n the next subsection.
4.7.6 Islamic Themes that Emerged
There are some other Islamic variables (and Javanese variables that have been
excluded/controlled previously from further analysis) which emerged in this research
other than those listed in the research of Brady & Cronin (2001). In total, six distinct
variables have been grouped which have some variance in terms, but similarity in the
meaning.
Halal (lawful) and Haram (unlawful). All respondents in the sample expressed their
refusing Haram (such as gambling practices, selling wine/liquor, providing pork, etc)
and accepting only the definite Halal products offered. They also showed their
inclination towards the method of business transaction as prescribed in the Islamic way
of life, such as the one prescribed by the Holy Qur'an:
O mankind: Eat of what is lawful and good on earth. (2: 168)
They ask thee (O Muhammad) what is made lawful for them. Say: (all) good things
are made lawful for you. And those beasts and birds ofprey which ye have trained as
hounds are trained, ye teach them that which Allah taught you; so eat of that which
they catch for you and mention Allah's name upon it, and observe your duty to Allah.
Lol Allah is swift to take account (5:4)
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He hath forbidden you only carrion, and blood, and swine flesh, and that which hath
been immolated to (the name of) any other than Allah. But he who is driven by
necessity,

neither craving nor transgressing,

it is no sin for him. Lo! Allah is

Forgiving, Merciful (2:172-3)

They ask you about intoxicant [drinking] wine and gambling. Say: 'Both these are
great sins and [yet] have few benefits for people; and the sin of the two is greater
than their benefits (2: 219)

Therefore, you shall eat from GOD's provisions everything that is lawful and good,
and be appreciative of GOD's blessings, if you do worship Him alone (16:114-115)

Muslim customers consider this rule meticulously as illustrated on the following
responses:

I do not like someone

(service provider)

specifying and explaining the product/giving

that sells something

without

clearly

adequate information about it. This

implies the factor of Halal / Haram in business practices (Respondent 2, line 12071210)

If I have to choose restaurants,

I will select those which probably

have Halal

certificate, those which are closely related with Sya'riah of Islam (Respondent 1, line
123-130; Respondent 6, line 836-839)

For me, seeing or knowing that one particular service (restaurant or retail) provides
liquor or non Halal food (such as pork) will automatically push me away. I will not
come or visit the service anymore (Respondent 20, line 501-505; Respondent 32, line
545-550; Respondent 35, line 347 - 379)

Attention of the service providers to the Islamic religious activities. The events of
compulsory Islamic religious duties/rituals in a day may occur during the visit to a
service provider, and the period of the events may overlap with the service consuming
activities during a given course of time on a day. The respondents favoured those
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service providers who provided sufficient facilities for Muslim customers to undertake
their religious activities of the day (such as Shalat), or paid more attention to religiosity
(Luqmani, Quraeshi & Delene 1995).
.../ expect they provide the space for me to say my prayer, indicate the Kiblat (west)
direction and it might also be better if they provide the praying materials like
Sajadah. (Respondent 6, line 815-824)
They always announce the time for Maghrib prayer. When I said to my kid: 'we have
to hurry, this is praying time'; suddenly, the staff said: 'you do not have to go home;
we provide the place upstairs for you to say prayer!' I put them in very high esteem.
They did not have to spend much money for that, but people would remember. I am
happy (Respondent 4, line 441-457; Respondent 10, line 982-989)
/ think it is a part of customers' human right to be able to perform their religious
activities. Therefore, it is expected that the service providers can accommodate this
issue (Respondent 17, line 746-748)

Honesty. The honesty of service providers during a business transaction is very
important from the Muslim's point of view. In Islam, honesty is compulsory in business
practices, as stressed in the Holy Qur'an (11:85-86) and Hadith {Hadith Al-Tirmidhi
1130 and Hadith Al-Bukhori 1934). Although it seems that honesty works universally,
the significance of this variable in terms of its generative causal aspect among the
Muslim customers needs to be tested. The construct of the idea of honesty during a
transaction among the Muslim customers seems to be generated more by the Islamic
religious values than by any other aspect.
If they could serve us (customers) with honesty; tell the right information
transparently though it might not be a significantly important issue, that will be
enough. The thing is they should not confuse us, nor should they create any
ambiguity (Respondents 9, line 732-735)
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It is very important for me. I practically do not care whether the service provider
makes too large a profit by ripping me o f f , as long as the profit is worth and the
service provider is honest (Respondent 2, line 1216-1220)
Honesty is a very-very important aspect in service. Why? Because, for me it is
necessary to feel comfortable without being fooled by their (service providers')
service (Respondent 26, line 505-509; Respondent 27, line 249-264)
Modesty (in outfit). Islam has instructed its followers (for both men and women) to put
on modest and decent clothing fLuqmani et al. 1995,) as stressed in the Holy Qur'an
(33:59; 24:30-31) and Hadith {Hadith Muslim 3/1680). From the interview it was
obvious that the respondents/Muslim customers expected the service providers to have
outfits that were appropriate. A few of the examples in the interview was:
If we've been asked about the (women) staff, I could say that they are nice. But the
way they dressed, it's quite improper; we can see almost every part of the body! I
tend not to look at their dress. Well, we better not to discuss about that again
(Respondent 8, line 626-628)
They (staff) put on their mini skirt. Well, I think it is better for them to put on long
pants. It will assist them performing their duty easier I guess (Respondent 36, line
1058-1060)
The "humane" treatment from the service provider towards the customers
(Humaneness). This sub-dimension is different from the other sub-dimensions (attitude,
behaviour or valence) developed earlier by Brady & Cronin (2001). Humaneness refers
to:
the single or several actions made by the staffs from one service company during the
transaction/moment-of-truth process that also involve(s) finer attributes of human
beings and implies the way the service providers set/develop the interactiveapproach of their staff and execute the service to fulfil the requirement of 'what is
properly deserved'for human-standards in general (Gayatri et al. 2006, p.4)
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The existence of this sub-dimension is evident from the following statements of the
respondents:
When the staff greeted me, I felt a psychological touch (like the one that exists in a
human relationship); it is so humane (Respondent 3, line 71-75)
When the closet was broken, water flooded everywhere. We called them many times
but they did not come. How come we were their guest (of the hotel) but we had to fix
the toilet by ourselves? How could they be so heartless! Inhumane! (Respondent 10,
line 609-615)
...Some of my friends are working in that store. There is no Jum 'ah prayer held for
the staff inside (the complex). And they are not allowed to leave their shift (at that
time) as well. Actually it is a bit inhumane. (Respondent two, line 694-696)
Trustworthiness. In social life, Indonesian customers live in a "low-trust society"
(Ropke 2005). This condition implies a generalised perception that individuals tend to
violate the rules and take benefit for their own sake. Such distrust leads to negative
treatment by service providers of their customers. Indonesian customers are forced
frequently, in these circumstances, to accept this kind of negative interaction with
service providers. Therefore, service providers who can give and show that they trust
their customers (i.e. by treating the customers respectfully instead of suspiciously) will
earn more respect and positive perceptions from their customers (Gayatri et al. 2006).
This is illustrated in the following statements by interviewees:
I felt comfortable there, because I could carry my bag inside the store. Apparently the
owner views me as trustworthy. There was no detector or camera surveillance. The
customers could feel comfortable without being suspected (Respondent 3, line 51-62;
Respondent 5, line 38-41)
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I bought some salty eggs. Unfortunately it was rotten. I went back to get the
replacement. To be honest (I felt reluctant to do that), I was doubtful whether they
would treat my case positively or not. Fortunately (they trusted me), their response was
great! They replaced my eggs right away (without further question). It fulfilled my joy
as a customer (Respondent 9, line 28-33)
4.7.7 Conclusion on the Islamic Themes that Emerged
From the above explanation on the Islamic themes that emerged within this present
research, it can be concluded that Muslim customers were not evaluating the quality of
service based solely on basic requirements/variables as proposed by Brady & Cronin
(2001). Additionally, Muslim customers within this research expressed that they also
required the service provider to accommodate their religious needs and wants that
significantly influence their service quality assessment. These additional variables/key
themes are as follow: Halal/Haram; attention to Islamic religious activities, modesty,
honesty, humaneness and trustworthiness. This finding supports the argument that
service quality conceptualisation does differ between cultures (e.g. Imrie, Durden &
Cadogan 1999; Mattila 1999; Winsted 1999).
4.7.8 Behavioural Intention
It was found that the conversation and interview aroused the latent understanding of
many respondents in a way that they would like to share their views in the future with
other friends and people familiar to them. They would react positively in favour of the
services/service providers for the latter's general and Islamic understanding. This
positive reaction based on the respondents' perception of the quality of service of those
service providers is normally transmitted to others during the interaction with the
acquaintances. They would then like the acquaintances to follow their new
understanding and visit a particular service provider that they heard was following the
standard of good service quality (Gayatri et al. 2006, p.6)
...if they accommodate (Muslims') needs, and the staffs are friendly, I will not feel
hesitant to come back. I might even recommend the service to my friends, since I
already believe that it is safe for my friends or for me to eat there! (Respondent 29,
line 571-575)
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...with that (bad) experience, I would rather go to other place next time, especially if
the similar services are available in other place (Respondent 6, line 863-868)
However, as the purpose of this research is to develop a service quality model for
Muslim customers, further investigation into the relation between service quality and its
antecedents (such as behavioural intentions or loyalty) is not included in the next stage.
Hence, this additional data that indicate another insight might be useful for different
research that would investigate the relationship between Islamic service quality and its
antecedents or other variables.
4.8 Research Question Assessment and Conclusion from Qualitative Study
This chapter reports the methodology and findings of the qualitative study which used
the verbal protocol method. The method was successfijl in data collection during
exploratory research. The unavailability of consensus that directs the selection of the
qualitative method has opened the opportunity for the verbal protocol method to
become one of the alternative methods that can be used for research in service quality
and/or in general, the exploratory research in the marketing field. This method was also
useful in gaining a deeper understanding on the concept of Muslim customer behaviour.
In addition, the qualitative stage of this research was illustrated the actual perceptions of
Muslim customer towards the concept of Islamic service quality.
At this stage, the Brady & Cronin (2001) variables were confirmed as key factors that
determine service quality perceptions of the Muslim customer. However, in addition to
those variables, Muslim respondents expressed and stated additional concerns related to
cultural and religiosity issues. This result implies that cultural factors influence the
customer perception of service quality. These findings have also answered two research
questions in parallel with the overall Muslim (Indonesia) perception of good service
quality and its similarities/additional themes to Brady & Cronin's (2001) results.
Together, these two groups of evaluation criteria would become a basis for further
evaluation and validation in the quantitative stage (Chapter 6). Further application of the
findings from the qualitative stage into testable hypotheses will be presented in the
following chapter (Chapter 5). These findings would also be further developed into a
questionnaire item list that would be used on the quantitative stage (Chapter 6).

Chapter 5: Hypotheses and Questionnaire
Development
5.1 Introduction
This chapter discusses the development of the hypotheses and their derivations from the
Uterature that were supported by the quaUtative data. The explanations about the
"service quality (SQ) general factor" construct and its first and second sub-dimensions
are presented next, followed by the Islamic factors and its sub-dimensions.
This research aggregates the Brady & Cronin (2001) hierarchical and multilevel
measurement with a set of Islamic variables that were derived from the literature and the
qualitative stage. This chapter outlines the proposed model for this study as consisting
of two main dimensions (Islamic Factor and Service Quality General Factors) which are
the primary dimensions of Islamic service Quality. The Islamic factor construct has six
sub-dimensions, namely: Honesty, Halal/Haram, attention to Islamic religious
activities, modesty, humaneness and trustworthiness. Meanwhile, the Service Quality
(SQ) general factors replicated the Brady & Cronin (2001) multilevel model which has
three sub-dimensions with each sub-dimension containing a further three subdimensions.
5.2 Hypotheses Derivation of Brady & Cronin (2001) Variables
The Brady & Cronin (2001) model is used as the service quality benchmark due to its
ability to explain the complexity of the service quality perception by synthesising the
existing perspectives in the service quality literature (see also Chang et al. 2002).
Within the Islamic service quality model, this factor was placed as a lower-order factor
under the Islamic service quality construct as one of Islamic service quality dimensions
termed as 'SQ General Factor'. The SQ general factor refers to the general assessment
that requested by the (Muslim) customers to be available within the service, includes
aspects that are relevant for the customers in broader terms when they evaluate and
choose the service provider among the available options. This factor also occurred
within the service quality model development research in different context (e.g. Brady
& Cronin 2001; Dagger & Sweeney 2004). Thus, this factor is not fully related to the
Muslim customers' religious background. Moreover, the Brady & Cronin (2001) service
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quality construct (i.e. SQ General Factor) was strongly supported in the qualitative
interview-data; therefore the first hypothesis for this study posited that:

HI: The SQ General Factor Dimension will be positively related to the
Islamic Service Quality Construct

The research also tests the Carman (1990) assertion that customers tend to view the
service quality dimensions in several sub-dimensions. The results from the qualitative
stage justified the Brady & Cronin (2001) service quality construct as having three firstlevel sub-dimensions (interaction quality, physical environment quality and outcome
quality); that were manifested into nine distinct second-level sub-dimensions (Figure
5.1).

Figure 5.1 Proposed Islamic Service Quality Model

Source: Developed from various source for the purpose of the research
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The first sub-dimension under the SQ General Assessment is Interaction QuaHty refers
to the interpersonal interaction that occurs during the service transaction/delivery with
the emphasis on 'how' the service is promptly delivered by the service personnel (Brady
& Cronin 2001; Gronroos 1982, 1984). Hartline & Ferrell (1996) identify the factor as
the interface between customer and service personnel. Moreover, there is strong support
within the literature that the interactions can have significant impact on the customer's
perception of service quality (Bitner, Booms & Mohr 1994; Brady & Cronin 2001;
Gronroos 1982; Hartline & Ferrell 1996; LeBlanc 1992).

H1.1: Interaction Quality and SQ General Factor will be positively

related

Brady & Cronin (2001) and Gronroos (1982) attribute the interaction quality sub
dimension is with three second level sub-dimensions: attitude, behaviour and expertise.
Attitude and behaviour sub-dimensions are described as service personnel's personality
and behaviour during the service transaction while expertise implies to the service
personnel's knowledge about their job (Brady & Cronin 2001).

H1.1 a: Attitude and Interaction quality will be positively

related.

H1.1 b: Behaviour and Interaction quality will be positively
H1. Ic: Expertise and Interaction quality will be positively

related.
related

The second sub-dimension of the SQ General Factor is the (technical) environment
factor. Bitner (1992) argued that the surrounding environment where the service
transaction takes place is one of the important elements in service quality that influences
the perception of the customers. This statement received strong the support from the
empirical findings in studies of several service sectors (e.g. Bitner 1990; Brady &
Cronin 2001; McAlexander et al. 1994; McDougall & Levesque 1994; Rust & Oliver
1994). The absence of tangible factors in the services industry has led customers to
assess any tangible evidence during the service transaction including servicescape as a
proxy of service quality (Bitner 1990; Bitner 1992; Zeithaml et al. 1985).

HI.2:

Physical

positively

related.

Environment

Quality

and SQ

General

Factor

will be
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The qualitative study in this research identified that (physical) environment quality has
three second-level sub-dimensions. The first sub-dimension called "ambient conditions"
reflects non-visual aspects such as fragrances, music or temperature in the surrounding
servicescape that can be felt (Bitner 1992; Brady & Cronin 2001; LeBlanc 1992). The
second sub-dimension

termed "design" refers to the functional or aesthetical:

appearance, decor (LeBlanc 1992) and layout of the servicescape

that counts for a

favourable or unfavourable evaluation of service quality (Brady & Cronin 2001). Ko &
Pastore (2004) adjust the variable within the leisure sports industry and termed it
"equipment", representing the devices that are used during sports consumption. Other
research proposed a "technology" that is used to book a flight or hotel as part of service
environment quality, especially for travel agencies (Martinez-Caro & Martinez-Garcia
2007a).

Martinez-Caro & Martinez-Garcia (2007b) defined "design factor" as a separate
dimension from environment quality, and divided it into two other sub-dimensions,
namely range of service and operating time in urgent transport services. This kind of
adjustment is possible considering that each service sector is heterogeneous in nature
having different characteristics among its providers (Gronroos 1990). The third subdimension of environment quality is the social factor and involves the number of people
or other people's behaviour that influence the service consumption process (Brady &
Cronin 2001). Dissimilar with what Ko & Pastore (2004) defined in their research, the
interaction of customers with other people outside the service personnel is not part of
interaction quality but rather is classified as part of the environment quality.

\\\.2a.\ Ambient
positively

Conditions

and Physical

Environment

Quality

will be

related.

H1.2b: Design and Physical Environment Quality will be positively related.
HI.2c: Social Factors and Physical Environment

Quality will be positively

related.

The last factor under the SQ General Factor is "outcome quality", defined as what the
consumer gained after the service transaction is finished (Ko & Pastore 2004;
McDougall & Levesque 1994; Rust & Oliver 1994). Gronroos (1984) refers to this
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factor as "technical quality" and found that this factor significantly influences service
quality perceptions (Carman 1990). The qualitative stage of this research also confirmed
that outcome quality affects Muslim evaluation on service quality, and thus is included
within the Islamic service quality model.
H1.3: Outcome Quality and SQ General Factor will be positively related
In the proposed model, the "waiting time", "tangible elements" and "valence" are
yielded as the sub-dimensions of "outcome quality" analogous with what Brady &
Cronin (2001) found in their survey. The first sub-dimension, "waiting time", refers to
the amount of time spent for receiving or assessing the services i.e. punctuality or
timeliness of the services that are integral to customers' overall evaluation (Brady &
Cronin 2001; LeBlanc 1992; Parasuraman et al. 1985). This factor was the most
repeatedly expressed during the qualitative study by Martinez-Caro & Martinez-Garcia
(2007b) and associated with the service providers' ability to handle the demand in an
effective manner. The respondents during the qualitative stage of this present study
referred to the waiting time as the time before being served (restaurant), check- in/out
(hotel), and queuing before paying for products (retailer) and also before they are served
for additional needs (for instance, requests to check the price of an item (retail) or
asking for additional pillows/blankets (hotel).
The second sub-dimension is the tangible factor, which refers to the "tangible evidence"
left after the transaction was ended (Brady & Cronin 2001; Gronroos 1984). The
qualitative research yielded the tangible factor similarly with what Brady & Cronin
(2001) have conceptualised in their study. The tangible factor in this sub-dimension was
not related to the tangible evidence within the servicescape as present in the (physical)
environment quality. It applies to the food served (restaurant, hotel), cleanliness of the
room (hotel), and the quality of product line sold (retailer). Moreover, the literature
supports the importance of this sub-dimension in forming the perceptions of service
quality (Martinez-Caro & Martinez-Garcia 2007b; Parasuraman et al. 1985).
Finally the last sub-dimension under "outcome quality factor" is "valence", described as
the ultimate judgement on bad or good service evaluation after the service transaction
apart from other aspects of service quality evaluation (Brady & Cronin 2001). This sub-
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dimension initially derived from the concept of an attitude in human behaviour assumes
that customers summarise their behefs and experiences before expressing their attitudes
toward an object (Brady & Cronin 2001; Cronin & Taylor 1992; Parasuraman et al.
1988; Parasuraman et al. 1985). Interestingly, from the qualitative data, it can be
summarised that not every respondent regarded the valence sub-dimension with exactly
the same favour as previous sub-dimensions.
H1.3a: Waiting Time and Outcome Quality will be positively related.
H1.3b: Tangibles and Outcome Quality will be positively related.
H1.3c: Valence and Outcome Quality will be positively related.
5.3 Consideration of Islamic Influence on Perceived Service Quality
Muslims believe that since humans are accountable and responsible directly to Allah
(God Almighty), they have to surrender themselves to the will of Allah (Kadivar 2003;
Rice 1999). This realisation also leads to a belief that one's success in the after-world
(i.e. after death) depends on one's performance in this life on earth (Rice 1999).
Guidance for performing daily life according to Islamic norms and values (Syari'ah) is
taken from the Qur'an and Hadith with the objective of bringing wisdom and welfare to
the people (Siddiqui 1997). In the Qur'an it is written:
...And pursue not that of which of thou hast no knowledge; for every act of hearing,
or seeing, or of (feeling in) the heart will be enquired into (on the day of reckoning).
(17:36).
Rules and norms of Islam have to be followed by all Muslims, either in their religious
activities or in their daily interactions with other people. Failure to perform or
negligence in performing the obligations suggested in Syari'ah will lead to serious
consequences, a place in Hell (Jahannam). The Qur'an says:
Those who reject (truth), among the people of the book and among polytheists, willbe in hell-fire to dwell therein (for aye). They are the worst of the creatures (98:6)
Therefore, based on that logical relationship, the Muslim's perception of service quality
might well be influenced by Islam. We support the argument that saying "religion
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influences the behaviour and perception of its followers", and propose the second
Hypothesis as:

H2.- Islamic Value Assessment and Islamic Service Quality will be positively
related.

In this section, the derivation of the Hypothesis Two above is discussed, along with the
theoretical support from the Islamic-related literature. Since there is not much literature
that specifically discusses Islamic consumer behaviour, the variable within each
hypothesis was taken from a variety of literature including the topic of Islamic ethics
and Syari'ah.

In total, there are six proposed sub-hypotheses presented, namely:

honesty, Halal/Haram, attention to religious activities, modesty, humaneness and trust.

Honesty is believed to be the basis of creating trust and loyalty in customers. A
company should therefore adhere to fair and honest trading practices (Bashir 1998). Fair
and honest business is an important element/feature/characteristic of Islamic marketing.
For instance, when service providers communicate their product through advertising or
personal selling, they have to be honest about disclosing the particular service they offer
without any deceit or lies. Again, closely related to Riba provision, service providers
cannot make an arbitrarily high profit by overpricing the product and overcharging the
customers, especially with the bad intention to conceal it, since it is against Syari 'ah.
Another example is when the service provider "over promises" the service offered that
might mislead the customer. Muslim customers will likely spread the information of
such fraudulent acts to their Muslim fellows quickly through religious networking (such
as bulletins and religious speeches/Khutbah)

because engaging in businesses with such

a service provider means committing a sin. Moreover, not passing the information to
fellow Muslims and warning of such activities is also a sin in Islam. As the Qur'an
says:

Let there arise out of you. A band of people inviting to all that is good,
what is right, and forbidding
(2:104).

what is wrong: They are the ones to attain

enjoining
felicity.
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Service providers that show and conduct an honest and trustful practice will be
perceived positively by Muslim customers and vice versa. According to the explanation
above, the first proposition proposed regarding Muslim customers is:

H2.1: Honesty and Islamic Value Assessment will be positively

related.

Under Islamic law (Syari'ah), all business transactions are permissible as long as they
are lawfiil {Halal) and free of deception in terms of the product produced and the
activity involved and strive for a lawful gain (Bashir 1998). This rule is clearly stated in
the Qur'an:

...This is lawful (Halal) and this is forbidden

(Haram) ...For those who ascribe false

things to god, will never prosper (2:116)

Examples oi Haram (forbidden) products in Islam are, for instance, flesh of swine/pig,
meat of animals that have not been slaughtered according to Islamic requirements,
blood, hunting wild animals, (2:173; 2:168), wine {aXcohoMKhamar) and intoxicating
drugs (excluding medicine) (2:219; 5:93). Haram practices are gambling (2:219) and
usury or taking excessive interest/profit {Riba) in monetary transactions. Muslims all
around the world very strictly follow these particular laws. A product-company should
accommodate these issues by assuring that all business activities are lawfia! {Halal) as
defined by Islam (e.g. ritually-slaughtered Halal meats, non alcohol beverages), and by
using only permissible ingredients in their services/goods.

The service provided by a service provider, for instance a restaurant that uses a Halal
label given by the religious authorise - such as the Ulema's council, the body of
Mullahs-, Muslim scholars trained in Islam and Islamic law who are the interpreters of
Islam's meanings and doctrines, Islamic laws and are the chief guarantors of continuity
in the spiritual and intellectual history of the Islamic community (The American
Heritage 2003) - will be perceived positively by Muslim customers who will consume
the food. Moreover, since this rule is strictly applicable without any exceptions, the
doubt or uncertainty regarding Halal/Haram

food/drinks will result in some Muslim

customers avoiding the restaurant. Moreover they are likely to discuss it with fellow
Muslims and thereby produce additional negative attitudes towards the restaurant
among them as well.
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There are several principles in Islamic business that should be considered by the service
providers. These principles underline the basic regulation regarding what services can or
cannot be offered by the service provider to Muslim customers according to the Islamic
rules and regulations. Service providers who conduct or deal with other companies,
engage in gambling practices or businesses like casinos, horse-racing, lotteries or any
other speculative activities, are not suitable for Muslim customers. Financial
institutions, for instance banks, which conduct their business on what is called Riba
provision ("interest" in banking terms: providing interest to the depositors and
collecting interest from the borrowers) contravene Islamic law (Gerrard & Cunningham
1997) and can be considered as offering Haram activities. Islamic law approves
monetary benefit from "business-profit" and not from "interest" - the mechanism of the
common banking system. Muslim customers, on principal, tend to avoid this kind of
financial institution (including all banks that are not engaged in Islamic banking) not
because they object to paying money on their borrowings or accepting money on their
deposits, but because this mechanism of "interest" in the common banking system is
tantamount to being engaged in a Riba (excessive interest) provision. As a party to this
kind of transaction, they feel themselves to be committing a sin in Islam. In fact it is
common and frequent in Muslim communities that many refuse to accept from the bank
interest accumulated on their deposit. Muslim customers will definitely perceive
negatively services offered by providers neglecting the HalallHaram (food, activities)
prerequisites and performing a Riba or gambling practices. Based on the above
principles, the second hypothesis proposed regarding Muslim customer is:
H2.2: Halal/Haram and Islamic Value Assessment will be positively related.
Peace is the centrepiece of Islam. The key ethical principles that are assumed to
maintain this condition are honesty, reliability and trustworthiness, which are important
in business practices too. As is written in the Holy Qur'an:
... God doth command you to render back your trust to those to whom they are due...
(4:58).

120

The Prophet Muhammad [Sallallahhu Alaihi Wassalam] is remembered as an honest
man and his business won unambiguous trust from his customers (Muhammad in Macca
- Wikipedia 2008). The Prophet Muhammad [Sallallahhu Alaihi Wassalam] said:

Truthfulness

leads to righteousness,

and righteousness

leads to Paradise. A man

continues to tell the truth until he becomes a truthful person. Falsehood leads to Al
fujuwr (i.e. wickedness, evil-doing), and Al fujuwr leads to the (Hell) Fire, and a man
may continue to tell lies till he is written before Allah, a liar (Hadith)

For a Mushm, performing their compulsory rehgious activities is mandatory (Fardhu)
in everyday life. There are at least two compulsory activities existing that are considered
important. Praying, for instance, five times a day (Shalat), reflects the conscious
connection with Allah (Ball & Haque 2003). Every Muslim must perform these acts at
particular times of the day. This has to be done by a Muslim wherever the person
happens to be staying at the time of the call to prayer (Ball & Haque 2003) and has to be
done after one cleans/purifies oneself through ablution (Wudhu^). These religious
activities might happen during people's common activities, for instance, during
shopping or at lunchtime. Therefore, equipping a departmental store or hotel with a
prayer room and

Wudhu facilities in a particular (commercial) place will be

acknowledged by a Muslim customer as religious attention and will lead to positive
perceptions toward companies/service providers.

Since prayer at specific times is mandatory for a Muslim, a Muslim customer will prefer
to go to, or choose, the providers that accommodate their praying needs during
shopping/business hours. Moreover they will perceive the service providers favourably.
Therefore, a third proposition proposed regarding Muslim customers is:

H2.3: Attention

to the Islamic

Assessment will be positively

Religious

Activities

and Islamic

Value

related.

^ Wudhu is an action or purification procedure that Muslim should take before saying their prayer {Shalat)
or reciting the Qur'an. The term Wudhu in Arabic literally means the water (to purify); and according to
Hadith: "The Prayer of anyone of you breaching purification is not accepted unless he makes Wudhu "
{Hadith Bukhari: 1/160 and Muslim: 225) taken from: http://muslimconverts.com/prayer/
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There are some specific suggestions in Islam as to how Muslims should follow (Farj)
the dress code in a decent and dignified manner. This is an obligatory code of conduct
that is compulsory for both men and women as stated in the Holy Qur'an:

Say to the believing men that they should lower their gaze and guard their modesty:
that will make for greater purity for them: And Allah is well acquainted with all that
they do...
And say to the believing women that they should lower their gaze and guard their
modesty; that they should not display their beauty and ornaments except what (must
ordinarily) appear thereof; that they should draw their veils over their bosoms and
not display their beauty except to their husbands,
fathers,

their fathers,

their

husband's

their sons, their husbands' sons, their brothers or their brothers' sons, or

their sisters' sons, or their women, or the slaves whom their right hands possess, or
male servants free of physical needs, or small children who have no sense of the
shame of sex; and that they should not strike their feet in order to draw attention to
their hidden ornaments. And O ye Believers! Turn ye all together towards Allah, that
ye may attain Bliss (24:30-31)

Modesty in attire as described in Islam is related to how Muslims cover the private parts
of the body {Aurah) with any material that is not transparent, not too tight, not too loose
(Ismail 1981, p.52), and clean at a time of prayer as well as at other times (Mutahhari
1989). For male Muslims, their private ^axi!Aurah is "between the knee and the navel",
while for a woman, the Aurah "includes all of her body from head up to the toe
(particularly her chest) except her face and her hands" (Ismail 1981, p.52). The
interpretation of these standards might vary, but the bottom line of being dressed
properly in Islam is the way the "body is covered to guard the private parts both from
corruption and from the view of others " (Mutahhari 1989, p.49) Being modest in the
Islamic way is a characteristic of being Muslim, as The Prophet

Muhammad

[Sallallahhu Alaihi Wassalam] said:

Modesty and Faith are companions; when one of them goes out, the other follows it.
Every religion has a character and the character of Islam is Modesty (Hadith Zaid
bin Talha).
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The requirements for proper modesty in Islam are emphasised strongly as The Prophet
Muhammad {Sallallahhu Alaihi Wassalam] said:

Modesty brings nothing but good. Modesty is part of Faith and Faith is in Paradise.
But obscenity

is part of hardness of the heart and hardness of the heart is in hell

(Hadith Imran bin Hussain).

Muslims follow this regulation at all times in their daily life in order to avoid
committing a sin. As an implication, Muslims will also perceive positively the service
staff that dress modestly as guided in Islam:

H2.4: Modesty and Islamic Value Assessment will be positively

related

Islamic rule also regulates the way Muslims interact with each other or with people
from different belief systems. The central rule for Muslim relationships with other
people is based on mutual trust and positive thinking {Khusnuzon).

The premise of this

regulation is that every person is bom innocent {Fitr). Islamic philosophy also states
that humans are good by nature (Effendy 2003). The opposite attitude of

Khusnuzon

that is forbidden in Islam is negative thinking {Su 'udzon) as stated in the Holy

Qur'an:

O ye who believe! Shun much suspicion; for lo! Some suspicion is a crime. And spy
not, neither backbite one another. Would one of you love to eat the flesh of his dead
brother? Ye abhor that (so abhor the other)! And keep your duty (to Allah). Lo! Allah
is Relenting, Merciful (49:12)

Muslims should always maintain a positive attitude towards others, thus avoiding
suspicion of others. Based on the research held by Sarif Mardin in Islamic countries (in
the Middle East), many citizens of Muslim countries are believed to be deceitful
(Effendy 2003). This belief is also entrenched in the countries that have Muslim
majorities such as Indonesia. Muslims in these countries are living in what sociologists
call low-trust societies, i.e. where people tend to generalise others negatively (Gayatri et
al. 2006; Ridwan 2004). From a business and trade perspective, a low-trust culture
implies negative or suspicious treatment by the company of its customers (Gayatri et al.
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2006). Nevertheless, despite this Su'udzon

presence in the country with a Muslim

customer-majority Hke Indonesia, people still respect the enterprise or individual that
practises/perpetrates trust towards other people as told in the Holy Qur 'an, no matter in
what the context. Thus, Muslim customers will perceive favourably the company that
trusts its customers:

H2.5: Trust and Islamic Value Assessment will be positively

related.

As mentioned before, the word Islam comes from the Arabic root word aslama or
salama which means "peace" and leads to the premise that Islam is the religion of peace
(Harlem 1990). Islam emphasises the dignity of the human where the value of human
direct contact and interaction are placed very high (Kasule, 1998). Islam taught its
followers to be gentle and kind to others including those who have different beliefs or
faith. As cited in the Holy Qur'an (60:8):

Allah forbids you not, with regard to those who fight you not for (your) Faith nor drive
you out of your homes, from dealing kindly and justly with them: for Allah loveth those
who are just.

The Prophet Muhammad [Sallallahhu Alaihi Wassalam] emphasised the detriment for
people who were unkind to others:

He who is deprived of kindness and gentleness is, in fact, deprived of all good. (Hadith
Muslim).

Therefore, it is proposed that Muslim customers will perceive favourably the company
that shows kindness and gentleness (humaneness aspect) when treating their customers:

H2.6: Humaneness and Islamic Value Assessment are positively

related.
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5.4

S u m m a r y of Hypotheses Development

This chapter generated testable hypotheses from a combination o f the theoretically
underpinned service quality literature and the findings from customers' verbal protocol
interviews on the qualitative stage. The literature used for the development of these
hypotheses was derived from the Brady & Cronin (2001) study and Islamic literature.
The hypotheses developed within this chapter guided the consequent quantitative study
process and tested against the data collected in that stage (Chapter 6). Basically, the
hypotheses developed in this chapter were divided into two broad dimensions, namely
"Islamic Value (factor)" and "SQ General Factor". These dimensions along with their
sub-dimensions were proposed as manifestation of Islamic service quality construct. As
such, this chapter proposed a conceptual model to investigate the Islamic service quality
construct that would be explored and validated later in the following chapter.

However, since this present research adopts the data-driven as well as theory-driven
strategy

for

developing

the

Islamic

measurement

model,

the

above-explained

hypotheses might be reduced and adjusted after the exploratory and confirmatory factor
analysis-stage. Having a set of testable hypotheses and the proposed model, the next
stage of the research as suggested by Churchill (1979) is to empirically test the model.
The next chapter will explain the methodology used for the process of hypotheses
tesfing and Islamic service quality model validation.
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Chapter 6: Quantitative Study (Stage Two)
6.1

Introduction

This chapter outHnes the quantitative research phase of this study used to confirm
Muslim customer assessments of service quality with reference to the Islamic cultural
and legal influences. The chapter covers the methodology including the sampling
strategy, sample selection, instrument development and the survey process. Scale
refinement issues are discussed along with the testing of the questionnaire. The chapter
also covers data collection; analysis and testing of the Brady & Cronin (2001) model.
Finally, the chapter outlines the results of the psychometric properties of a measurement
of Muslim service quality and the results from the statistical test to evaluate alternative
models of Islamic service quality.
6.2 Quantitative Methodology Adopted
The study replicated the methodology of previous service quality instrument
development/validation research namely survey method (e.g. Brady & Cronin 2001;
Cronin & Taylor 1992; Imrie et al. 1999; Parasuraman et al. 1998). The flexibility of the
survey method for gathering the large amount of data within a short period (Kotler
2003) makes this the most widely used data collection method in the social research.
(Neumann 2003). Moreover, this method is posited as the most appropriate method for
the descriptive research (Kotler 2003). The statistical quantitative method is appropriate
for the research that captures and gathers information regarding people's beliefs,
characteristics, opinions, and their past or present behaviour (Neumann 2003). Hence,
the abovementioned characteristics and nature of the survey method justify the
utilisation of this method within the present research.
The questionnaire consists of a series of questions which operationalise and
conceptualise Islamic service quality variables (Neumann 2003). It was delivered in a
self-administered format to permit respondents to answer the questions without
influence from the researcher (Groves 1996). The following sections detail the
instrument development, the sampling method and pilot study.
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6.3 Instrument Development
The development of the survey instrument was based on recommendations by Grant &
Davis (1997) for addressing content and face validity. Item scales for specific Islamicvalues questions were developed based on the existing Brady & Cronin (2001) items,
elements from the verbal protocol qualitative study and Islamic literature. A total of 42
items that reflect the Islamic influences on Muslim customer perception on quality of
services were generated based on the literature review and exploratory research. Within
these 42 items, the first four items were intended to review the general questions
regarding Islamic values. Thus, the other 38 items were divided into six key themes:
nine questions about Halal/Haram; ten questions about attention to Islamic religious
activities; nine questions about honesty, three questions regarding modesty, four
questions about humaneness; and three questions relating to the trustworthy theme.
These 42 Islamic-value items were assembled together with the existing 29 service
quality items questionnaire from Brady & Cronin (2001). Among those 29 items from
the Brady & Cronin questionnaire, two questions emphasised general questions of
service quality and the rest were specific questions on service quality. These 27 specific
questions were grouped under three dimensions (i.e., interaction quality, environment
quality and outcome quality). Some demographic and open questions regarding
respondents' consumption patterns were also included for the purpose of further
analysis. All questions and items were constructed in English and later translated into
Bahasa Indonesia for the actual survey.
6.4 Judgement Quantification of the Instrument
Content and face validity of the instrument was assessed through the judgement of
quantification by the peers and experts in marketing (Lynn 1986; Grant & Davis 1997).
Individual items were refined through the translation-back-translation process (Usunier
& Lee 2005), followed by peer and expert evaluation regarding the item content, item
style and comprehensiveness of the questions (Grant & Davis 1997; Lynn 1986).
6.4.1 Translation-Back-Translation
The original version of the Muslim service quality questionnaire was constructed in
English, and translated into the Indonesian language (Bahasa Indonesia) in order to
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make the instrument applicable to the targeted respondents in Indonesia. A multilevel
translation-back translation method was employed (Craig & Douglas 2000; Usunier &
Lee 2005). This method was chosen as it is useful in gaining the equality of the
translation between two different languages and minimises the likelihood of translation
errors (Craig & Douglas 2000; Usunier & Lee 2005)
The multi-step procedure involves a translation from English to Bahasa Indonesia and
was conducted by a professional bilingual translator who is a native Indonesian and who
did not have any marketing background. A second bilingual Indonesian translator backtranslated the Bahasa Indonesia version into English. A third translator was used to
translate the revised English version into Bahasa Indonesia. Finally, the new Bahasa
Indonesian version of the item pool was back-translated into English. Each of the
professional bilingual translators translated the items him/herself
The sufficiency of translation was checked by comparing the original survey with the
targeted version of the translation. The translators compared the various versions of the
translation to check for errors of meaning and discussed the equivalence of the meaning
until agreement was achieved (Craig & Douglas 2000). After that, the researcher, who
was also a native Indonesian with bilingual capability, carefully examined both versions
with the help of a bilingual native English speaker with background in management,
and then prepared the final Bahasa Indonesian version of the instrument. "Bilingual" in
this case means that the person is able to speak and write both English and Bahasa
Indonesia fluently.
6.4.2 Peer Review and Content Experts /Expert Opinion
After the final draft of the Indonesian version questionnaire was completed and
assembled, two PhD students with backgrounds in social science were asked to give
their opinions on the draft. The instruction given to them was that they were to read the
whole questionnaire as if they were the real respondents. They were also encouraged to
respond directly and speak out every time they did not understand the meaning of a
question, or if they found spelling/typing mistakes. The researcher joined the process
without actively making any corrections or explanations but took note of every
comment made by the peer reviewers. After that, all the minor comments and typing

128
errors were addressed and corrected. The second questionnaire draft was then ready for
further validity assessment.

Content experts were employed to refine the overall final scales/ questionnaire and to
ensure the questionnaire content was adequate and met validity criteria. This strategy
was also intended to verify the validity of the questionnaire. The content experts
repeatedly used content validation of instruments in the judgement-quantification stage
(Grant & Davis 1997, p.269). Three experts who had marketing and management
background were recruited and asked to give their opinion on the set of items per
construct and overall instrument (Grant & Davis 1997). The experts were also asked to
give their opinions on the clarity of the items, including the questionnaire instructions
and

comprehensiveness.

They

investigated

(including wording) into its domain/construct.

the

representativeness

of the

items

Finally, the experts agreed that this

instrument had considerable content and face validity.

6.5

Quantitative Pilot study - A Test of Questionnaire

Six Indonesian students who fulfilled the respondents' criteria and were living in
Canberra participated in the pilot study. These respondents were requested to fill in the
questionnaire. During the questionnaire completion, all feedback from the respondents,
for instance, questions and comments relating to the questionnaire were noted and
reported in the matrix format in order to see the common pattern of the feedbacks and to
decide which one was most repeatedly mentioned variable(s) that important. The
judgement on which corrective feedback was taken into consideration and would be
addressed in the questionnaire was made with help from one management expert who
has bilingual (Bahasa Indonesia - English) capability. Furthermore, the length of time
that the respondents spent when answering the questionnaire was also noted.

On average, each respondent spent 23 minutes answering all of the questions, making
some comments on the questionnaire. The general comments from the respondents were
taken into account and acted upon. Questions on the airline sector were removed due to
the difficulties by the respondents in distinguishing between the services given by the
airline company and the services provided by the airport company. Difficult terms such
as "ambient condition" and "valence" were replaced by simpler terms (in Bahasa
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Indonesia). The instrument was then re-adjusted and reshaped into a revised version.
Finally, two more PhD students were asked to give their opinions on the newest version
of the instrument. They stated their opinions separately that the questionnaire was
sufficient and feasible to be launched to the larger sample of target respondents.

6.6

Final Instrument

The final data collection instrument used in this research was divided into three parts.
The first part dealt with Islamic service quality using questions based on the Brady &
Cronin (2001) items, the literature review and the qualitative research. The second part
included standard demographic questions for classification purposes and the third
section incorporated questions related to the consumption pattern of respondents. When
filling the first part of the questionnaire, respondents were asked to rate their perception
of their experiences using the services of hotels or retail shops or restaurants against 67
items regarding service quality designed by Brady & Cronin (2001), including two
general questions on service quality and Islamic value items. A 7-point likert scale was
used (similar to that used in Cronin & Taylor (1992)). The perception scale employed
included 1 (strongly disagree), 2 (disagree), 3 (slightly disagree), 4 (neutral), 5 (slightly
agree), 6 (agree) and 7 (strongly agree). The second part of the questionnaire included
demographic information, consisting of 10 questions. Finally the last part of the
questionnaire contained nine open-ended questions regarding their consumption pattern
to gain more understanding on the respondent's consumption behavior.

6.7

Population and Sampling

The target sample population for the study were selected in convenience way, consisted
of Javanese Muslims who were bom and brought up in Java (or had stayed for at least
10 years in Java), and at that time residing in Java, especially in Jakarta and surrounding
areas (Jabodetabek). They needed to be at least 17 years or over, and consumers of at
least one out of the three service sectors (retail, restaurant or hotel) in the Java area
within three months before they completed the questionnaire. Respondents were
recruited using a convenience sampling method implement through a mall intercept
method (Alan & Joseph 1985; Bush & Hair 1985). The self-administered questionnaires
were distributed near the shopping malls or crowded premises in five areas in Jakarta,
Bogor, Depok, Tanggerang and Bekasi (i.e. Jakarta and the surrounding areas).
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The researcher distributed the questionnaires and monitored the respondent recruitment
process. Three undergraduate

marketing

students assisted the researcher in this

endeavour. These assistants were trained in techniques for the circulation o f the
questionnaires and recruitment. This training was provided to enhance the response rate
o f the respondents and to minimise potential bias by the assistants.

The assistants' training included approaching and greeting the potential respondents,
how to briefly explain the purpose o f the research to potential respondents, and how to
match the suitability o f the potential respondents with the respondents' criteria. They
were trained on how to seek potential respondents' agreement to participate and sign the
consent letter. Finally, the assistants were instructed to wait patiently until the
respondents filled all the questions in the questionnaire and to answer any issues raised
by the respondents.

The researcher and her assistants also attempted to pick one

potential respondent from every three people passing by the recruitment points. The
stratum for this stage was: Jabodetabek (Jakarta, Bogor, Depok, Tanggerang, and
Bekasi; i.e. Jakarta and the surrounding areas).

Responses were sought from both men and women. The total number o f questionnaires
distributed was 600.

Out o f this number, 90 potential respondents declined to

participate, 503 respondents agreed to participate and filled out the questionnaire while
the other 7 respondents who initially agreed suddenly refused to continue their
participation due to unforeseen reasons (time limit, weather, noise).

6.8

Data Treatment and Analysis

Several assumptions and arrangements were made prior to the examination and analysis
of the quantitative data (Neumann 2003). These activities include the approach taken for
data entry and data coding process, technique for data screening, arrangement o f the
data analysis strategy and the basic rule for assessing the model goodness of fit. The
following sub-sections explain more comprehensively the abovementioned process.
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6.8.1

Data Entry

After the data collection in the field was completed, all the questionnaires were sent to
Australia for data coding and analysing. The researcher entered the data into SPSS 14.0.
Overall, the data were divided into three types: nominal data for demographical
questions; interval data for the service quality items (7-point likert scales), and openended responses for the consumption pattern questions.

The coding for demography and service quality items were made before the fieldwork
commenced. For the questions relating to the consumption pattern, coding schemes
based on the frequency of the answers were manually developed after the fieldwork
finished. This process included "assigning a numeric code to the questions" (Malhotra
etal. 1996,p.383).

6.8.2

Data Screening

Data screening procedures to overcome missing data cases were employed. After the
data were entered, a frequency table was computed to seek the missing responses on
each question/respondent. If the empty cases were identified, the value of that particular
response was replaced by the neutral response or the substitution of the mean of the
related initial construct/factor (Roth 1994; Winkler & McCarthy 2005).

Case deletion was not performed if the number of missing values in one questionnaire
was not significant or less than five blank items, since it might waste the other portion
of the response and might reduce the representativeness of the remaining responses
(Winkler & McCarthy 2005). In total, there were 14 missing values with no more than 2
missing responses for each respondent (out of 503 respondents). Only three cases were
deleted from the analysis since one or more parts of the question consisting of few items
was/were left blank. This number can be considered as only a small proportion of
missing responses. Hence, the screening process justifies a total 500 responses that
would go through the analysis process.

6.9

Respondents' Demographic Characteristics and Consumption Pattern

In the following two sub-sections, details of respondent demographic characteristics and
respondents' pattern o f consumption on three service sectors: hotel, restaurant and
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retail, are discussed. The summary of each of these findings are in Table 6.2 and Table
6.3 below.

6.9.1

Demographic Data

A total of 500 usable responses out of 600 questionnaires were collected in Jakarta and
surrounding areas and were analysed (response rate of 83%). As shown in Table 6.4,
almost 58% of respondents that participated in this survey were women. A majority of
the respondents were within 20-29 years of age, with more than 50% of them single and
45% living with their parents. Almost 50% of the respondents were bom or brought up
in Jabotabek (Jakarta and surrounding area); while 35% of the total respondents owed
car/vehicles, and majority of them worked in private companies (32%).

The respondents were asked to rate their degree of religiosity by themselves. They were
requested to choose whether the way they perform their Ibadah (religious activities in
the name of God) as either very strict with the Islamic rules (conservative), or more
flexible (moderate) or even more flexible (liberal). The result show that most of the
respondents classified themselves as moderate Islamic followers (almost 50%), and only
16% of the total respondents were joining Islamic organisations (social or political).
Finally, similar to the result from the qualitative study/stage one of this research, more
than 43% of the total respondents finished undergraduate study.
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T a b l e 6.1 D e m o g r a p h i c Characteristic of R e s p o n d e n t s (Quantitative Study)
Frequency

Percentage
(%)

Male

289

57.8

Female

211

42.2

29

5.8

20-29

272

54.4

30-39

143

28.6

40-49

41

8.2

>49

15

3.0

Single

251

50.2

Marriage

243

48.6

Divorced

3

0.6

Widow

3

0.6

O w n house

186

37.2

Apartment

2

0.4

Dorm

69

13.8

225

45.0

18

3.6

None

139

27.8

Car

174

34.8

Motorcycle

140

28.0

Car and motorcycle

47

9.4

West Java

72

14.4

Central Java

97

19.4

East Java

42

8.4

Jabotabek

249

49.8

Other than Java

40

8.0

High School

123

24.6

D3 ( T a f e / D i p l o m a )

88

17.6

SI (Undergraduate)

217

43.4

2

0.4

69

13.8

1

0.2

Category

Demographic Characteristic

Gender

<20

Age

Status

Life with parents

House

Vehicle(s)

Birthplace/growing up

Rent a house

Graduate D i p l o m a
S2 (Master)

Education

S3 ( P h D )
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Frequency

Percentage
(%)

COO/Director

4

.8

Manager

37

7.4

Supervisor

37

7.4

Staff public

90

18.0

Entrepreneur

17

3.4

Student

109

21.8

Housewives

11

2.2

Staff private

160

32.0

Servant/office boy

1

0.2

Unemployed

1

0.2

Lecturer/Teacher/Researcher

26

5.2

Doctor/Medical

2

0.4

Retired/pumawirawan/Pension

2

0.4

ABRI/TNI

3

0.6

Liberal

46

9.2

Moderate

243

48.6

Conservative

74

14.8

Abstain

137

27.4

Yes

80

16

No

420

84

Category

Demographic Characteristic

Job/ Occupation

(Islamic) self concept
Affiliation to an Islamic
organisation

Source: Developed from quantitative field report

6.9.2 Consumption Patterns
The researcher also asked questions relating to respondents' consumption patterns. The
answers were then coded, and are presented in Table 6.3. The majority of the
respondents completed the questionnaire based on their experiences in retail service
(52%), followed by restaurant experiences (40%). The smallest percentage of the
respondents (8%) completed the questionnaire based on their experience in hotels.
More than 26% of the respondents chose the service providers due to the location (i.e.,
placed near to the respondents' home or in another strategic location). Although a
majority of the respondents received the first information regarding the service
providers from the advertisement of the company (37%), many of them were also
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significantly influenced by the information from peers/friends that also substantively
impacted upon the respondents' choice of service provider (31%). The respondents
usually consumed the service in question on a monthly or weekly basis (77%). The
duration of the majority of the transactions {15%) ranged from 1-3 hours (except for
hotels, where the minimum time spent there was approximately 1 day (or 20 hours).
Irrespective of the kind of service consumed, the majority (58%) of the respondents'
spent between Indonesian Rp 50.000,- to Rp 250.000,- or approximately $A6-$A33.
The majority of the respondents completed the questionnaire based on their past
experiences in the retail and restaurant services (less than 3 months prior to the survey).
The products that they bought from the service providers were mostly food (49%) and
groceries (42%). Finally, the marital status of respondents shows that majority of the
respondents were married, and majority of them took their family to the service
providers when they were consuming the services (55%)) (Table 6.2).
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Table 6.2 Consumption Pattern of Respondents (Quantitative Study)

Consumption pattern
Service Category

Reason to visit

Category

Frequency

Percentage

40

8.0

Restaurant

199

39.8

Retail

261

52.2

Price

45

9.0

complete

50

10.0

133

26.6

73

14.6

27

5.4

4

0.8

15

3.0

comfortable

39

7.8

service/facilities

44

8.8

2

0.4

11

2.2

20

4.0

8

1.6

20

4.0

forced to/no option

8

1.6

parking space

1

0.2

82

16.4

friends

154

30.8

advertisement

183

36.6

78

15.6

3

0.6

Hotel

location/near
quality
Islamic value on PT
XYZ
clean place
recommended/assigned
by employer

trial
impress with staff
behaviour
lots of branch
(convenience)
good service
environment
Top of Mind /have been
there many times

Source of information

self info/find by
themselves

family
office/organisation
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Category

Consumption pattern
Repetition of consumption

Consumption time

Duration of transaction

Average spent

Things to buy

Percentage

41

8.2

1 -4 times /month

386

77.2

1-12 times /year

73

14.6

morning

40

8.0

afternoon

166

33.2

evening

127

25.4

night

167

33.4

<1 hour

73

14.6

1-3 hours

377

75.4

3- hours

11

2.2

>5 hours

39

7.8

<50.000

86

17.2

50.000-250.000

292

58.4

250.001-500.000

67

13.4

500.000-1.000.000

31

6.2

>1.000.000

24

4.8

243

48.6

office stationery

2

0.4

cosmetic

7

1.4

210

42.0

36

7.2

clothes

2

0.4

alone

52

10.4

family

277

55.4

friends

171

34.2

>l/week

food

daily/monthly groceries
hotel/symposium

With/without companion

Frequency

Source: Developed from quantitative field report
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6.9.3

A p p r o a c h to the Analysis of Islamic Service Quality

The data from this stage were analysed using several statistical assessments from two
statistical software packages: SPSS 14 and A M O S 6.0 (Arbuckle 2005). Cronbach's
alpha scores were used to assess the reliability of the constructs, which were assumed to
be consistent, precise and repeatable based on these results (Cronbach, 1960; Kline
1998). Exploratory

factor analysis (EFA) using Varimax-rotation

in SPSS

14.0

statistical software was employed to test the underlying factor(s)-structure for the data
set. Several cut-off points were employed following what had been done in study by
Christodoulides, Chematony, Shiu, Furrer & Abimbola (2004) in order to clarify the
number of factor(s) where the item(s) are grouped. Firstly, the items with factor loading
lower than 0.5 from the EFA output were deleted from the analysis. Secondly, in order
to interpret the clustered factor(s) easier, the items that had two or more factor cross
loading were also removed. Finally, the construct that had less than three items was
deleted. Since the EFA process is designed for data reduction and grouping the items
into highly correlated factor(s), there is a possibility that the proposed model as
presented in Chapter 5 could be reshaped.

Confirmatory factor analysis (CFA) using A M O S 6.0 was employed to assess the unidimensionality o f the model. Sureshchandar, Rajendran & Anantharaman

(2002)

pointed out that the CFA was an appropriate measurement tool when the researcher had
preliminary knowledge about the appropriate and reliable observed variables within a
particular latent variable. Since the Islamic service quality model was developed from
the theoretical exploration and previous qualitative study, using CFA in this research is
justified. Similarly, the process followed in Christodoulides et al. (2004) if the CFA
result was a poor representation of the data, then the iteration process was made by
removing the cross-loading item based on the modification indices (Mis) output
provided by A M O S . Erasing item(s) that fall into this category were expected to help in
the interpretation of the overall construct/factor. Thus, the proposed model might be
again reshaped.

Furthermore, analyses of convergent and discriminant validity were conducted to assess
the construct validity of the model (Churchill 1979). Convergent validity of the model
was tested using the average variance extracted (AVE), Item reliability, r-value and
internal consistency. The convergent validity is the "extent to which the scale correlates
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positively with other measures of the same construct" (Malhotra et al. 1996, p.266).
Meanwhile, the discriminant validity of the model was assessed using a comparison
between

the square root of the AVE and the correlation

score between

the

construct/factor. The discriminant validity is a way to asses that the indicator(s) of one
construct is/are distinct or differs from the indicators of other construct/factor within the
same theoretical system (Churchill 1979; Kline 1998).

In order to get the final model of Islamic service quality, SEM was utilised. This widely
used method was proposed for "explaining the pattern of a series of inter-related
dependence relationship between latent variables and observed variables" (Reisinger &
Turner 1999, p.71). While the observed variables were measured from the data obtained
by surveying the primary source (respondents), the latent variables were the result of
combination between several observed variables that consist on the theoretical level and
could not be measured directly (Reisinger and Turner 1999). For this research purpose,
only the subset of hybrid models of the SEM measurement model was taken (Kline
1998) to compare the goodness of fits of the competing models.

6.9.4

Cut-Off-Point for Analysis of Goodness of Fit Index (GFI)

To test whether the data fits the model well or adequately, the proposed models were
tested using various GFI that provide the uni-dimensionality of the model (Hair,
Anderson, Tatham & Black 1998). The fit indices that were used in this study along
with their cut off points have been presented in the box below:

Table 6.3 Assessment of Fit
Cut-off-points

Sign

Indexes
Normed x^

X^df

Good-fit/ Acceptable-fit < 3

Tucker-Lewis Index

TLI/NNFI

>.90

Normed Fit Index

NFI

>.90

Bentler's Comparative Fit
Index (Compare Fit Index)

CFI

>.90

Goodness-of-fit index

GFI

>.90

Adjusted GFI

AGFI

>.90

Root mean square error

RMSEA

Acceptable-fit < .05

Excellent model-fit < 2

of approximation

Moderate-fit .05> x >.08
Poor-fit > .08

Source: BoUen 1989; Hair et al. 1998; Kline 1998; Schreiber, Nora, Stage, Barlow & King 2006
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6.10 Replication of the Brady & Cronin (2001) Model
Brady & Cronin (2001) identified three dimensions of service quality: interaction
quality, (physical) environment quality, and outcomes quality. Interaction quality
compiled the interaction process of service provider/staff with their customer and was
manifested by three sub-dimensions of attitude, behaviour and expertise. Environment
quality relates to the surrounding environment aspects that influence the service
transaction which includes social factors, ambient condition and the

servicescape

layout. Outcomes quality represents the actual services that customer receives as a
benefit after the transaction ended with three sub-dimensions of waiting time, tangibility
and valence.

This conceptualisation of service quality has been replicated and tested and found to be
partially relevant for various service sectors such as recreational sports industry (Ko &
Pastore 2004), internet golf store (Kim 2003), physician/sporting events (Jones 2005)
and the healthcare industry (Dagger & Sweeney 2004). The study by Brady & Cronin
(2001) is posited as describing the most comprehensive coverage on service qualityconstruct (Kim 2003; Liu & Yun 2005). However, a review of the service quality
literature shows the multilevel and hierarchical Brady & Cronin (2001) model had not
been replicated in different cultural contexts. Hence, the present research using the
model within replicates and extends the applicability of Brady & Cronin's (2001)
model. The following sub-sections will discuss the results from SEM measurement
model computation by AMOS 6.0 (Arbuckle 2005) and the implication of the Brady
and Cronin (2001) replication result.

Previous investigations on hierarchical and multilevel models of service quality, as
proposed by Brady & Cronin (2001), has been confirmed in earlier research using not
only SEM statistical analysis, but also for instance by employing the Fuzzy Multiple
Criteria Decision Making (Chen, Tzeng & Ding 2003) or Discriminant Analysis (Liu &
Yun 2005) approaches. As this present study also employed the Brady & Cronin (2001)
model as a basic framework based on its validity in previous studies, it is important to
test the model with the actual data obtained from this present quantitative stage. For this
purpose, the raw data from the survey was directly applied into the model using the
AMOS 6.0 statistical software (Arbuckle 2005). The model-to-data-fit criteria (Table
6.3) were assessed to justify the utilisation of the model into this present research.
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Different with the proposed model specification in Chapter 5, Brady & Cronin (2001) in
their study viewed the service quality as having formative indicators in the second-level
order, i.e. the formative indicators caused the higher order construct and reflective
indicator for the first-level order. The model is illustrated in Figure 6.1
Figure 6.1 Original Brady & Cronin (2001) Model Replication
Pattern:

Formative/Reflective

Brady a n d Cronin (2001)
Model

/'ambienT^

\condition

J

Source: Brady & Cronin (2001)

The model-fit output from AMOS 6.0 indicates that the model described in Figure 6.1
has shown a reasonable fit with the data and supports the multilevel model with the
three dimensions and nine sub-dimensions as proposed by Brady and Cronin (2001) (jC
= 1140.216, df=363, normed x' (x'/dO=3.141, GFI=.852, AGFI=.823, CFI=902,
RMSEA=0.066).
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Table 6.4 Summary of Brady & Cronin (2001) Study and Replication within this Study

Indexes

Normed

Cut-off-point

Acceptable-fit < 3
Excellent-fit < 2
Tucker-Lewis Index > .90
Normed Fit Index
>.90
Bentler's
>.90
Comparative Fit
Index
Goodness-of-fit
>.90
index or Delta2
Adjusted GFI or
>.90
RNI
Root mean square
Acceptable-fit <.05
error of
Moderate-fit .05> x >.08
approximation

Replication/
Thesis Results
(Using AMOS 6.0)
3.141

Brady & Cronin
(2001) Overall
Model
(Using Lisrel 8)
6.97

.891
.864
.902

n/a
.90
.91

.852

.92

.823

.92

.066

n/a

Source: Brady & Cronin (2001), Quantitative Study and Various resources

The results in the Brady & Cronin (2001) hierarchical and multilevel model can be
replicated with moderate model-fit result as claimed by their research. Thus, based on
these findings, this present research partially replicated the model. However, the
tendency of low-indices score compared to the suggested cut-off point on Table 6.1
above exhibited that the raw data need to be subject to a factor analysis and scale
purification/validation process before the final model of Islamic service quality is
constructed.
Furthermore, the previous studies that utilised the Brady & Cronin (2001) hierarchical
model of service quality have found that this model was indeed replicable, but that
adjustments within the model were required depending on the specific service sectors
for instance: Jones (2005) added the additional dimension "communication quality" of
physician-service for a moderate fit 976.59 with p=0.0; df=312; normed f
(xVdf)=3.13; CFI=.98) and good-fit for the sporting event service quality model
910.81 with p=0.0; df=312; normed x' (x'/df)=2.92; CFI=.98). Dagger & Sweeney
(2004) found the additional dimension "supplementary service quality" generated a
reasonable fit service quality model for the patient of the health clinic (primary
dimension with
65.11 with p=0.00; df=l 1; normed x' (x'/df)=5.91; CFI=.99; GFI=
.98; RSMEA=0.06/ sub-dimension x'= 538.74; with p=0.00; df=134; normed x'
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(x'/d0=4.02; CFI=.98; GFI= .94; RSMEA=.06). Similarly, Martinez-Caro & MartinezGarcia (2007b) study in the urgent transport service with one additional dimension of
"design quality" exhibited good-fit model at the calibration or validation sample with
{ t = 206.13/253.72 with p<0.001; df=123; normed f (x7df)= 1.67/2.06; CFI=.97/.94;
and RSMEA .04/.061).
Table 6.5 Summary of Prior Study on Brady & Cronin (2001) Replication

Indexes

Brady
&
Cronin
(2001)

Jones (2005)
(a)

Jones (2005)
(b)

Additional
Dimension

Communication
Quality

Communication
Quality

Subject area

Physician
service
3.13

2.92

5.91

1.67/2.06

.98

.98

.99

.97/.94

Normed y}
6.97
Deita2
.92
Normed Fit
.90
Index
.91
Bentler's
Comparative
Fit Index
Goodness-offit index
Root mean
square error
of
approximation

Martinez-Caro &
Marti'nez-Garci'a
(2007b)
CalibrationA'alidation
Supplementary Design quality
Service
Quality
Health clinic
Urgent transport service
Dagger &
Sweeney
(2004)

.98
.06

.04/.061

Source: Developed from various source for the purpose of this research

These findings suggest that the Brady & Cronin (2001) multilevel and hierarchical
model is adequate as a consecutive study framework or baseline for an expansion in
service quality that explains the customers' hierarchical and multi-level cognitive
judgement on service quality (Martinez Caro & Martinez Garcia 2007b). These results
indicate that re-specification of the model according to different contexts was needed
with the support of either a literature investigation and /or an exploratory study, which
would naturally adjust the form of the variables within the model. Therefore, the Brady
& Cronin (2001) model was adjusted to relate it to Islamic-Muslim indigenous cultural
influences. The following section reports the statistical testing and elaboration of the
Islamic service quality model as proposed in Chapter 5.
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6.11 Proposed Islamic Service Quality Model
A proposed model of Islamic Service Quality has been developed from the literature
and the verbal protocol qualitative results. The Islamic service quality model in this
present research was specified as having reflective-only indicators (Dabholkar et al.
1996; Fassnacht & Koese 2006) as against formative (and reflective combination)
proposed in Brady & Cronin (2001) model. This is illustrated in Figure 6.2.
Figure 6.2 Proposed Model of Islamic Service Quality Pattern: Reflective/Reflective

Construct/
Latent
Variable

Dimensions

Second-Order
Dimensions

SubDimensions

Source: Developed from various source for the purpose of the research

Notice that variables within the Islamic Value do not possess any sub-dimensions since
the result from the exploratory study did not show any indication of that pattern. The
proposed Islamic service quality model was tested using confirmatory factor analysis
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with the A M O S 6.0 statistical software (Arbuckle 2005) without firstly doing any factor
analysis and iteration process against the raw/collected data. This was done in order to
find the proposed model fit with the actual data and to answer the proposed hypotheses
using the estimated model. In case the proposed model and hypotheses could not show
acceptable threshold points as suggested in the literature, the analysis commenced by
analysing the suitability of each of the items in its construct (dimension/sub-dimension).
The evaluation of the proposed model (Figure 6.2) indicates a moderate goodness of fit
W =4961.201, DF=1995, normed x' (x^df) =2.487, GFI=.748, AGFI= 729, CFI=.873,
TLI=.868, NFI=.805, RMSEA=0.055). As we can see from these results, every
indicator, except normed x^ (x^/df), fall in a little lower than the commonly acceptable
threshold as listed in the Table 6.3 and 6.4 above.

Although some result of indices can still be considered close to an acceptable model fit
(i.e. normed x^ and RMSEA), the result might point out a level of discrepancy between
the samples observed with the proposed model of Islamic service quality. However, the
A M O S 6.0 output for the group/model suggests that this model is not admissible. This
indicates that some variance estimates may be negative, or that some exogenous
variables have an estimated covariance matrix that is not positive definite. Since the
sample model is based on a sample size of 500, it fulfils the "rule-of-thumb" minimum
sample to be analysed with SEM (minimum 300 cases), the inadmissibility of the result
might be caused by the incorrect specification of the proposed (theoretical) model with
the data obtained (Joreskog & Sorbom 1984). Thus, other than theoretical support, the
formation and interpretation of the factor/dimension is also influenced by the result
from the data analysis (Fassnacht & Koese 2006). Hence, further analysis to assess the
hypotheses for the proposed model cannot be done in this stage.

Since the hypotheses analysis for the proposed model (Chapter 5) was not possible to do
due to the model being statistically unacceptable, it was rejected. Therefore ftirther
analysis of the items and model specification is deemed important to re-estimate the
model until it fits with the data (Chin 1998). The model should be respecified based on
data processing through an exploratory factor analysis and confirmatory factor analysis
through careful attention to the suggested modification indices with the support that is
anchored on existing theoretical grounds. The following sub-section will give a detailed
explanation of these processes.
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6.12 Refining the Islamic Service Quality Model
The following sub-sections discuss the steps of model refinement in sequence starting
from item analysis, exploratory factor analysis, confirmatory factor analysis, data
iteration process and the assessments of the psychometric properties of the refined
Islamic service quality model.
6.12.1 Theoretical Support and Procedure for Model Re-specification/Refinement
Chin (1998) has suggested the typical procedures of measurement for model
development are as follows. First, a proposed model based on previous research and
study literature as well as hypothesising the relationship between observed indicators
and latent variables was developed. This stage is explained comprehensively in Chapter
5 by proposing the Islamic service quality model as illustrated in Figure 6.2 above.
Second, the model fit with the data is tested using the SEM analysis by applying the
AMOS 6.0 statistical tools (Arbuckle 2005). At this stage, the goodness of fit indices
and parameter estimates will be counted and the result will indicate the conformity of
the model proposed with the data obtained and justify whether the model is robust or
not.
In case the good model-fit threshold score is yet reached, the proposed model is rejected
and re-specification of the model to improve the fit with the data is conducted. The
rejection of the proposed model in the exploratory modelling stage is common in social
science research (Chin 1998). Based on the results of the proposed model analysis
(Section 6.11) above, it can be concluded that without statistical data/items screening,
the model from theoretical study and development was supported by the theory but
could not satisfactorily fit with the raw data obtained from the survey. The poor-fit of
the model against the data collected as presented in the previous two sub-sections has
led to the last step of scale development: model refinement as well as refining the model
framework.
A two-stage approach was proposed by Steenkamp & Van Trijp (1991) and Gerbing &
Hamilton (1996) to investigate the dimensionality of the Islamic service quality model.
First, the original pool of 65 items was subjected to the exploratory factor analysis
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( E F A ) with Varimax-rotation using the S P S S 14.0 statistical software ( S P S S 2 0 0 5 ) to
determine the number o f factor extractions resulting from this process. Second, the
remaining items from the E F A were entered into a confirmatory factor analysis ( C P A )
using A M O S 6 . 0 (Arbuckle 2 0 0 5 ) . Overall, this refinement was intended to improve the
model-fit but with the condition that the new refined model would still be supported by
the theoretical evidence and justification (Chin 1998). Since the model is indicating a
refiective direction, dropping the indicator(s) within the construct would not alter the
conceptual meaning o f the construct (Jarvis, M a c K e n z i e & Podsakoff 2 0 0 3 ) .

As in the proposed model, in the refined model it is also assumed that the Muslim
service quality model has reflective-only structure in line with evidence from the
previous research (Dabholkar et al. 1996; Fassnacht & K o e s e 2 0 0 6 ) . This choice was
based on the notion that the study on the latent variable, specifically the one that
employing S E M

on the data analysis, is best described as having

reflective-only

indicators (Chin

1998). Hence, the Islamic service quality construct matches

the

characteristics and criteria for having reflective-only indicators since it is based on a
hierarchical form o f the model and utilises the S E M as an analysis tool and in line with
the previous service quality conceptualisation (Dabholkar et al. 1996; Martinez-Caro &
Martinez-Garcia 2 0 0 7 ; Parasuraman, Zeithaml and Malhotra 2 0 0 5 ) .

Moreover, employing reflective indicators in this model implies that changes in the
dimension/sub-dimension level should not alter the Islamic service quality construct.
Hence, eliminating any o f the dimension/sub-dimension would not affect the conceptual
domain o f Islamic service quality construct (Jarvis et al. 2 0 0 3 ) . In this assumption, the
dimensions (or sub-dimensions) within the construct are needed to co-vary within each
other. Additionally, the choice o f employing the reflective-only indicators within this
present research is consistent with the proposed categorisation by Jarvis et al. ( 2 0 0 3 )
which requires the homogeneity on item scales and allows interchangeably item scales
that has high degree o f co-variation o f the items within each dimension. However, in
order to address the concern o f considering alternative model structures (Brady

&

Cronin 2 0 0 1 ; Cronin & Taylor 1992; Jarvis et al. 2 0 0 3 ; Coltman, Devinney, Midgley &.
Venaik Forthcoming)

and confirming the altemafive

conceptualisation

quality, several simulations o f the model that applied reflective and/or

of

service

formative

indicators were also performed. T h e review on the direction alternatives within the
measures model and the results o f the simulations that consider the reflective/formative
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issue will be presented later in Chapter 7. Details of the steps taken to improve the
model fit of the Islamic service quality model within this present research will be
explained thoroughly in this sub-section.
6.12.2 Item Analysis
At the initial stage, a total of 65 items of Islamic service quality as in the proposed
model (Figure 6.2) were categorised under nine factors/variables (namely, interaction
quality, environment quality, outcome quality, Halal/Haram, attention to Islamic
religious activities, honesty, modesty, humaneness and trustworthy). Table 6.6 generally
shows the reliability result for each variable/factor.
Table 6.6 Cronbach Alpha of the Dimension Level - Proposed Model

Item to total correlation
Dimension

n item (s)

Croanbach-alpha

Range: lowest to highest

Interaction Quality

9

0.900

0.6-0.7

Environment Quality

9

0.847

0.4 - 0.6

Outcome Quality

9

0.857

0.5-0.7

Halal/Haram

9

0.885

0.6-0.7

Attention to Islamic Religious
Activities

10

0.950

0.5 -0.9

Honesty

9

0.904

0.6-0.7

Modesty

3

0.728

0.4-0.7

Humaneness

4

0.909

0.7-0.8

Trust

3

0.891

0.7-0.8

Source: Developed from field report

From Table 6.5 it can be seen that all of the factor/dimensions have alpha values greater
than .70. These scores show that all dimensions have acceptable reliabilities (Nunally
1978). The item to correlation ranged from .40 to .90. The item-to-total correlation
refers to "the correlation between the score on the item and the sum of scores on all
other items making up each of the latent variable" (Wang, Tang & Tang 2001, p.93).
All item-to-total correlation scores show a range that greater than .40; therefore all the
items were included into the further analysis (Wang et al. 2001). All the items were then
subjected to exploratory factor analysis (EFA) statistical test.
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6.12.3 Exploratory Factor Analysis
The EFA was initially observed using the Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy and the Bartlett test of sphericity. The KMO value was .93, which
was considered to be adequate. In addition, the Bartlett's test showed a x^ value of
24384.001 (with df 2080 and p-value 0.01). This result suggests that the intercorrelation matrix contains sufficient common variance and was adequate to be
processed into factor analysis. EFA using the extraction method was the principal
factor analyses with Varimax-rotation were performed on all of 65 Islamic service
quality items. Items were grouped into 12 factors with benchmark for factor inclusion
with latent root criterion {eigenvalue) greater than 1. These 12 factors were able to
explain approximately 68.2% of the variance and consisted of 65 items.
To improve the uni-dimensionality and discriminant validity (Christodoulides et al.
2004), further data refinement methods were performed. First, the items which crossloaded on two or more factors or those which possessed a loading of less than .50 and
factor(s) which had less than 2 items per/group were removed from the analysis. From
this process, a total of thirteen items were deleted. The remaining 52 items then went
through the second EFA, and the items loaded into nine distinct factors. The total
variance explained by these nine factors increased slightly to 68.4%. The alpha for each
factor was also adequate (more than .70) as shown in Table 6.7.
Table 6.7 Second EFA and Cronbach Alpha

Factor

Name of Factor

n (items)

Alpha
(after EFA)

Factor 1

Attention to Islamic Religious Activities

9

.96

Factor 2

Interaction Quality (Attention and Behaviour)

6

.89

Factor 3

Honesty

9

.90

Factor 4

Halal/Haram

7

.90

Factor 5

Humaneness_Trust (combination)

7

.92

Factor 6

Environment Quality (Ambient and Design)

5

.82

Factor 7

Outcome Quality 1 (Tangible)

3

.86

Factor 8

Outcome quality 2 (Waiting Time)

3

.80

Factor 9

Modesty

3

.73

Source: Developed from quantitative field report
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6.12.4 Confirmatory Factor Analysis (CFA) of First-Order Factor Model

The model was then subjected to a first-order confirmatory factor analysis using AMOS
6.0. The 52 items of Islamic service quality were examined using confirmatory factor
analysis (CFA) grouped on the basis of the EPA results (Gerbing & Hamilton 1996).
This approach was used to examine the dimensionality of each variable/factor and also
to test the model fit of the nine dimensions/factor of Islamic service quality.
Considering its robustness to data distributional properties and its application within
most of previous research, the maximum likelihood (ML) algorithm was taken as the
method for parameter estimation (Hair et al. 1998). The CFA model fit results of these
nine factors showed moderate to poor representation of the data, because it failed to
meet the critical values of fit indexes with x^ (df 1238) = 3574.5; normed (X^/df) =
2.89; GFI = .77 CFI = .88 AGFI = .74 and RSMEA = .061. These results did not fulfil
the required scores of model-fit. An inspection of the modification indices revealed that
the fit of these nine factors could be improved by eliminating several cross loading
factors (Figure 6.3).
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Figure 6.3 First order Confirmatory Factor Analysis for Islamic Service Quality Model
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6.12.5 Iteration Process

The iteration process was based on modification indices of covariance
residuals/standard errors output from AMOS 6.0 software in conjunction with the
theoretical support for the items. Each item was evaluated on the criteria of eliminating
cross-loading items, eliminating highly correlated error variance based on the
modification index and residual co-variation scores (Anderson & Gerbing 1988; Chin
1998; Diamantopoulos & Siguaw 2006; Joreskog & Sorbom 1996). The error
coefficient of the item that cross-loaded (i.e. had a high residual) was removed one at a
time from the analysis, starting from the one displaying the highest modification index
to reduce impact on the overall model fit (Joreskog & Sorbom 1996). The list of items
removed from the model through the iteration process is shown in the Table 6.8.
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Table 6.8 Summary of 21 Items Statement Removed from the Analysis

Item
number
(item 50)
(item 60)
(item 76)
(item 75)
(item 43)
(item 54)
(item 17)
(item 77)

Construct

Removed at

Item(s) Statements

(Dimension/ Sub-dimension)
Attention to the Islamic Religious XYZ provide a place for saying prayer
Activities

iteration 1 (e8)

Honesty

XYZ does not seem to be fraudulent in their business
dealings

iteration 2 (e23)

Trust

XYZ company develop the trustworthy standard that
is applied in its servicescape

iteration 3 (e33)

Trust

XYZ company gives a high trust to its customer iteration 4 (e34)
during service transaction

Halal/Haram

XYZ company holds a Halal certificate for iteration 5 (e28)

Attention to the Islamic Religious XYZ company maintain the sanctity of the place for iteration 6 (e4)
Activities
praying
Design

This service provider's layout never fails to impress iteration 7 (e41)
me

Trust

The staff of XYZ company shows the considerable iteration 8 (e32)
amount of trust when servicing its customer
iteration 9 (e2)

(item 56)

Attention to the Islamic religious XYZ company pays attention to Islamic Holyday
activity

(item 58)

Attention to the Islamic religious
activity

XYZ understand that the attention to accommodate iteration 10 (el)
Islamic religious activities is important for me

Halal/Haram

XYZ understand that to accommodate Halal/Haram iteration 11 (e31)
of
is very important for me

Interaction Quality

The attitude of XYZ's employees demonstrates their iteration 12 (el 1)
willingness to help me

Honesty

There was no hard sell pressure with XYZ

Honesty

XYZ company does not support any gambling iteration 14 (el9)
practices

Halal/Haram

XYZ company clearly display a certificate of iteration 15 (e29)
Halal/Haram

Honesty

XYZ's company is honest in business dealings

Environment Quality

XYZ knows the kind of
are looking for

(item 48)
(item 4)
(item 63)
(item 64)
(item 44)
(item 59)
(item 30)

iteration 13 (e20)

iteration 16 (e24)

its customers iteration 17 (e44)

(item 19)

Attention to the Islamic Religious XYZ company provide appropriate attention to iteration 18 (e9)
Islamic religious activities
Activities
XYZ understand that the design of its facility is iteration 19 (e43)
Design
important to me

(item 7)

Interaction Quality

XYZ's employees respond quickly to my needs

Modesty

The dress code of XYZ staff follow Islamic dress iteration 21 (e50)
code

(item 49)

(item 70)

Source: Developed from quantitative field report

iteration 20 (el4)
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This iteration process did not change the number of factors under the post-EFA
construct of Islamic service quahty. One factor, "humaneness and trust" (i.e.
hum_trust), was reduced to be consisted of "humaneness" items only. Thus, the factor
was renamed to "humaneness".
Cronbach-alpha scores for the iterated model were measured, and the dimensions show
acceptable reliabilities as suggested by Nunnaly (1978) with scores that exceed the
required >.70 mark. Table 6.9 summarises the result for each of the dimensions:
Table 6.9 Iterated Model Cronbach-Alpha (Dimensions Level)

Factor

Description/ Name

Number of items

Cronbach-alpha

(after iteration
process)
1

Attention to Islamic religious activities

4

.96

2

Interaction Quality

4

.85

3

Honesty

5

.84

4

Halal/Haram

4

.85

5

Humaneness

4

.91

6

Environment Quality

3

.70

7

(Outcome Quality) Tangible Factor

2

.84

8

(Outcome Quality) Waiting time

3

.80

9

Modesty

2

.92

Source: Developed from quantitative field work

6.12.6 Second CFA after an iteration process

The results of the second CFA analysis for the first-order level on these 31 remaining
items were analysed next. The second CFA output of the goodness-of-fit index
indicated that the nine factors are correlated but not governed by a common
construct/latent factor even though the statistic is significant (x^= 658.288; df= 400
normed x^ (x^/df) = 1.65; p<0.001) and other fit indices for the first-order model are
greater than the recommended by the literature and showed an acceptable overall fit
(GFI = .923 CFI =.972 AGFI =.905 and RSMEA = .036). The results support the firstorder model of Islamic service quality (Figure 6.4)
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Figure 6.4 Second Attempt of First-Order CFA Model for Islamic Service Quality
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6.12.7 Psychometric Properties of Items and Factors under the Islamic Service
Quality Model
Several test and analysis were performed in order to assess the psychometric properties
of the Islamic service quality model. These analyses include analysis of content validity,
and construct validity (convergent validity (including reliability) and discriminant
validity) which are important for further model testing.
The first validity test investigated the model's content validity, and involved the activity
of comparing and reviewing the literature support of the final variables screened and
obtained from the EFA and CFA processes (Flynn, Sakakibara, Schroeder, Bates &
Flynn 1990). Two experts in marketing and one expert with management background
advised the researcher on how to assess this validity. Four out of nine variables within
the service quality instrument were taken from the existing Brady & Cronin (2001)
framework that came from several other existing theories (Cronin & Taylor 1992;
Dabholkar et al. 1996; Parasuraman et al. 1998; Rust & Oliver 1994). Hence, each of
the variables is widely supported by the existing literature mentioned. These variables
are; interaction quality ("attitude" and "behaviour" sub-dimensions combination),
environment quality ("ambient" and "design" sub-dimensions combination), waiting
time factor and tangible factor. The remaining five variables - namely, Halal/Haram,
attention to religious activities, modesty, honesty and humaneness - are strongly
supported by Islamic business ethics and Islamic rules and regulation literature (AlQaradawi 1985; Beekun 1997; Ismail 1981; Mutahhari 1989; Rice 1999). Based on the
availability of theoretical support for each variable within the literature, the variables
used in the Islamic service quality model had good grounding in the literature, hence
fulfilling the criteria of content validity.
Secondly, construct validity was evaluated through two main assessments: the
convergent validity and discriminant validity. The convergent validity requires a high
factor loading for each and every item within the construct and the measurement model
has also to demonstrate a satisfactory level of this construct reliability (Anderson &
Gerbing 1988; Fomell & Larcker 1981; Sarkar, Echambadi, Cavusgil & Aulakh 2001).
Nunnaly (1978) proposed that the internal consistency assumed that all items within a
model should be a slightly different measure of the same concept. In this present study,
internal consistency scores were computed using the Cronbach alpha statistical
test/coefficient result using SPSS 14 (Cronbach 1951; SPSS 2005). As shown in Table
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6 . 1 0 , most o f the factor loadings o f the items are relatively large and positive, ranging
from .35 to .89 which are significant (/?<0.00I). T h e /-value o f the items was also
examined to determine whether the item is statistically significant or not (Anderson &
Gerbing 1988; Fomell & Larcker 1981) and showed that all items in this model are
statistically

significant at p < 0 . 0 1 .

The results o f the internal consistency o f the

dimensions/variables within this present research varied from .69 to .98 hence exceeded
the minimum recommended threshold o f internal consistency o f .60 (Hair et al. 1998).

Next, the scale convergent validity was evaluated using average variance extracted
( A V E ) test that measures the percentage o f total variance accounted for by each factor
(Christodoulides et al. 2 0 0 4 ) . A V E is described as "the amount o f variance that is
captured by the construct in relation to the amount o f variance due to measurement
error" (Fomell & Larcker 1981, p.45).

The results shows that all factors fulfil the

criteria o f convergent validity and judge to be adequate/exceed the threshold value
because all o f the A V E shared between the factor and their observe variables fall above
.50 score i.e. the variance captured by the construct surpass the variance due to
measurement error (Fomell & Larcker 1981; Jones 2 0 0 5 ) , ranging from .66 to .93
(Table 6.10). In sum the manual computation and result from S E M confirmatory factor
analysis that was applied to evaluate the convergent validity (Anderson & Gerbing
1988) shows that the A V E is satisfactory for all variables/factors. Thus, the convergent
validity o f the model was ftilly demonstrated.
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Table 6.10 (Construct Validity Test 1) - Convergent Validity
factor

F A C T O R S a n d I T E M S *)

loading

Item

Internal C o n s i s t e n c y

(p<0.001)

Reliability

( C o n s t r u c t Reliability)

AVE

F1 Attention to Islamic
IVact7_55

0.784

0.913

Ivact5_53

0.845

0.914

Ivact4_52

0.887

0.895

Ivact3_51

0.887

0.863

F2 Interaction Quality:

Iqattl_3

0.450

0.611

(Attitude a n d b e h a v i o u r )

Iqatt3_5

0.631

0.724

Iqbhvl_6

0.569

0.674

Iqbhv3_8

0.671

0.716

Ivhns9_67

0.509

0.693

Ivhns8_66

0.637

0.666

Ivhns7_65

0.478

0.584

Ivhns4_62

0.451

0.626

Ivhns3_61

0.499

0.667

F4 Halal/Haram

Ivhhl_40

0.713

0.746

(4 items)

lvhh2_41

0.666

0.738

Ivhh3_42

0.467

0.632

lvhh6_45

0.525

0.644

Ivhum4_74

0.565

0.792

lvhum3_73

0.791

0.839

Ivhum2_72

0.826

0.83

Ivhuml_71

0.707

0.721

Eqamb2_l 5

0.425

0.536

Eqamb3_l6

0.528

0.525

Eqdsg2_18

0.348

0.469

OQtgb2_29

0.711

0.726

OQtgbl_28

0.742

0.726

OQwtm3_27

0.513

0.586

OQwtm2_26

0.762

0.731

OQwtml_25

0.467

0.59

F9 M o d e s t y

IVmod2_69

0.873

0.856

(2 items)

lVmodl_68

0.837

0.856

Religious Activities
(4 items)

(4 items)

F3 Honesty
(5 items)

F5 H u m a n e n e s s
(4 Items)

0.958

0.922

0.845

0.759

0.842

0.716

0.849

0.767

0.909

0.847

0.695

0.656

0.841

0.852

0.791

0.758

0.922

0.925

F6 E n v i r o n m e n t Quality:
A m b i e n t condition and
Design
(3 items)

F7 O u t c o m e s Quality:
Tangible
(2 items)
F8 O u t c o m e s Quality:
Waiting Time
(3 items)

*) t-values range from 10.18 - 42.11 (p<0.001) for the various measurement

items
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The second assessment of construct validity involved a test of the discriminant validity
of the model. Discriminant validity of the model implies to the level to which a certain
variable/factor of the model differs from other variables/factors within this measurement
model (Fomell & Larcker 1981). The discriminant validity requires that the variance
shared between two factors should be less than the variance in the items explained by
each of these factors/variables (Fomell & Larcker 1981). The variance shared by any
two variables/factors for discriminant validity is acquired by squaring the correlation
between the two construct (Fomell & Larcker 1981). For this purpose, the square root
of AVE was computed and compared with the inter-correlations between the factor and
all other factors. The results in Table 6.10 show that all of the inter-correlation between
the factor and all other factors (under the grey shadows) are not excessively high and
fall below the square root of AVE between variables (diagonal elements in bold) i.e. the
square root of AVE is greater than the correlation values in the corresponding rows and
columns. This result implies that the item from one variable is unlikely to be loading on
to the other variables. Therefore it can be concluded that the Islamic service quality
model fulfils a satisfactory level of discriminant validity in the variable/factor level for
all variables/factors.

Table 6.11(Construct Validity Test 2) - Discriminant Validity
Internal
Consistency

1

F1 rel.act

0.958

.941

F2 i n t . q u a l l _ a t t & b h v

0,845

0.149

.884

F3 honesty

0.842

0.272

0.472

.904

F4

0.849

0.265

0.317

0.468

.874

F5 hum_trust

0.909

0.313

0.390

0.640

0.395

.958

F6 env.quality

0.695

0.166

0.444

0.450

0.200

0.457

.806

F7

OQ-tangible

0.841

0.104

0.461

0.459

0.395

0.525

0.227

.911

F8 O Q - waiting time

0.791

0.113

0.541

0.440

0.216

0.441

0.364

0.456

.831

F9 m o d e s t y

0.922

0.229

0.234

0.477

0.436

0.422

0.667

0.268

0.304

Halal/Haram

Note:

2

3

4

5

The figures in bold represent the square root of the average variance
The figures in plain text within the grey shadows represent

6

7

8

extracted

correlations

From the evaluation of the content and constmct validity (including convergent and
discriminant validity) results it can be concluded that the 31 items from a total of nine
dimensions/variables provided a consistent measures of the Islamic service quality

9

.961
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construct. Hence, Islamic service quality construct possessed an adequate content and
construct (convergent and discriminant) validity and the model could represent the data
very well. After the psychometrical assessment was achieved the analysis extends to
test of the actual model of Islamic service quality.
6.12.8 Conclusion on Scale Purification and Refinement
Overall, sub-section 6.12 elaborated the research stage that refines the Islamic service
quality model, which leads to several conclusions that can be drawn from the model
refinement process. First, a reliability analysis of 65 items under nine proposed factors
at the second-order dimension level was performed. The nine proposed factors were:
Halal/Haram, attention to Islamic religious activities, honesty, humaneness,
trustworthiness, modesty, interaction quality, environment quality and outcome quality
(with an additional three sub-dimensions for each of the last three mentioned secondorder dimensions). Using the Cronbach alpha score showed that all the factors in the
models have considerable high Cronbach alpha scores. Second, the psychometric
analyses from this refined model indicated that the model significantly fialfils the
requirements of construct reliability, construct (convergent/discriminant) validity and
content validity with all scores exceeding the recommended threshold, thus summary
that the items within the model were the actual representation of Islamic service quality
Next, an exploratory factor analysis (EFA) using SPSS 14.0 confirmed the grouping of
the nine revised factors (initially 12 factors, but 3 factors were eliminated because they
failed to fialfil certain criteria, sub-section 6.11.3). Four of these factors/dimensions
were changed into the following form: from the Islamic values factor, only factor
"trustworthiness" that was not grouped into one factor, but rather grouped under the
same factor of "humaneness". Thus the term used to refer to this combination factors is
"hum_trust" and makes the total factors that related to Islamic value become only five.
From the Brady & Cronin (2001) general factor, only interaction quality and
environment quality remained the same as proposed in the Brady & Cronin (2001)
model (note: with some reduction on their items). On the other hand, the "outcome
quality" factor was split into two factors, namely tangible and waiting time factor.
From the EFA procedure a total 13 items were deleted due to the failure of these items
to fulfil the cut-off criteria. The remaining 52 items were included in the first attempt of
first-order CFA analysis. The first attempt on first-order confirmatory factor analysis
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yielded relatively moderate fit indices. Hence, in order to increase the model fit indices
score and to address the modification indices information that could improve the model,
the iteration process was then employed. In total 21 out of 52 items were iterated and
left a total 31 items under the Islamic service quality model. Another outcome of the
iteration process was the elimination of the total 3 items question of trustworthiness
dimension/factor (after EFA this dimension was collaborated with the humaneness
dimension under the name "hum trust" factor). Thus, the deletion of all three items of
the trustworthiness factor implied to the change of the factor in "humaneness" factor
consist only humaneness-related items.

Before the actual measurement model of Islamic service quality is tested, the results
from the iteration process above was again re-tested with the second attempt of firstorder CFA test using AMOS 6.0. It was confirmed that in the second attempt at a firstorder CFA analysis, the model fit indices scores increased significantly from the first
attempt. The result from the second attempt CFA then became a guideline for building
the second-order Islamic service quality model by adding the Islamic service quality
instrument as the latent variable that covers the total remained nine dimensions/factors.
The following secfion will explain the results from the actual model of Islamic service
quality.

6.13 Second-Order Model of Islamic Service Quality (Model 1)
After ensuring the validity and reliability of the first-order model, the nine variables/
factors were then analysed at the second-order level. This analysis was taken to achieve
a valid model fit for the data obtained as well as the theoretical support behind the
developed model. The test of the second-order model implies that the Islamic service
quality construct governs the correlations among nine factors and acts as the higher
order latent factor. These factors are: attention to Islamic religious
Halal/Haram,

activities,

honesty, humaneness, modesty, tangible, waiting time, environment

quality (combination between sub-dimensions ambient condition and design) and
interaction quality (combination between sub-dimensions attitude and behaviour). The
illustration of this model is resented in Figure 6.5 below.
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Figure 6.5 Second-Order Model for Islamic Service Quality Model 1
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The model in Figure 6.5 above follows the conceptualisation pattern as in the
SERVQUAL or SERVPERF model (Cronin & Taylor 1992; Parasuraman et al. 1985).
All nine composite factors in the model were treated as the lower order factor and were
in the same level/dimensions; governed by the main latent variable "Islamic service
quality".
The second-order factor model analysis exhibited a significant statistical result (with
X'=838.13; df=427; normed x'=\.96; p<.00\) with the goodness-of-fits indices above
the suggested benchmark, except the AGFI index that shows moderate fit (CFI=.96;
GFI=.90; AGFI=.88; RSMEA=.044). The results of coefficient estimates of nine factors
within this second-order model show the significance relationship path with the higher
level latent variable of Islamic service quality. The path loadings vary from .33 to .80
and exhibit significantly high values (p<.001) varying from 5.60 - 6.42. Based on
these results it can be concluded that Islamic service quality can be conceptualised as a
multidimensional measure affected or impacted by nine factors (i.e. Halal/Haram,
attention to religious activities, interaction quality, tangible factor, environment quality,
waiting time factor, humaneness, modesty and honesty), and the second-order model is
acceptable. However, in order to improve the model-fit and to seek the better
conceptualisation of Islamic service quality as permitted under the SEM analysis,
several alternative models were also developed and tested (Chin 1998). Further
explanation on the Islamic service quality model alternatives are presented next.
6.14 Third-Order Alternative Models of Islamic Service Quality
As mentioned above, the proposed model (Chapter 5) was rejected as being
(statistically) unacceptable. Moreover, the AMOS 6.0 analysis indicated that the model
is not admissible due to the occurrences of negative variance scores (Joreskog &
Sorbom 1984). The resulting revised model as well as the psychometric analysis of the
iterated model shows that this model is fulfilling the recommended score of the
goodness-of fit (Model 1 Figure 6.4). However, "for any given SEM model, there will
often be alternative models that have different forms but are equivalent in terms of
overall model fit" (Chin 1998, p. 12). These models are commonly adopted from the
theoretical domain of service quality and for the purpose of this present study in
particular, the literature review was also explored to account for cultural influence on
service quality.
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In total, there are two alternative models that are proposed as the model that
conceptualise the Islamic service quality construct which would be tested next. The first
alternative placed the Islamic service quality as a third-order model and consisted of six
main dimensions - which are attention to Islamic religious activities (dimension 1),
Halal/Haram (dimension 2), honesty (dimension 3), humaneness (dimension 4),
modesty (dimension 5), and Brady & Cronin (2001) factor (dimension 6). In this model,
the first five dimensions mentioned are related to Islamic values and stood individually
at the same level as the Brady & Cronin (2001) factor dimension. While the first five
dimensions within this model are placed in the second-order level directly to the item
scale without any first-order sub-dimensions, the Brady & Cronin (2001) dimensions
were placed also in the second-order level, but having four other first-order subdimensions. These four sub-dimensions are interaction quality, environment quality,
tangible and waiting time. Each of these sub-dimensions was constructed from two or
more observed item scales.
The second alternatives conceptualised the Islamic service quality model as a thirdorder level model with identified dimensions and sub-dimensions. In the third-order
level, two dimensions, namely Islamic value factor and General SQ factors were placed
directly under the Islamic service quality construct. Under the Islamic value factor, there
were five sub-dimensions attached: Halal/Haram, honesty, attention to Islamic religious
activities, modesty and humaneness. While under the B&C general factor, there are four
other sub-dimensions attached, which are waiting time factor, tangible factor,
interaction quality and environment quality.
As this research was aimed at finding the model of Islamic service quality which has the
best fit, the three competing models were identified and tested using AMOS 6.0
statistical tools. Since the first model (Model 1) has been discussed in sub-section 6.13
above (Figure 6.4), the following two sub-sections will elaborate the other two models
of Islamic service quality. The detail of the statistical tests to assess mode fit to the data
will be presented as well as the decision on which model represents the Islamic service
quality model which should also be based on theoretical grounds. For that purpose, the
tests of variance for these two alternatives models was conducted to find out the
relationship of the factors in the data set (Gray & Laidlaw 2004; Hoyle 1991). This
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assessment employed the x^ statistical test (Marsh & Hocevar 1985) and was examined
by evaluating the goodness-of-fit indices (Gray & Laidlaw 2004). Next, the model
evaluation is concluded by assessing the model-fit statistical analysis using AMOS 6.0.
6.14.1 Islamic Service Quality Model 2 (Alternative 1) CFA and Model Analysis
As described in the model analysis before, the six second-order factors were correlated
measures of Islamic service quality and tested using confirmatory factor analysis. The
assessment is based on the chi-square statistics and /-test as well as the goodness of fit
indices achievement. The statistic show significant (x^=720.147; df=417; normed x^
(x'/df) = 1.727; p<.001) and the other fit indices shows good fit model (CFI=.97;
GFI=.91; AGFI=.90 and RSMEA=.038). The illustration of the Alternative 1/Model 2 is
presented in Figure 6.6 below.

Figure 6.6 Second-Order CFA model 2 For Islamic Service Quality (Alternative 1)
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The x^ statistic of this third-order model was also significant (x^=752.75; df=426;
normed x^ (x^/df) = 1.77; p<.001) and almost identical with the second-order CFA
results (Figure 6.5), the other fit-indices also show model is a good-fit (CFI=.97;
GFI=.91;

AGFI=.90

and

RSMEA=.039).

The

diagrammatic

Alternative 1 is presented in Figure 6.7 below.

Figure 6.7 Alternative 1 - Islamic Service Quality Model 2
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6.14.2 Islamic Service Quality Model 3 (Alternative 2) CFA and Model Analysis
The second alternative model is a hierarchical and multilevel design with strong support
from prior research by Dabholkar et al. (1996) Brady & Cronin (2001) and Ko &
Pastore (2002). These studies suggested that service quality had a multilevel and
hierarchical conceptualisation as a reflection of the hierarchical perception in the
customers' mind. Further, research of service quality by Imrie et al. (2002) who
consider cultural influences should be governed by a higher order latent variable. The
implication of this conceptualisation led to the possibility of forming the Islamic value
factors as a higher latent variable of five Islamic factors {Halal/Hamm,

honesty,

attention to Islamic religious activities, modesty and humaneness) within the similar
pattern with the Brady & Cronin (2001) factors (Figure 6.8).

Figure 6.8 Second-Order CFA Model 3 for Islamic Service Quality (Alternative 2)
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The

statistic o f the third-order model shows a significant level (x^=751.29; df=425;

normed x^ (X^/df) = 1.77; p<.001), the other fit indices also show good fit model
(CFI=.97; GFI=.91; AGFI=.90 and RSMEA=.039).

The Islamic values dimensions

were grouped into one higher order factor with the title "Islamic value", and stood in the
same level with the Brady & Cronin (2001) construct. Islamic service quality consisted
o f two dimensions - the Brady & Cronin (2001) derived dimensions o f service quality
(4 sub-dimensions) and Islamic value (5 sub-dimensions). The x^ statistic o f this thirdorder model showed an almost identical significance level with the C P A result o f the
third model as well as the model fit indices on the Alternative 1/Model 2 (Figure 6.6)
(X'=751.29; df=426; normed x' (x'/df) = 1.76; /?<.001) and the other fit indices also
shows

good

fit model

(CFI=.97;

GFI=.91;

AGFI=.90

and

illustration of the Alternative 2/Model 3 is presented in Figure 6.9

RSMEA=.039).

The

Figure 6.9 Alternative 2 - (Second-Order) Islamic Service Quality Model 3

q)Qtgb1_2^Cj)Qtgb2_2^

C|Qwtm1 _^S|Qwtm2_^6^Qvrtm3_g7 IVmod 1 _68IVmod2_69

171

6.14.3 Analysis of Islamic Service Quality Model and Model Alternatives
The data analysis has resulted in three competing models to be compared to determine
which model best represents the Islamic Service Quality construct. The first comparison
was related to the comparison of the goodness-of-fit indices (GFI) results from the three
models above (Brady & Robertson 2001). In order to do so, one exploratory research
question was raised:

RQ.- Which model best fits the data?

All three models all yielded a good model fit with GFI, NFI, TLI, AGFI and CFI above
the recommended level .90; the RSMEA were lower than 0.05 and the normed -f were
between the range 1 to 3 (p<.000). The primary model shows a better result for NFI,
TLI, CFI and RSMEA indices. However, the score of normed y^ of this model was
lower than the alternative models. Moreover, the result of AGFI at less than the required
threshold of .90 indicates that the primary model did not fit the data quite well (Gerbing
& Anderson 1988). All the scores from Alternative 1 shows better fit than the primary
model, however, the results from Alternative 1 and Alternative 2 were nearly identical.
None of the models possesses significantly better model fit indices required to ultimate
Islamic service quality model. Therefore further analysis is needed to decide on which
model best represents the Islamic service quality construct.

The next analysis involves the comparison of r-value and item loading for each upper
level order (dimension level) of the models. Table 6.12 depicts the statistical results of
these three models.
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Table 6.12 Measurement Analysis Result of Islamic Service Quality Model and Alternative
Models
Chi
Measurement Model
(n=500)
square

df

Primary

838.13

427

Alternative 1

752.75

Alternative 2

752.75

NFI

TLI

CFI

GFI

AGFI

RSMEA

1.96

0.91

0.95

0.96

0.90

0.88

0.044

426

1.77

0.92

0.96

0.97

0.91

0.90

0.039

426

1.77

0.92

0.96

0.97

0.91

0.90

0.039

Normed

Source: Developed from field report

The factor loadings for variables within the primary model range from the lowest score
of .33 (Fl: Attention to religious activities) to .79 (F3: Honesty). In Alternative 1, the
upper-order level factors loadings which vary from lowest .36 to highest .812 both
belong to the same factors as in the primary model. Finally the factor loadings result for
the Alternative 2/Model 3 range from .79 for Brady & Cronin (2001) level 2 (later
mentioned as 'general factor) and .93 for Islamic value factor.
From this result the specification of the Alternative 2 model exhibited the greater range
of the factor loadings/regression weights compared to the other two models.
Furthermore, the Islamic value factor has the highest factor loading score to the Islamic
service quality construct (note: in the Figure termed as "ISQ3") amongst the other
factors in dimension level (.93). This result indicates that the five Islamic
variables/factors {Halal/Haram, attention to Islamic religious activities, humaneness,
honesty and modesty) is best conceptualised as having a higher-order construct (i.e.
Islamic value factor) that governed them because it exhibited higher correlation between
the Islamic value factor and the Islamic service quality construct.
Imrie et al. (2002) have suggested that when investigating the customers' perception of
service quality that includes cultural influences, there will be some additional factors
that occurred. These factors form a hierarchical and multilevel pattern and should be
grouped into a higher-order level of abstraction (i.e. Confiician ethics). Moreover,
Dabholkar et al. (1996) and Brady & Cronin (2001) also summarised from their studies
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that service quality is better described

as having a multilevel

and

hierarchical

construction rather than a single-order form. Hence, in line with their conclusion and the
result from the factor loading score as well as the model fit indices, the model that was
chosen to be the model representing Islamic service quality is Alternative 2. However,
with regards to the similar indices model fit scores of the Alternative 1/Model 2 and
Alternative 2/Model 3, it is possible to draw a conclusion that these two competing
models can be used as models that represent the Islamic service quality model
interchangeably.

Table 6.13 Standardised Path Coefficients - Summary Islamic Service Quality Model and
Alternative Models

First and Second-Order

Model

Factor Loading

Variables

t-value
*)

Model 1
F70Q - jangible

<—

ISQl

.616

5.970

F2 int.quall_att&bhv

< —

ISQl

.605

5.721

F5 humaneness

< —

ISQl

.761

6.421

F1 rel.act

<—

ISQl

.326

F3 honesty

< —

ISQl

.798

6.236

F6 env.quality amb&dsgn

<—

ISQl

.611

5.601

F9 modesty

<—

ISQl

.570

6.081

F4 Halal/hHaram

<—

ISQl

.553

5.902

F8 O Q - waiting time

<—

ISQl

.621

5.680

ISQ2

.733

9.250

-

Alternative 1/ Model 2
B&C level 2
F2 int.quall_att&bhv

<—

B&C level 2

.684

9.265

F6 env.quality amb&dsgn

<—

B&C level 2

.710

9.617

F8 O Q -_waiting time

<—

B&C level 2

.675

8.909

F7 O Q - J a n g i b l e

<—

B&C level 2

.736

F1 rel.act

<—

1SQ2

.357

6.629

F3 honesty

< —

1SQ2

.819

10.381

F4

<—

1SQ2

.573

9.250

F5 humaneness

<—

ISQ2

.796

11.420

F9 modesty

<—

1SQ2

.617

-

B&C level 2

<—

ISQ3

.791

-

Islamic Value

<—

1SQ3

.926

-

F2 int.quall_att&bhv

<—

B&C level 2

.684

9.265

Halal/Haram

-

Alternative 2/Model 3

B&C level 2

.710

9.617

F8 O Q - waiting time

<—

B&C level 2

.675

8.909

F7 O Q - J a n g i b l e

<—

B&C level 2

.736

F1 rel.act

<—

Islamic Value

.357

6.629

F4

<—

Islamic Value

.573

9.250

F3 honesty

<—

Islamic Value

.819

10.381

F5 humaneness

<—

Islamic Value

.796

11.420

F9 modesty

< —

Islamic Value

.617

F6 env.quality amb&dsgn

Halal/Haram

Note: all significant at p<0.001
The numbers in bold represents the loading path score on dimension

level

-

-
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6.15 Findings Related to the Research Questions and Hypotheses
The overall processes above have changed the conceptualisation of an Islamic service
quality model from the proposed model (Figure 6.2). Hence, hypotheses adjustment is
deemed necessary to test the significance of the new model (Figure 6.10). The next
section will discuss the adjusted-hypotheses test based on path coefficient analysis
(standardised y5) and the significant level of p, which will investigate the robustness of
the Islamic service quality model.
Figure 6.10 Islamic Service Quality Model (Ultimate Model/ Model 3/Alternative 2)

Construct/Latent
Variable

Dimension
level

Subdimension
level

Source: Developed from Quantitative Field Work Data

As the model changed, the hypotheses were also adjusted following the path and new
relation between variables according to the Alternative 2/Model 3. These revised
hypotheses are presented along with the hypotheses testing based on two assessments.
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First, the path coefficient (standardised 13) is examined. The path coefficient value
should be > .15, in other words explaining at least 1.5% of the variance of the
predetermined variable (Falk & Miller 1992). Second, the significance of the
standardized B is then evaluated using the t-value of the parameters (Critical Ratio) with
the significant level 0.01 or a = 99% (i.e. the t-value should be greater than 2.58 or less
than -2.58). Another assessment is related to the path coefficient that does not possess
the output of the t-value. These paths were requested to be fixed into 1 (one) by the
AMOS 6.0 (Arbuckle 2005) procedures. To evaluate them, the cut-off point as noted by
Falk & Miller (1992) is that the explained variance of the endogenous variable (R^ or
estimates) should be >0.10. The details of the hypotheses testing are presented below.
6.15.1 Hypotheses Testing for Two Main Dimensions
There are two main hypotheses for the dimension level tested for Alternative 2/Model 3
(Figure 6.10):
H1: The SQ General Factor Dimension will be positively related to the Islamic
Service Quality Construct
H2: Islamic Value Assessment and Islamic Service Quality will be positively
related.
The hypotheses for two main dimensions, Brady & Cronin (2001) service quality and
Islamic value, are the same. The analysis shows that there are positive and significant
relationships between two main dimensions and the general Islamic service quality. The
standardised beta/path coefficient for those two dimensions are (B=0.79, p<0.01) and
(B=0.93,;j<0.01) respectively. Hence, hypotheses 1 and 2 are supported.
6.15.2 Hypotheses Testing of Brady & Cronin (2001) Model
In the proposed hypotheses, there were nine sub-dimensions under the SQ General
factor (B&C general factor). However, after the data reduction process using
exploratory factor analysis, only four sub-dimensions remained. They are: interaction
quality, environment quality, waiting time and tangible factor. Therefore, the

Ml
hypotheses for the sub-dimensions under the SQ Genera! construct should be adjusted.
These hypotheses are presented in H3 - H6 below:

H3:

Interaction

Quality and SQ General Factor will be positively

H4:

Physical Environment

related.

Quality and SQ General Factor will be

positively

related.
H5:

waiting time and SQ General Factor will be positively

H6:

Tangible and SQ General Factor will be positively

related.

related.

As the coefficient path of Hypothesis 3 (interaction quality) is (6=0.68, t-value= 9.27,
p<0.01); Hypothesis 4 (physical environment) is (B=0.71, r-value=9.62, p<0.01);
Hypothesis 5 (waiting time) is (B =0.68, /-value=8.91, p<0.01) and Hypothesis 6
(tangible) is (B =0.74,/?<0.01); this implies that these hypotheses are supported. In other
words, all four sub dimensions of "SQ general factor" had significant and positive
relationship with their higher order factor.

6.15.3 Hypotheses Testing of Islamic Value/Factor
There were six sub-dimensions proposed under the Islamic value (factor). However, the
sub-dimensions trustworthiness was eliminated during the process of exploratory and
confirmatory factor analysis. Therefore only five remaining hypotheses are tested (H7 Hll).

H7: Honesty and Islamic Value Assessment will be positively
H8.' Halal/Haram

related.

and Islamic Value Assessment will be positively

related.

H9: Attention to the Islamic Religious Activities and Islamic Value
will be positively

related.

HIO: Modesty and Islamic Value Assessment will be positively
Hll: Humaneness

Assessment

related.

and Islamic Value Assessment are positively

related.

Hypothesis 7 (honesty) is supported as the regression weight of honesty and Islamic
value

construct

{Halal/Haram)

was

(B=0.82, /-value=10.38,

p<0.01).

Moreover,

hypothesis

8

(B=0.57, r-value=9.25, p<0.01), hypothesis 9 (attention to the Islamic

178

religious activities) (6=0.36, r-value=6.63, p<0.01), hypothesis 10 (modesty) (B=0.62,
/7<0.01), and hypothesis 11 (humaneness) (B=0. 80, /-value=l 1.42, p<0.01) are also
supported with reasonable value of coefficient path and t-value (and/or R^) for each
relationship.
6.15.4 Summary of Hypotheses Testing
Table 6.14 below shows the summary of the hypotheses assessment from the result of
the structural model. Based on these results, it can be concluded that total 11 hypotheses
that link the Islamic service quality construct directly with its dimensions and indirectly
with

its

sub-dimensions

are

supported

with

positive

and

significant

(p<0.01)

correlations. This implies that the refined model (Figure 6.10) is a valid and robust tool
to measure the Islamic service quality model of Muslim customers' perception.

Table 6.14 Parameter Estimates Islamic Service Quality Model
Hypothesis relationship

Path C o e f f i c i e n t

Critical Ratio

( S t a n d a r d i z e d 0)

(t-value)

Result

S Q General Factor <r ISQ

0.79

-

CONFIRMED

Interaction Quality <r S Q General Factor

0.68

9.27

CONFIRMED

Environment Quality

0.71

9.62

CONFIRMED

T a n g i b l e <r S Q General Factor

0.74

-

CONFIRMED

Waiting time ^ S Q General Factor

0.68

8.91

CONFIRMED

Islamic Value <r ISQ

0.93

-

CONFIRMED

Honesty <- Islamic Value

0.82

10.38

CONFIRMED

Halal/Haram

0.57

9.25

CONFIRMED

Islamic Religious A c t < - Islamic Value

0.36

6.63

CONFIRMED

M o d e s t y ^ Islamic V a l u e

0.62

-

CONFIRMED

Humaneness ^

0.80

11.42

CONFIRMED

Note:
Normed

Model

S Q General Factor

<r Islamic Value

Islamic V a l u e

Fit Slalislics

x'=l.

x' =752.75, df =426

,
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Normed fit index (NF!) =. 92
Incremental

fil index (IFI) =. 96

Comparative

fit index (CFI) = .97

Root mean square

error of

approximation

(RMSEA)=.039
P<O.OI

Source: Developed from quantitative field

report

6.16 Conclusion of Quantitative Research
The model fit test on the replication of Brady & Cronin (2001) model and proposed
model (Chapter 5) failed to depict a valid and robust model of Islamic service quality.
Some adjustment and refinement based on the literature were conducted to determine an
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acceptable model. The process o f item analysis, exploratory and confirmatory factor
analysis, model re-specification and goodness-of-fit test as well as hypotheses testing
were sequentially done in order to develop the Islamic service quality measurement
model.

Three competing models were tested to find the best representative model o f Islamic
service quality. However, the results from the model fit test could not specifically
determine a better model between Alternative 1/Model 2 and Alternative 2/Model 3.
All o f the models are statistically acceptable, although each model has a different
explanation o f the data.
Alternative

2/Model

3

It is possible to say that the Alternative 1/Model 2 and
both

represents

Islamic

service

quality

and

hence

are

interchangeable from the point o f view o f measuring the service quality from Muslim
perception. Alternative 2 has greater conceptual support from the literature with most o f
the studies which employed the Brady and Cronin (2001) model demonstrated that the
additional factor(s) that specifically define the particular context (either cultural or
service sector) should best be conceptualised as having a higher-order latent variable
umbrella under the service quality construct (Dagger & Sweeney 2004; Jones 2005;
Martinez-Caro & Martinez-Garcia 2007b). Therefore for the purpose o f the analysis in
this present study, the focus will be emphasized on the application o f the Alternative
2/Model 3 as the final model of Islamic Service Quality. Further explanation about the
model, the results as well as the implications o f this model for the service quality
literature and the service provider will be explained in Chapter 7.
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Chapter 7: Discussion, Contribution, Limitations
and Future Research Direction
7.1 Introduction
Chapter 7 presents a discussion of the findings, conclusion and implications of the
present research as well as the limitations and directions/recommendations for future
research in the field. The first section of the chapter summarises the findings of the
qualitative and quantitative study and justifies the chosen model of Islamic service
quality. The second section presents the implications of the findings of this research as
it relates to theoretical and managerial/business practice. The final section of the chapter
presents the limitation, conclusions and recommendations and outlines fiiture research.
There has been limited scholarly research which has explored the application of service
quality frameworks and Muslim customers. This is despite growing interest in testing
the Westernised service quality frameworks in different cultural contexts (e.g.
conceptual model by Gronroos 1982; Parasuraman et al. 1985, 1988; Rust & Oliver
1994). Research has focused on empirical testing of these models within East Asia,
China, Taiwan and Hong Kong (e.g. Kettinger et al. 1995; Kim & Jin 2002; Mattila
1999). Consequently, whilst these tests have examined the influence of the East Asian
Confucian belief system on service quality (e.g. Imrie et al. 2002), there is a lack of
empirical and theoretical research on the influence of religion on the Islamic customer's
perception service quality, and the influence of religion in service quality evaluations.
Following the existing research, this thesis has been based on cross-cultural testing of
the service quality frameworks as exhibited in the work of Imrie et al. (2002), Herbig et
al. (1996) and Espinoza (1999) to apply this approach to examining the influence of
Muslim cultural values on service consumption.
Brady & Cronin's (2001) service quality framework was used as the benchmark due to
its completeness in combining the various service quality models and
comprehensiveness in capturing an understanding of the customer's perception of
service quality (Dagger & Sweeney 2004; Ko & Pastore 2004). The thesis addresses
the gap within the service quality model development literature regarding the influence
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of Islamic cultural values. The lack of existence of a tool for measuring Muslim
perceptions of service quality shapes the goal of this research to develop a theoretical
valid and empirically tested model of Islamic service quality.
The Islamic SQ dimension was based on insights from Muslim customers' perceptions
and points of view which were mapped against existing service quality theory. As
mentioned before, the existing measurement model of service quality by Brady &
Cronin (2001) was used as a basic framework to regroup the dimensionality of the
construct. The use of qualitative methods in the first stage was able to identify and
explore undiscovered Muslim thoughts and perceptions but could not justify the
variables found as fixed factors that determine the Muslim evaluation of service quality
for generalisation purpose.
The second stage of the research tested the validity and robustness of the model. This
objective was achieved first by combining the previous literatures on service quality
particularly the study by Brady & Cronin (2001) with the results from a qualitative
interview into a testable Islamic service quality questionnaire. Next, the questionnaire
was spread to a larger number of respondents with similar characteristics as the
respondents on the qualitative stage and the result from quantitative survey was tested
using AMOS 6.0 software (Arbuckle 2005) and analysed to establish the validity and
reliability of the model for the presentation of Islamic service quality final model.
7.2 Findings from the Qualitative Research
The primary objective of the qualitative research was to use exploratory research to gain
an insight of Muslim perception on service quality by answering the research questions
identified in Chapter 4 as follows:
RQ.l: What do Muslim customers (in Java, Indonesia) perceive to be the key
attributes of quality in services?
RQ.2: How do the dimension(s)/ key theme(s) emphasized by Muslim customers
in this research differ from those that have been found in the customers of the
United States/sample in the study by Brady & Cronin (2001)?
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The answer to these questions was achieved by conducting qualitative research;
particularly by using the verbal protocol method to successfully define the actual key
attributes that matter in service quality evaluations for Muslim customers. The results
were then compared with those achieved from the model developed by Brady & Cronin
(2001). In the first sub-section below the utilisation o f the verbal protocol method and
the reasons behind the decision on the employment o f this method are discussed. Next,
the results o f the research with respect to the research question above are discussed
followed by the elaboration on the early proposed model o f Islamic service quality.

7.2.1

Verbal Protocol Method

Eisenhardt (1989) suggested conducting fieldwork with reference to previous literature.
Therefore, the first attempt in the present qualitative research was structured following
exemplars in existing research literature on service quality using personal/in-depth
interviews (e.g. Dabholkar et al. 1996; Imrie et al. 2000; Parasuraman et al. 1985) to
explore the actual perception o f targeted respondents. However, after the first pilot
study, there was sufficient bias existing due to the nature o f the probes used by the
interviewer to give clues to the respondents about what actually was being researched
and what the term "service" accounts for. The second pilot study using this method
commenced

with the insertion at the beginning o f the interview an

explanation o f the definition o f services.

additional

This also resulted in a similar bias. This

discrepancy was then overcome by selecting another method o f qualitative data
collection, namely, a retrospective verbal protocol method as used in psychology and
marketing (Ericsson & Simon 1984; Kuusela & Paul 2000).

The retrospective verbal protocol procedure is a feasible methodology to be used in the
present research to study service quality perceptions. With regard to the richness of the
results (i.e. key themes) this retrieval method was able to access the depth
information

from

respondents'

recall

of

their

previous

experience

of

of

service

consumption. Moreover, this method managed to avoid the possibility o f too much
intervention-probing that might lead to the error/bias of the interviewee. Finally,
considering the effectiveness o f this method in this particular research, it can be said
that the future exploratory research of service quality might achieve a satisfactory result
by using the verbal protocol method.
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Ericsson & Simon (1984) suggested that the verbal protocol procedure may then be
further used and tested in different contexts of qualitative research in the marketing
field. Thus, in the context of the service quality research this method is suitable for
exploring the actual thought and perception of the customer with less possibility of
research bias and is able to capture customers' evaluation on service quality in their real
life and experience.
7.2.2 The Key Attributes of Islamic Service Quality - Brady & Cronin (2001)
From a total of 36 respondents who participated in the qualitative stage, it was obvious
that Muslim customers require the presence of good quality interaction between them as
a customers and service personnel or staff of businesses. More specifically, this
expected interaction involves positive behaviour and attitudes during the moment-oftruth and a polite manner from service staff to exercise control and demonstrate
sufficient knowledge about the service and problem-handling.
Beside this "human interaction" aspect, the customers were also affected by the
surrounding physical environment provided by the service providers in each sector (i.e.
restaurant, retail, hotel, airlines), from the design of the basic facility to the layout of the
place. Social conditions also influenced a customer's manifested behaviour during the
transaction process. Moreover, it is evident from the interview transcripts that
respondents judged the quality of the service environment (commonly called the
servicescape) based on the presence or absence of the non-visual features at the service
site, such as fragrance, temperature and music (Bitner 1992), as these non-visual
features give additional value to the service offered.
The data from the qualitative study also reinforced the point that the respondents
incorporate in their consideration the total time spent by the service provider during the
transaction as a variable that positively or negatively affected the customers' judgement.
Furthermore, the promptness in receiving/transacting the service also had significant
weight on the respondents' perception. The tangible elements which were most
represented by the tangible outcomes of the service included the physical appearance of
the service site (e.g. cleanliness, layouts). Finally, besides the positive or negative
perceptions developed from the above variables, the importance of waiting time.
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variables o f the tangible elements and the overall assessment o f bad or good service
quality as represented by the "valence" key themes contributed to the overall impression
o f the respondent towards the service offered.

The above results appear to be supported by almost all o f the sub-dimensions proposed
by Brady & Cronin (2001). In this research, the results show that the respondents
expressed their perception randomly across Brady & Cronin's (2001) nine subdimensions (attitude, behaviour, expertise, ambient conditions, facility design, social
factor, waiting time, tangible and valence). Examples o f their statements are presented
in Chapter 4. They clearly show that Muslim customers basically share the same
standards or requirements as that o f the sample in the Brady & Cronin (2001) study.
This standard centres on the question o f what should be available in the service offered.
However, the results suggest that there have been some other themes arising from the
interviews. Considering the strong emphasis on the repetition o f the issues mentioned
by the respondents and the connection between the relevant themes with the Islamic
values discussed in Chapter 2, these key themes are also posited to influence Muslim
customers' concerns in evaluating service quality. Furthermore, with regard to the
context o f the respondents' answers, these key themes have been classified as an
influence resulting from the cultural-religious background of the respondents.
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Table 7.1 Qualitative Result Checklist

Dimension

Category

Brady & Cronin (2001)
general service
requirement

Interaction Quality

(Physical) Environment Quality

Outcome Quality

Islamic Value

Sub-Dimension

Present Qualitative
Research

Attitude

Expressed

Behaviour

Expressed

Expertise

Expressed

Ambient Condition

Expressed

Design

Expressed

Social Factors

Expressed

Waiting Time

Expressed

Tangible

Expressed

Valence

Expressed

Honesty

Expressed

Halal/Haram

Expressed

Attention to Islamic Religious
Activities

Expressed

Modesty

Expressed

Humaneness

Expressed

Trustworthiness

Expressed

Source: Qualitative research

7.2.3 Islamic Themes within Qualitative Results
As mentioned above, in addition to the similar key themes as in Brady & Cronin (2001)
research, Muslim respondents also expressed concerns and thoughts related to and can
be categorised as the "Islamic way of concern" when evaluating the quality of the
services. These themes were different from the classification and definition provided for
each theme in Brady and Cronin (2001) study thus should be categorised in a different
framework.
The first theme was coded as the Halal/Haram factor. Since Islam stipulates a code of
conduct for Muslim way of life, what is permitted {Halat) and prohibited (Haram) in
daily activities (including business and social relations), diet (food and drinks) and
earning a livelihood (Al-Qaradawi 1980), are all strictly followed. Answers that came
out in the interviews reflected the respondents' concern with this issue, thus
emphasising the extent to which this rule is rigorously obeyed by Muslims. The second
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theme that was noted is the attention of the service provider to MusHm religious
activities. Muslims must perform several religious practices, such as fasting {Shaum)
and praying {Shalat), that sometimes overlap with their daily activities. Therefore they
expect service providers to assist them and accommodate them in their religious duties
when they occur during the service consumption. The third theme is related to the
honesty of the service provider in their business conduct. The fourth theme is related to
the appropriateness of outfits worn by the service staff when performing their duties: the
interviewees thought outfits should be as modest as possible and should conform to the
Islamic code or manner of dress.
The latter two themes above were possibly also influenced by Indonesian heritage and
culture. However, respondents seemed consistent in their answers regarding these
themes as they were mentioned both in the verbal protocol interview and subsequently
by some of the respondents in the in-depth interview. It was decided that these themes
would then be translated into six questions (three questions for each theme), and then be
tested at the next stage. The theme of "humaneness" was brought forward during the
interview. This theme might be described as the proper "humane" treatment shown by
the service provider or staff towards their customers. Although none of the respondents
mentioned specifically what they considered to be the exact standards of humaneness,
they mentioned some examples such as respect and honour that they thought to be the
easy and "common" standard when dealing with human beings. The last theme that
emerged could be categorised as the "trustworthiness"; 'in this regard this theme is
different from the "honesty", and in fact, is perceived not as the customer's expectations
of trustworthiness in the service provider, but rather as an expectation - to be treated as
trustworthy customers during the service transaction.
7.2.4 Conclusion from Qualitative Stage Findings
From the above explanation it may be concluded that the findings from the qualitative
research indicate that Muslim customers in Indonesia perceive service quality in the
airline, retail, hotel, and restaurant sectors similarly to what have been found by Brady
& Cronin (2001). In other words, the Brady & Cronin (2001) model was supported in
this research and the comparison between the outcomes of this study and that of Brady
& Cronin (2001) displays that the dimensions/sub-dimensions in Brady & Cronin
(2001) have been well expressed and have come up within the verbal protocol interview
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o f this study. However, as reviewed in Chapter 2, the cultural background, especially
Islamic religion, wielded some influence on to the way customers evaluated and to
chose the service provider. This influence is also reshaping the criteria used by Muslim
customers in assessing the quality o f services o f the providers and contributing to the
addition o f the assessment variables o f Islamic service quality. Thus, some differences
and additional factors that are related to Islamic values, rules and regulations that
influence Muslim customers' perception o f service quality were added into the model.
These variables are very closely related to the Islamic concept, rules and regulation
hence differs from the variables within the Islamic service quality model with variables
within the Brady & Cronin (2001) conceptualisation. At the same time, these outcomes
answer the first and second research questions at the qualitative stage regarding the key
themes/attributes o f service quality that Muslim customers perceive (nine Brady &
Cronin (2001) themes with six additional Islamic themes) and the equality and efficacy
o f the results compared to the Brady and Cronin (2001) qualitative study.

These key themes may then be operationalised, translated and formulated into some
observable hypotheses. This result leads to the suggestion that the quantitative
instrument used to assess service quality specific to Muslim customers should be
reassessed in the light of the findings o f this research. For that purpose, the specific
Islamic value themes, along with Brady & Cronin's (2001) item questions, were then
assembled into a questionnaire that was tested at the second/quantitative stage. From
this point, the initial model for Islamic service quality was developed for the purpose o f
hypotheses clarification. Afterwards, this model was reshaped following the quantitative
data/result to reach a valid and robust Islamic service quality model. Figure 7.1 depicts
the proposed model o f Islamic service quality after qualitative stage:
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Figure 7.1 Initial Proposed Model of Islamic Service Quality (Post Qualitative Study)

Source: Qualitative Research and Brady & Cronin (2001) model

7.3

Findings from the Quantitative Research

The second stage of the research involved quantitative research using a survey of a
larger sample of the population. The purpose of this stage was to test the model and
hypotheses developed during the qualitative research phase and literature review
(Chapter 5) and also to validate the Islamic service quality model.

From the result of the qualitative research, Muslim customers took into account their
religious beliefs during the selection and evaluation of services offered by such places
as restaurants, hotels and retailers. The results indicate that Islamic rules and regulations
as well as other generic criteria that work universally affect Muslims' perceptions of
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good service quality. Therefore, this study aimed to test the proposed Islamic service
quality model in three service sectors namely hotels, restaurants and retail (the airline
sector was discarded from further exploration after quantitative pilot study).

Both the model and its measurement were based on the themes that emerged from the
interviews combined with the Brady & Cronin (2001) instruments. But this research
assumes the concept o f a multidimensional and hierarchical model o f Islamic service
quality. In the initial proposed model of third-order, there were fifteen first-order
dimensions and four second-order dimensions under the Islamic service quality
construct (Figure 7.1). The definitions o f all these variables (dimensions and subdimension) have been presented in the Table 7.2. The total observed variables proposed
for measurement in that model included 52 items.
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Table 7.2 (Initial Proposed Model) Variable Definitions
Dimension
Interaction Quality

Attitude

Literature

DeHnition

Sub - Dimension
Shown

attitude

of

service

personnel

to

the

customer during service transaction
Behaviour

Shown

behaviour

p.38

of service personnel

to

the

customer during service transaction
Expertise

Ambient condition

The shown knowledge of service personnel roles

Non visual aspect such as temperature, scent and
music that are present at the

Brady & C r o n i n (2001)
p.38

when performing their j o b during service transaction
Environment Quality

Brady & C r o n i n (2001)

servicescape

Brady & Cronin (2001)
p.38
Bitner(1992)
Brady & Cronin (2001)
p.39

(Facility) Design

Layout or architecture of the environment that can

Social factor

The number and type of people present

in the

Brady & Cronin (2001)
p.39

service setting as well as their behaviour
Outcome Quality

Brady & Cronin (2001)
p.39

be either functional or aesthetic

Waiting time

The time spent during service transaction

Tangibles

Any tangible evidence of the service outcome

Brady & Cronin (2001)
p.40

Valence

Attributes that control whether customers' believe
in the service outcome is good or bad, regardless of
their

evaluation

of

any

other

aspect

of

Brady & Cronin (2001)
p.40

the

experience
Islamic Variables

Halal/Haram

Refers

to

what

is

permitted/lawful

and

Al-Qaradawi

(1980);

prohibited/unlawful according to the Islamic rule.

Beekun(1997)

This includes providing and or serving

Halal/Haram

Stage

food and drink and/or conducting

Halal/Haram

(Qualitative research)

1

-

Interview

business transaction

Attention to

The amount of attention rendered by the service

Islamic religious

providers to the Islamic-religious activities,

activities

instance: daily Shalat and fasting in

for

Ramadhan

month
Honesty

Stage

1

-

Interview

(Qualitative research)
Stage

1

-

Interview

(Qualitative research)

The honest
during

the

providing

intention
service

of the service
transaction

service/goods

that

and

are

in

providers

Beekun(l997)

includes

Stage

a

(Qualitative research)

good

1

-

Interview

conditions on fair price, use correct weight and
measure, not manipulating the price or engaged in
hoarding, and not serving adulterated products
(Trust/reliance

from

customer

to

the

service

provider)
Modesty

The appropriate and clean outfit of the servicestaff, which

covers his/her specific body

(aurah:

such as the sexually

human

body)

alluring

parts

parts of the

during her/his association with the

persons/customers with whom he/she does not have

Ismail

(1981);

Mutahhari(1989)
Stage

1

-

Interview

(Qualitative research)
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any family bondage (mahram: relations such as
parents, son, daughter, husband and likewise)
according to the Islamic interpretation, and that
he/she does not cover the specific body parts only
with transparent material
Humaneness

Kind and humane treatment accorded by the
service provider to its customers (Muslim/NonMuslim)

Ismail (1981);
Stage
1
Interview
(Qualitative research)

Trustworthiness

The amount of trust put by the service provider to
its customers during the service-transaction
(Trust from service provider to customers)

Stage 1 - Interview
(Qualitative research)

Source: Developed from various source as listed for the purpose of the research

The analysis of the data was started with repHcating the Brady & Cronin (2001) model
to seek justify its application to the present study. Next, the data was tested against the
proposed model (Chapter 5) to justify whether the proposed model and hypotheses were
depicted the correct conceptualisation of Muslim customers' perception of the service
quality or not. In the case that the two analyses failed to find the valid and robust model
of Islamic service quality, further analysis was performed. The following sub-sections
elaborate the analyses processes and findings of the quantitative stage
7.3.1 Brady & Cronin (2001) Model Replication and Proposed Model Test
As mentioned before, this research employed the Brady & Cronin (2001) framework as
a benchmark. The data obtained was tested against this model to ascertain whether this
model is able to capture the basic perception of Muslim customers when assessing the
service quality or not. For this purpose, the raw data were analysed using AMOS 6.0
statistical software. As a result, the model fit output indicates a partial model fit with yj
= 1140.216, df =363, normed f (x'/df) =3.141, GFI=.852, AGFI=.823, CFI=.902,
RMSEA=0.066 assured the replication of the Brady & Cronin (2001) model within this
research. However, the low indices-score compared to the threshold of the goodness-offit cut-off points suggested further analysis of the raw data in order to improve the
indices-score of the Islamic service quality model.

192
Figure 7.2 Brady & C r o n i n Model Replication

Brady and Cronin (2001)
Model

'utcomes Quality

^waitingtime

)

(^^tengibte^

(

valence

Source: Brady & Cronin (2001)

The second analysis focused on the test of the proposed model of Islamic service quality
(Figure 7.1). This test was aimed at verifying the validity and reliability of the proposed
model and testing the hypotheses developed. To do this, the raw data were again used
and applied in to the proposed model directly without the data screening process (i.e. a
factor analysis or an iterative process) to avoid data/variable reduction in the full
version of the proposed model. The goodness-of-fit result indicated a moderate to low
fit with: t =4961.201, df=1995, normed f (x'/dO =2.487, GFI=.748, AGFI=.729,
CFI=.873, TLI=.868, NFI=.805, RMSEA=0.055. Moreover, the hypotheses based on
the proposed model could not be tested since the AMOS 6.0 output on the group/model
notes advised that the model was not admissible. This inadmissibility of the model may
have resulted from the incorrect specification of the proposed model (Joreskog &
Sorbom 1984). Hence, a model refinement and hypotheses re-specification with respect
to the theoretical framework was required to develop the model that satisfactorily fit the
data i.e. having acceptable goodness-of-fit indices (Chin 1998). Therefore, it can be
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concluded that further analyses, starting from the raw-data screening process, was
necessary to reach a valid and robust Islamic service quality model. The following
section will elaborate the process of refining the Islamic service quality model.
7.3.2 Islamic Service Quality Model Refinement
Re-specifying and modifying the Islamic service quality model was conducted
according to guidelines specified by Chin (1998). Exploratory factor analysis (EFA)
followed by a confirmatory factor analyses (CPA) were conducted to test the validity
and the reliability of the model. The item elimination based on EFA analysis and
suggested modification indices during the CPA analysis iteration process yielded the
significant improvements in the reliability test using Cronbach-alpha (ranged from .70
to .96). These processes have reduced the total items into 31 (out of 65) and changed
the proposed variables within the Islamic service quality model.
Two major differences between the proposed and refined model exist. First, the nine
sub-dimensions of Brady & Cronin (2001) were grouped into four main subdimensions. These dimensions consist of interaction quality (consisting of 4 items
instead of 9 items as in Brady & Cronin, 2001); (physical) environment quality (consist
of 3 items as opposed to 9 items in previous model). For the sub-dimension, tangible
quality and waiting fime that were initially under the same dimension called "outcome
quality" in Brady & Cronin (2001) were formed as separate variable in dimension level
according to the data obtained within this research and having each 2 items and 3 items.
Therefore, the item number in Brady & Cronin (2001) study was reduced from 27 into
total 12 items.
The second difference lies under the Islamic value dimension. Previously there were six
sub-dimensions with a total of 38 item questions. The revised model consisted of only
five sub-dimension of Islamic value. All sub-dimensions had been confirmed except for
the "trustworthiness" factor that, during the exploratory factor analysis, was mixed and
blended into one sub-dimension named "humjrust" sub-dimension (a mix of
humaneness and trustworthiness) with a total seven item questions. However, the
trustworthiness-items within the humjrust combined variable finally was eliminated in
the iteration process (i.e. all the 3 item questions of trustworthiness were discarded).
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and left the "humaneness" variable with only four item questions. Hence, 19 out o f 38
items were screened and set aside a total 19 items o f Islamic value/influence factor.

The psychometric properties test o f these items were again evaluated using several
assessment procedures. For the content validity test, two experts with marketing and
management background investigated the items and confirmed that these items were
rooted from the service quality and Islamic literatures and fulfilled the criteria o f
content validity. The construct validity was assessed using two criteria. First the
convergent validity was indicated by the high and positive score o f item internal
consistency (ranging from .35 to .89) and variable/dimension internal consistency
(ranging from .69 to .98) significant at /?<0.001. Additionally, the Average Variance
Extracted ( A V E ) test was also performed to evaluate the convergent validity and
yielded good scores above the suggested threshold o f .50 (Fomell and Larcker 1981)
with the range from .66 to .93. Therefore it can be concluded that the convergent
validity o f the refined factors/variables were achieved. Secondly, the construct validity
assessment was measured using the discriminant validity test by computing the square
root of A V E and compared the results with the correlation values o f the corresponding
factors. The square root o f A V E scores ranged between .81 to .96 while the correlation
between the factors/variable were far below those score with range .10 to .67, hence
confirming the discriminant validity o f the factors as well as the construct validity o f
the refined version o f Islamic service quality.

The summary o f the remained

variable/items after the EFA and CFA/iteration analyses are presented in Table 7.3
below.
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Table 7.3 Summary of the Remaining Dimension/Sub-Dimensions (after EFA, CFA
Sub - Dimension

Dimension
SQ

General

Factor

Explanation

N u m b e r of Item Q u e s t i o n s

Interaction Quality

4

Initially stands at dimension level h a v i n g
3

Brady & C r o n i n (2001)

sub-dimensions

with

total

9

item

questions
E n v i r o n m e n t Quality

3

Initially

stands

at

dimension

level

h a v i n g 3 s u b - d i m e n s i o n s with total

9

item questions
Waiting time

3

Initially stands for sub-dimension under
the ' o u t c o m e quality' dimension.

2

Tangibles

Initially stands for sub-dimension under
the ' o u t c o m e quality' dimension. O n e of
its items eliminated

Islaitiic V a l u e

4

Hatal/Haram

R e m a i n s the same;

initially

this

sub-

dimension got 9 item questions. A f t e r
EFA, C F A and iteration process, it was
reduced Into 4 Items
Attention

to

Islamic

4

Remain

the

same;

initially

this

sub-

dimension got 10 item questions. A f t e r

religious activities

EFA,

CFA

and

Iteration

process,

it

reduced into 4 items
Honesty

5

R e m a i n s the s a m e ;

initially

this

sub-

dimension got 9 Item questions. A f t e r
EFA, C F A and iteration process, it w a s
reduced Into 4 items
IVlodesty

2

R e m a i n s the same;

initially

this

sub-

dimension got 3 item questions. A f t e r
EFA, C F A and iteration process, it was
reduced into 2 items
Humaneness

4

R e m a i n s the s a m e

Source: Quantitative data analysis

A f t e r the p s y c h o m e t r i c properties of the model/variables w e r e achieved, the model
w o u l d g o through fiarther analysis which involved several alternative m o d e l s to get at
the ultimate m o d e l of Islamic service quality.

7.4

A l t e r n a t i v e M o d e l s of Islamic Service Quality

Since there w a s no clear e v i d e n c e for the hierarchical position for each variable during
the qualitative interviews, the final fixed model relied on the data arising f r o m the
quantitative research. H o w e v e r , the final decision on w h i c h model represents Islamic
service quality w a s also b a s e d on the theoretical suitability of the model to support of
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the statistical results. In order to do so, a model comparison between several possible
models that were in line with service quality theory was made. As mentioned before,
the decision on the selected model was based on the one which had a highest model fit
score and was theoretically justified. In total, there were three models tested SEM with
AMOS 6.0 software. In the following explanation, a figure of each model has been
displayed along with an explanation of the theoretical basis for each model. After that,
the goodness-of-fit or statistical results of the models are presented side by side to assist
in determining the preferred model of Islamic service quality.

7.4.1

Islamic Service Quality Model 1

Chapter 2 discussed the performance-only paradigm that has been taken in this present
research. This paradigm was described comprehensively by Cronin & Taylor (1992) in
their seminal work that challenged the conceptual framework of SERVQUAL by
Parasuraman et al. (1988). The empirical support for this tenet justifies the model's
validity and applicability in different contexts or industries (Llusar & Zomoza 2000;
Vanniarajan & Anbazhagan 2007). This single-item model has basically a second-order
pattern; with six factors/dimensions as manifestation of a single factor in the service
quality construct. Based on this arrangement, the first model in this present research
follows the logic of the SERVPERF model (Cronin & Taylor 1992) by putfing the nine
variables of service quality in the first level and linking the variables using a refiecdve
path of Islamic service quality model/construct (Figure 7.3).
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Figure 7.3 Islamic Service Quality - Model 1
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Source: Developed from field data

This structure implies that customers evaluate service quality directly by assessing the
four general variables (interaction quality, environment quality, tangible quality and
waiting time) and five Islamic variables {Halal/Haram, attention to Islamic religious
activities, humaneness, honesty and modesty) equally. The second-order factor model
analysis exhibited a significant statistical result (with x^=838.13; df=427; normed
X^=1.96; jCX.OOl) with the goodness-of-fits indices above the suggested benchmark,
except the AGFI index (CFI=.96; GFI=.90; AGFI=.88; RSMEA=.044).
7.4.2 Islamic Service Quality Alternative 1/Model 2
The second model developed was similar to the first one. However, in this model the
four general variables that were originally taken from Brady & Cronin (2001) model
became the sub-dimensions under one construct called "SQ General Factor" (Brady &
Cronin 2001) (Figure 7.4).
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Figure 7.4 Islamic Service Quality - Alternative 1/Model 2

Source: Developed from field data

The logic behind cahbrating this model was based on the fact that these four variables
or sub-dimensions were structured this way in the Brady & Cronin (2001) model. The
second model in this present research also follows the similar multilevel pattern as in
the model of the retail service quality by Dabholkar et al. (1996). This model implies a
new arrangement which is partially a third-order pattern with the first-order having only
four variables or sub-dimensions (interaction quality, environment quality, tangible
quality

and

{Halal/Haram,

waiting

time).

The

second-order

has

six

variables

or

dimensions

attention to Islamic religious activities, humaneness, honesty, modesty

and SQ general factor (Brady & Cronin 2001). The final order was the Islamic service
quality construct. The y^ statistic is significant (x^=720.147; d f = 4 1 7 ; normed y^ (x^/df) =
1.727; p < . 0 0 1 ) and the other fit indices shows good fit model with the data (CFI=.97;
GFI= 91; A G F I = . 9 0 and R S M E A = . 0 3 8 ) .
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7.4.3 Islamic Service Quality Alternative 2/Model 3
The Alternative 2/Model 3 of service quality model was developed following the
hierarchical pattern of prior-service quality models (Brady & Cronin 2001; Dabholkar et
al. 1996). Although Dabholkar et al. (1996) focused only on the retail sector, the
hierarchical and multilevel kind of structure of service quality conceptualisation has
been widely used and validated within different contexts and service sectors (e.g. Brady
& Cronin 2001; Brady 1997; Dagger & Sweeney 2004; Kim 2003; Ko & Pastore 2004;
Liu & Yun 2005). The basic idea of a hierarchical structure assumes that customers
actually evaluate the quality of services in a complex rather than simple manner using
the multiple facets and dimensions (Brady & Cronin 2001; Dabholkar et al. 1996). This
conceptualisation may explain how some particular factors (or sub-dimensions) can be
combined into a generic dimension (higher level) of service quality (Dabholkar et al.
1996; Ko & Pastore 2004). In the end, this structure may assist the service provider to
formulate and understand better the customers' perception at any level of dimension,
sub-dimension, or with overall aspects according to their needs and resource capacity
(Brady & Cronin 2001; Ko & Pastore 2004).
The third or last model basically has a similar explanation and theoretical background
with model two (Figure 7.4). The research on service quality that highlights cultural
influences on customer perception such as the study by Imrie et al. (2002) have
formulated one additional dimension with three first-level sub-dimensions and seven
second-level sub-dimensions. This additional dimension has been termed the umbrella
of "Confucian relational ethic" that influences significantly the service quality
evaluation of Taiwanese customers. Taking the cue from this point of departure and
considering that one of the purposes of this study is to investigate religious-cultural
influence on Islamic service quality perception, five variables {Halal/Haram, attention
to Islamic activities, honesty, modesty and humaneness) that were initially acting as the
dimensions in the first and second model, other than four sub-dimension under the SQ
General Factor, were grouped under the umbrella named "Islamic Value" (Figure 7.5).
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Figure 7-5 Islamic Service Quality - Alternative 2/Model 3

Source: Developed from field data

The model is based on the assumption that sub-dimensions of service quality and subdimensions reflective of Islamic value therefore should be grouped under umbrella
constructs. The good model-fit of this multilevel model justifies that customers assess
the quality of service in complex ways other than just linearly evaluating, using singleitem measures. This structure also aids managers to customise the services they offer to
customers' requirements or gives researchers alternatives for investigating Islamic
service quality either at the dimensional or sub-dimensional level. The overall structure
of the model is as follows:

The third-order instrument of "Islamic service quality" is composed of two secondorder factor/dimensions (Islamic value and SQ general factor). The factor which
measures "Islamic value" consists of five sub-dimensions while the second factor that
measures the SQ in general has four sub-dimensions. The

statistic of this third-order
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model of Model 3 also shows a significant level (x^=751.29; df=425; normed x^ (x^/df)
= 1.77; ;7<.001), the other fit indices also show good fit model (CFI=97; GFI=.91;
AGFI=.90 and RSMEA=.039).

The final result of this model consisted of nine first-order dimensions (i.e. tangible,
waiting time, physical environment quality, interaction quality, attention to religious
activity, honesty, humaneness, Halal/Haram

and modesty) and two second-order

dimensions (i.e. Islamic value and general assessment), all under three-order Islamic
service quality model/construct (Figure 7.5). The final item-scales to measure the
overall model then comprised 31 observed variables. The model fit scores for this
model:

normed

t

(xVdf)=1.77;

RSMEA=.039;

GFI/AGFI=.90;

and

CFI=.97

demonstrates that this model represents a good fit of the data. This conclusion is also
strengthened by the significance of the parameter estimates and critical ratios between
the two main dimensions and Islamic service quality construct (P=.79 and P=.93 for
p<.01). With regard to the psychometric characteristics of the scale, the empirical
evidence supports the internal consistency, convergent and discriminant validity of the
Islamic service quality model. Therefore, the following analysis regarding

the

hypotheses testing of the model will be focused solely on the Alternative 2/Model 3 as
the ultimate model of Islamic service quality.

7.5

Confirmation of Model 3: Hypotheses Testing

Based on the Model 3 (Figure 7.5), the initial hypotheses were revised. This revision
consists of 11 hypotheses (to replace the proposed hypotheses listed in Chapter 5) that
reflect the path between factors within the model. Two hypotheses were explaining the
relation between the Islamic service quality factors with its dimensions and nine other
hypotheses explained the relation between each of the two dimensions with their subdimensions. The hypotheses were tested for their path coefficients (p) and critical
values. The result showed that all the hypotheses were supported, thus the model is
supported with the data (valid). The summary of the hypotheses are presented in Table
7.4 below:
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Hypotheses
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Tangible
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Islamic Value <r ISQ

6=0.93, p<0.01
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Honesty ^ Islamic Value
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Waiting time ^ Brady & Cronin
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related.
Islamic
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Value

Islamic

and Islamic

Value
Service

Assessment
Quality

be positively

related.

H7: Honesty

and Islamic

Assessment

will

be

will

Value
positively

/-value=10.38,

related.
H8:

p<0.01

Halal/Haram

Value

Assessment

positively
H9:

and
will

Halal/Haram ir Islamic Value

be

Attention

to

the

Islamic

Attention to Islamic Religious

Activities

and

Islamic

Activities <r Islamic Value

will
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6=0.36,

CONFIRMED

r-value=6.63,
p<0.01

related.

HIO: Modesty and Islamic
Assessment

CONFIRMED

p<0.01

Assessment

positively

6=0.57,
/-value=9.25,

related.

Religious
Value

Islamic

will
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Value

Modesty

Islamic Value
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H11: Humaneness
Value Assessment

and
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Islamic

Humaneness ^ Islamic Value
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related.

Source: Quantitative field data analysis

/-value=l 1.42,
p<0.01
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As listed above, all 11 revised hypotheses of the Alternative 2/ Model 3/Islamic service
quality model were confirmed with positive and significant path/factor loadings varying
from .36 to .93 and with ^values above the requested threshold at p<0.01. These
findings imply, first, that the two dimensions: SQ general factor and Islamic value have
positive and significant relationships with the Islamic service quality construct.
Secondly, four out of nine sub-dimensions (interaction quality, environment quality,
tangible element and waiting time) were shown to have a positive and significant
relationship with the dimension SQ general factor. Finally, the remaining subdimensions (i.e. Halal/Haram, honesty, modesty, humaneness and attention to religious
activities) were found to have a positive and significant relationship with their upperlevel dimension, i.e. Islamic value.
The findings of the quantitative research of this present study give strong support to a
multilevel hierarchical model on which to conceptualise Islamic service quality as
proposed by Dabhokar et al. (1996) and Brady & Cronin (2001), with the statistical
evidence that supports all the (revised) hypotheses as well as the model-fit statistics.
This model also justifies the utilisation of perception-only measures with reflective
path, consistent with the previous findings of, for instance of Cronin & Taylor (1992).
Moreover, the nature of the model content and construct (the discriminant and
convergent) validity as well as the reliability of the model has led to the conclusion that
the refined model of Islamic service quality is a well-grounded and robust model that
represents Muslim perception when evaluating service quality.
7.6 Reflective/Formative Path Direction
In social science research that investigates and develops one particular conceptual
model, the researcher has to first determine the specification of path/direction between
the construct and its measures based on the theoretical background (e.g. Chin 1998;
Jarvis et al. 2003). In the service quality area, the debate on the model specification has
divided scholars into two groups. The first group believe that service quality is best
conceptualised as having reflective indicators (e.g. Collier & Bienstock 2006; Cronin &
Taylor 1992) and the second argue that formative indicators in service quality are more
appropriate to use (e.g. Dagger et al. 2007; Parasuraman et al. 2005).
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Failure to depict the correct specification between "reflective indicator" (path direction
from the construct to the items) or "formative indicator" (path direction from the item(s)
to the construct) on model specification will negatively affect the result o f the analysis
and also potentially lead to the inaccuracy o f the research conclusion (Jarvis et al. 2003;
MacKenzie et al. 2005). Therefore, to avoid the possibility o f incorrect specification o f
the path direction, this research adopted the posterior testing o f model specification
(path simulation) as suggested by Bucic & Gudergam (2004). Moreover, considering
the Jarvis et al. (2003) discussion regarding the reflective or formative indicators within
the model, this research addressed the issues and tested/simulated them at two levels o f
the service quality model.

For that purpose, three sets o f reflective/formative path simulations were conducted in
this research. The first two o f the simulations employed the raw data set obtained from
the fieldwork which was each having eight combinations o f reflective (R) and formative
(F) indicators. These two simulations were conducted to replicate the Brady and Cronin
(2001) model and the initial proposed model o f Islamic service quality (Chapter 5).
Next, the third simulation emphasised on finding the better model specification for the
ultimate model o f Islamic service quality/Alternative 2/Model 3 (Figure 7.5). The
summary o f the simulations along with the model-fit value are presented in Table 7.5
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Table 7.5 Summary of the Reflective and Formative Indicators Simulation
n

"S
E
1

Norm
R/F

Explanation

Chi

chi s q u a r e

df
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square
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Brady & Cronin
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F/R/R
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.82
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.07

R / R / F *)

.00

0
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1.000
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-

.20
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0
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1.000

1.00

-

.20

992.51

34

29.19

.88

.95

.33

.24

.00

0

-

1.000

1.00

-

.20

2696.25

342

7.88

.70

.72

.64

.12

.00

0

-

1.000

1.00

-

.20
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2.49

.87

.15

.12

.06

EFA)
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F/F/R
R/F/R*)

2

3
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R/R/R

4961.20

F/R/R

5249.17

2124

2.47

.87

.74

.72

.05

R/F/R

48888.37

1969

2.48

.88

.75

.73

.06

F/F/R

5106.61

2092

2.44

.88

.75

.73

.05

R/F/F

4618.64

1909

2.42

.88

.76

.74

.05

R/R/F

5001.96

1972

2.54

.87

.75

.73

.06

F/R/F

5658.75

2103

2.69

.85

.74

.72

.06

F/F/F

5161.34

2026

2.55

.80

.75

.72

.06

R/R

752.752

426

1.767

.965

.91

.90

.039

F/R

915.333

487

1.880

.958

.89

.88

.042

-

-

-

1.00

1.00

-

.201

1225.067

7455

2.692

.924

.885

.86

.058

Alternative 2/
Model 3/
Islamic Service
Quality Model

RjT*)
F/F

Source: Field data analysis
Note: the blank or zero value represents the model which unidentified by AMOS 6
*) For these models, fit indices indicate poor fit or the solution is not admissible
*) The row with grey shades indicate moderate to best-fiit model with significant t-value atp<.001

A s evident in a b o v e table, the application of the B r a d y & C r o n i n ( 2 0 0 1 ) m o d e l and the
initial p r o p o s e d model of Islamic service quality failed to exhibit the required threshold
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o f the model-fit. The poor result o f the model might be caused by several reasons. For
instance, the S E M analysis that was used in this research does not assume that the
reflective indicators might not be applicable (Chin 1998) or using the raw data without
going through a screening process such as an exploratory factor analysis ( E F A ) may
lead to negative variance estimates/estimated covariance matrix (Joreskog & Sorbom
1984). As a result, the models were not admissible based on the A M O S 6 . 0 program
and deemed not to be statistically significant/not valid.

The final simulation was made against the model that had been previously selected as
the ultimate Islamic service quality model. The patterns o f indicators follow Jarvis et
al.'s ( 2 0 0 3 ) four possible combination indicators at the two-order level (Figure 6.1).
Figure 7.6 summarises the four possible combinations on Alternative 2/Model 3/Islamic
service quality model (with E F A and C F A analyses) as suggested by Jarvis et al.
(2003).
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Figure 7.6 Four Combination Reflective/Formative
Suggested by Jarvis et al. (2003)

C. Reflective/Formalive

Indicators for IVIodel 3 as

^ k Service Qua»
I (ModeUEFA) J

Source: Developed from the quantitative field work data

On the simulation of the Islamic service quality model above, there were two model
direction patterns that exhibited moderate to good model-fit (Table 7.6 under the grey
shadow). These models are formative only (formative/formative) and reflective-only (as
in the original Model 3). Among these two models, the reflective-only pattern yielded
the most significance and fulfilled the required level of model-fit indices score
compared to the formative-only pattern with {-f = 752.75; df=426; normed yj =1.77);
RSMEA below the required value of .05 (RSMEA=.039) and other indices are beyond
the suggested value of .90 (GFI = .91; CFI =97; AGFI = .90). The combinations of F/F
(as in Dabholkar et al., 1996 model) fulfilled some criteria of model fit (such as
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RSMEA and normed x^) but they had poor results on other index (i.e. CFI/AGFI and
GFI lower than .90). The formative-only model did not outperform the Islamic Service
Quality model (R/R indicators) that yielded an ultimate good fit for the entire index
(Table 7.6). This supports the reflective-only specification (i.e. Alternative 2/Model 3)
as the most suitable model for the final model to conceptualise the Islamic service
quality based on the data obtained.
In conclusion, although more rigorous research is needed on how the
reflective/formative indicators might influence the result and conceptualisation of a
model as suggested by Jarvis et al. (2003), this research concludes that it is not
necessary to put more emphasis on it. Thus, the analysis empirically supports the notion
saying that the service quality model is based on the reflective-only indicators.
7.7 Research Contribution
This section will summarise and explain the potential contribution that this research
offers. In the first part, the contribution of this research to the development of marketing
and specifically to the service marketing area is presented. The second part will
elaborate on the significant contribution of this study for business practitioners. Finally,
manager and service providers might use the suggestions from this research to develop
and adjust their business strategy in order to satisfy and maintain a strong hold over the
targeted Muslim market.
7.7.1 Contribution to the Literature and Theory
The research makes five identifiable contributions to the literature in the area of service
quality and marketing:
1. identifying Islamic cultural influences on service quality evaluation of different
service sectors
2. proposing an alternative qualitative data collection method namely verbal
protocol method for service quality research
3. replicating and extending the existing Brady & Cronin (2001) model
4. answering the inquiry of the importance of path direction (reflective/formative)
within the service quality model (as suggested by Jarvis et al.'s (2003))
5. validating the Islamic service quality model
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7.7.1.1 Identifying Service Quality Perception in Different Culture and Services
Context
This research supports the argument that cultural background does influence customers'
perception of service quality (Crotts & Erdmann 2000; Furrer et al. 2000; Imrie et al.
2002; Mattila 1999; Smith & Reynolds 2001). This influence might add the standard
criteria for assessing service quality of the specific culture and does differentiate
between customers from one particular culture with another. The investigation of
Muslim customers in this present research revealed that despite expecting similar
requirements to be present in the services industry as the customers commonly wanted,
there are some other appraisals that are involved due to the influences and regulations
of their religious upbringing. These differences should definitely influence the
conceptualisation and development of the service quality model within the Islamic
cultural context.
Other than considering the different cultural contexts, this present research also
highlights the importance of exploring the applicability of the theory on different
service sectors. Although prior research on service quality that emphasised Islamic
customers does existed, the focus of these studies have centred mainly only on the
banking service sector (e.g. Gerrard & Cunningham 1997; Othman & Owen 2001;
Tahir & Ismail 2001). The Islamic service quality model developed in this present
research and tested in three different service sectors (retail, restaurant and hotel)
addresses this shortage in the research. The approach taken in this research also opens
the way to generalisability of the results for such industries.
In summary, this research contributes to the extension of service quality across different
cultural and services contexts. The results clarify the importance of conceptualising the
service quality model for specific Muslim customers and the significance of the model
within the retail, restaurant and hotel sectors. Therefore, the contribution of this
research to the field of service marketing is significant/ present.
7.7.1.2 Proposing an Alternative for Qualitative Data Collection Method: Verbal
Protocol Method (VPM)
While the employment of qualitative research in the exploration of service quality in
different contexts and culture is validated and supported (e.g. Brady & Cronin 2001;
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Dabholkar et al. 1996; Imrie et al. 2002; Parasuraman et al. 1988), there is no definite
consensus on what qualitative method should be used. Some of the researchers
employed an observation method, focus group discussions, and others employ an indepth personal interview approach. An initial attempt to closely follow previous
literature approaches, this research began with an in-depth interview plan. Due to the
occurrence of interviewer bias during the pilot studies, the alternative of data collection
method had been found from another comprehensive literature review in methodology
within marketing and psychology

literatures (Atman &

Bursic

1998; Biehal

&

Chakravarti 1982; Ericsson & Simon 1984).

After several concurrent pilot studies, the new data collection - namely the retrospective
verbal protocol method - proved to be effective in producing meaningful data while
involving less intervention and a passive role for the interviewer/researcher. In the
larger sample during field work with actual Muslim respondents, this method produced
adequate information which gave support to the general service quality assessment
variables as appeared in existing models; it also identified additional specific Islamic
variables. The data were obtained with little probing and helped the interviewer/
researcher because the respondents were only asked to explain their overall previous
experience in service transactions. Hence, this method could become an alternative for
exploring the actual feelings, thoughts, and perceptions of customers during their
involvement in these service transactions.

For the service quality area in particular and marketing literature in general, the
successful application of the verbal protocol method offers an alternative data collection
procedure that can be used to explore customer perceptions and decision-making
processes.

7.7.1.3

Replicating and Extending Brady & Cronin (2001) Hierarchical Service
Quality Model

Previous service quality studies have generally used and replicated a Brady & Cronin
(2001) hierarchical and multilevel model in different service sectors but have not
specifically covered cultural issues that might influence customer's perceptions. This
present research has attempted to fill this gap by extending the Brady & Cronin (2001)
model and depart further by developing a culturally sensitive-hierarchical model of
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service quality for Muslim customers. The result shows that although most of the
variables in the dimension level of the Brady & Cronin (2001) model were clearly and
strongly supported, there were some simplifications of the factor order and number of
items (i.e. interaction quality and environment quality) and the replacement of the
outcome quality dimension into two separate dimensions (waiting time and tangible
quality).

In sum, this new framework supports the performance-only (Cronin & Taylor 1992) and
hierarchical conceptualisation of a service quality model (Brady & Cronin 2001;
Dabholkar et al. 1996) thus expanding the original model by Brady & Cronin (2001). It
also provides a conceptual base for further research on Islamic service quality since this
model measures Islamic service quality as a third-order instrument (first-order or subdimensions level, second-order or dimensions level under the umbrella of "Islamic
service quality"), it can provide future scholars with more comprehensive information
and research opportunity to understand the Muslim

customer behaviour at the

dimension or sub-dimension level.

7.7.1.4
The

Answering the Inquiry of the Importance of Path Direction within Service
Quality Model

need

to

consider

model

structure

alternatives

other

than

reflective-only

measurement was addressed in this present research. The data collected from 500
respondents

were

analysed

following

several

patterns

that

combine

the

reflective/formative indicators as suggested by Jarvis et al. (2003). From a total 20
attempts within three major simulations, it was found that the reflective-only structure
of Islamic service quality model (Model 3) provides a better model-fit with the data in
agreement with the conceptualisation by Cronin & Taylor (1992) and Dabholkar et al.
(1996). However, this outcome is not meant to support the premise that the service
quality model or marketing model in general should follow this pattern. Nevertheless, it
is an effort to address the issue specifically for an Islamic service quality model and
hence to suggest further exploration of the topic.

7.7.1.5

Validating the Islamic Service Quality Model

This study supports the notion of service quality being infiuenced by cultural,
specifically religion, background and having different pattern in different contexts.
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Drawing from the theories of service quality. Islamic rules, regulation and business
ethics and the qualitative study result, the conceptual framework used in this study rests
on two main dimensions (Islamic value and Brady & Cronin (2001) factors), which is
fiarther divided into four sub-dimensions (interaction quality, physical environment
quality, waiting time factor and tangible factor) related to the Brady & Cronin (2001)
model; and five other sub-dimensions {Halal/Haram,

attention to Islamic religious

activities, honesty, modesty and humaneness) that related to Islamic values. The
statistical tests of the model have shown that this model is the best representation of the
Islamic service quality within Muslim Indonesia.

As discussed in Chapter 6, this study has employed a psychometric and robust test of
the Islamic service quality model which

is required

for measurement

model

development (e.g. Anderson & Gerbing 1988; Fomell & Larcker 1981; Hair et al. 1998;
Kline

1998). The revised hypotheses concerning the relationship between the

dimensions, sub-dimensions and the construct were derived from a framework of the
theory and empirically tested using the data obtained in the quantitative stage. The
hypotheses test results indicated that all the refined hypotheses were supported with
p<.01 (Table 7.4).

The test above justifies the Islamic service quality model as a valid model to measure
service quality from a Muslim perspective. These findings not only enhances a
theoretical foundation that previously was lacking in cultural-religious considerations
influencing service quality, providing a more focused and comprehensive mode! that
explains Muslim perceptions in evaluating the quality of service in three service sectors
(retailer, hotel and restaurant). In sum, this study thus enriches and advances the body
of knowledge in the field of service quality and provides an extant conceptual
framework for Islamic service quality previously not explored.
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7.7.2

Contribution to Business Practice

The research has several practical implications around two major contributions. The
first contribution is that it may help the service provider to develop a service strategy
specific to their targeted Muslim customers. Second, the Islamic service quality model
is a diagnostic and benchmarking tool presented along with explanations on how to use
it and the benefits of its use. These contributions justify the usage of an Islamic service
quality instrument by the service providers (of retail, restaurant and hotel) to determine
Muslim customers' perception o f service quality.

7.7.2.1

Development of Islamic-Based Service Quality Strategies

This study has shown that the rules and regulations of Islam plays a crucial role in
influencing customers' perceptions of service quality evaluation and supports the notion
that customer requirements on the ideal standards of service quality highly depend on
their cultural background (Mattila 1999; Ueltschy & Krampf 2001; Winsted 1997;
Zeithaml & Bitner 1996). This fact could assist managers in their strategic planning and
encourages service providers catering to Muslim customers to alter their marketing
methods in order to meet customers' needs and wants. By doing so, the service provider
will be able to improve their service delivery, equipped with the knowledge to create a
better outcome and to improve customers' positive perception on service quality. In
turn, it is expected that this strategy will generate customer satisfaction and long-term
loyalty.

The research

validated

a third-order

instrument

that combines

four first-order

dimensions from Brady & Cronin (2001) and five first-order Islamic variables. Each
and every factor/variable requires different, but parallel, attention and resources in order
to develop a company strategy that is equivalent with what is perceived positively by
customers. Therefore, the manager should carefiilly understand what expectation stands
behind each factor and what action can be done to embed this factor into the service
offered. The description of each factor below will be accompanied by examples to
clarify the actual practices on how to do that in the real world.
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The first factor identified is "tangible (quality)". Although the services are intangible in
nature, the theory suggests that customers relate their evaluation of the quality of service
with the tangible cues of the service outcome (Mattila 1999; Shostack 1977; Zeithaml et
al. 1985). This notion is also well supported by the results from the verbal protocol
interview in the exploratory stage of this research. For the restaurant sector, the tangible
element is the presence of good, tasty and attractively served food that is expected by
the customer. In the hotel industry, the evaluation will rely on the tangible evidence,
particularly inside the room. While the range, availability and quality of the products
that are available will determine the presence of positive perceptions in the retail
industry. The tangible quality in this research is different from the tangible element
described in Parasuraman et al. (1988) or in studies by Bitner (1990, 1992) as the
physical aspect and facilities that available in the service QmivonmQnilservicescapes
(Dabholkar et al. 1996).
The second factor validated is "waiting time". This factor is widely recognised in the
literature as a factor that importantly affects the perception of service quality (e.g. Brady
& Cronin 2001; Chen et al. 2003; Parasuraman et al. 1985). Slightly different to the
conceptualisation in the Brady & Cronin (2001) study, the term "waiting time" refers to
the absolute time spent in obtaining the service, i.e. a longer time will lead to an
unfavourable perception on service quality, and vice-versa (Taylor & Cronin 1994). The
difference of Brady and Cronin (2001) results with the present research is that in this
research, the waiting time (variable) stands alone as a factor that no longer occurs under
the outcome quality construct. Therefore, as in the restaurant sector that requires speed
in food preparation and serving (Chen et al. 2003), the length of time spent by customer
queuing up in the retail store and the waiting time needed by the guests of the hotel
checking in/checking out and, receiving the additional service requested, plays an
essential role in determining customers' favourable perceptions.
The third factor is "interaction quality". Due to the inseparability nature of services,
human variables cannot be separated from the quality of services (Gronroos 1990).
Many researchers confirmed the importance of this factor within services offered
(Brady & Cronin 2001; Dabholkar et al. 1996) which can have the greatest influence on
customer perception (Gronroos 1982; Kim & Kim 1995). Although different research
has different labels for this factor, for instance "personal service dimension" (Guiry et
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al. 1992), "personal interaction" (Dabholkar et al. 1996), or "interaction quality" (Brady
& Cronin 2 0 0 1 ) , the basic idea o f this factor is in line with the Brady & Cronin ( 2 0 0 1 )
explanation that the quality o f interaction refers to the blend o f service personnel's
attitude, behaviour and expertise during the service transaction that is perceived
subjectively by customers ( K o & Pastore 2 0 0 4 ) . However, the items under this factor
comprise left only the items that related to service personnel's attitude and behaviour,
supporting the concept offered by Bitner ( 1 9 9 0 ) . In either retail, restaurant or hotel
sector, this factor implies that the service providers have to conduct and maintain the
favourable behaviour o f their service personnel to the customers, especially during the
service transaction.

The fourth factor is the final factor under the S Q General Factor dimension and is called
"(physical) environment quality". As in the case o f tangible quality discussed above, the
intangibility o f services has turned the physical environment surrounding the service
transaction

into the evidence o f service quality (Mattila

1999). The result

from

quantitative research justifies two out o f three sub-dimensions o f environment quality as
conceptualised in Brady & Cronin ( 2 0 0 1 ) . These are ambient conditions and design
factors that are collated into one factor, environment quality. From this piece o f
information, Muslim customers relied on the tangible (design) and intangible (ambient)
cues provided by the service provider when assessing the environment quality as a
proxy for service quality. The social factor that comprises the type, behaviour and
number o f people (i.e. other customers) that are present during the service transaction
(Brady & Cronin 2 0 0 1 ) does not fully affect the service quality judgement. The Muslim
customers seem more concerned with the artefact o f store layout and appearance and the
convenience o f service transaction (Bitner 1992; Dabholkar et al. 1996). In order to
address this factor in the service offered, the manager o f the hotel, restaurant or retail
store could first improve the layout with attractive and aesthetic but functional design
(Brady & Cronin 2 0 0 1 ; Olorunniwo et al. 2 0 0 6 ) to meet the challenge o f visual impact
that is at the "forefront o f the customer's awareness" (Bitner 1992; K o & Pastore 2 0 0 4 ,
p. 166). Managers in each o f the three sectors should also maintain cleanliness as well as
endorse a pleasant environment including the non-visual aspect o f the environment such
as smell (nice scent), music (soothing), and temperature (comfortably mild) to build a
convenient servicescape and make the service transaction run smoothly (Brady
Cronin 2 0 0 1 ) .

&
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The fifth factor is already specific to Islamic influence on service quality perception.
The most repeatedly mentioned factor during the qualitative interview concerns
"Halal/Haram". This factor is different from the tangible quality of the product (factor
one) because it is more focused on the presence and availability of the Halal/Haram
product at the service site, despite any judgements about the quality of the products.
Moreover, although the meaning of this factor can cover very general and large aspects,
for this model and specifically the three service sectors targeted, the focus is narrowed
to two main concerns. The first concern relates to the availability of the Halal/Haram
product that accompanies the services. Although not all respondents expressed their
objection on the availability of Haram products beside Halal ones, most of them
certainly prefer to see Halal-on\y products available in their chosen service provider.
The second concern is that of Halal/Haram information disclosure. More moderate
Muslims, or those who request assurance before deciding to have a transaction with a
certain service provider, require the availability of labels or a sign-board that mentions
Halal/Haram products in a restaurant, hotel or retail service. The manager of a
retail/restaurant/hotel should be aware that although this factor seems very simple, they
should take this into their consideration when deciding whether any of Haram products
(e.g., liquor, and pork or ham) will be offered or not to their customers and to provide
an appropriate information/sign-board for disclosing the Halal/Haram product.
The sixth factor is "humaneness". The humaneness dimension has been widely used and
the most common area that is always included in the context of healthcare and voluntary
sectors service satisfaction and service quality (Bockting et al. 2004; Fitzpatrick &
White 1997; Greenley & Schoenherr 1981; Hall et al. 1993; Pui-Mun 2004; Vaughan &
Shiu 2001). Humaneness is often the "art of care" (Fitzpatrick & White 1997, p.4)
which Vaughan & Shiu (2001, p. 137) describes as "showing respect for customer
feelings; sympathetic to the customer's point of view; delivering the service in a
friendly and considerate manner; showing respect for customer privacy; reassuring
customers by addressing their personal anxieties". This factor goes beyond the
interaction quality, and thus does not solely rely on service staff behaviour and attitude.
The qualitative data shows that this factor involves the overall treatment and policy
from the service providers to their customers or employees with the final outcome that
is executed by the service personnel during the service transaction. Moreover, the
quantitative data also support the notion that the humaneness factor does different with
interaction quality factor with no significant correlation or cross-loading items between
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the two. With the basic concept of Hablumminannas (or relationship among human
beings) in Islam, people are expected to treat others equally and respectfully with a
common humaneness standard. In the context of restaurant, hotel and retail, the
humaneness factor implies treating the customers in the way people (or service
personnel) treat themselves. In more concrete terms, the humaneness in the Islamic
context as expressed in qualitative research, for instance giving the welcome drinks to
the customers entering the company (hotel and restaurant), allowing male employees to
perform their Jum 'ah prayer every Friday at lunchtime proper crisis management and
handling when unfavourable things happen during the service transaction.
The seventh factor is "modesty". Modesty in this sense is related to the
dress/uniform/clothes worn by the service personnel during the service transaction. In
Islam, there are rules that regulate the way people cover their body and private part
(Aurah). This factor is also influenced by Eastern culture since in the Western context
this factor is not usually important or noticed by the Western customers. The qualitative
study revealed that customers do not fully expect each and every service staff to be
dressed strictly in the way prescribed by Islam (e.g. women wearing long-sleeved top
and pants and using the veiVscarf/Hijaab to cover their head). As Bigger (2006, p. 220)
summarised that "the common ground is that they (service personnel), both male and
female, consider their dress and demeanour to be modest and unrevealing". For the
retail, hotel and restaurant managers, this factor implies paying more attention to the
way their service personnel are dressed. Allowing their staff to follow Islamic modesty
(e.g. women staff using Hijaab) in wearing the company staff uniform for instance,
would bring out the customer's favour towards the service itself
The next factor is "honesty". The existence of honesty as a service quality determinant
has been widely covered in the literature, for instance as part of "credibility dimension"
on the ten-dimensional SERVQUAL model by Parasuraman et al. (1985), or in different
service contexts such as general practices (GP) and health care (Baltussen et al. 2002;
Schembri & Sandberg 2003) or hotel (Antony et al. 2004; Callan 1989). In addition to
what has been described in previous studies, honesty requires the demeanour of specific
service personnel, and service provider in general, and at any level of service
transaction, to be open and trustful. The expectation of customers in this regard - for
instance, the service not taking an excessive profit; fulfilling their promotional and
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advertising promise(s); the service personnel not cheating while serving the customers
(retail and restaurant), and finally, the expectation of honesty in disclosing information
that is necessary and important for the consumers' sake. By doing so, there will not be
any doubt from the customer and will thus increase the customers' positive perceptions
when dealing with the service provider.
The last factor is "attention to Islamic religious activities". As a Muslim is bound by
fixed and compulsory religious activities (such as praying (Shalat) or fasting (Shaum))
that might occur while conducting their daily activities, including service transactions.
Without exceptions, the attention given by the service provider to making the facilities
available will receive the sympathy and appreciation of Muslim customers. During the
interview some respondents clearly indicated that given the similar standards of service
provision, they would prefer to do the transaction with provider who accommodate or
support them to perform these obligatory activities. In sum, Muslim customers will be
favourable in selecting the service as well as in their perceptions, if the service provider
is able to actively initiate or facilitate their religious needs. For the restaurant and retail
manager, the consideration of providing a place for prayer (including for selfpurification (Wudhu) before praying) and praying tools will give allow flexibility for
customers in undertaking their service transactions. In addition, the restaurant industry
is expected to recognise the fasting month {Ramadhan) by not opening their store or by
covering their window during the day as a gesture of respect to those performing the
fasting ritual. For the hotel sector, the standard requirements that qualitative respondents
mentioned are the availability of the Mecca (Makkah) direction {Kiblat) and the Holy
^odklQur'an. Additional provisions such as playing Islamic music or Qur'an
recitations in the servicescape, summons to prayer (Adzan) are not deemed necessary
but their presence might lead to more favourable service quality perception.
In sum, it is argued that this research gives awareness to the service providers and
scholars to take cultural sensitivity into consideration when researching the quality of
their service especially for Muslim customers. By understanding the factors that are
involved on service quality evaluation, the service provider will be able to comply with
the complexity of service expectations of the Muslim customer. Therefore business
practices should put more emphasis on providing a better service that might
accommodate the religious needs of the Muslim customer in the service offered.
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7.7.2.2

Islamic Service Quality Model as Diagnostic and Benchmarking Tool

This reliable and valid measurement model is useful for a company doing the service
quality survey of the Muslim customer market. The benefit of conducting the research
using this instrument is not only for mapping out perceptions of Muslim customers but
also serves as a diagnostic and problem-solving tool for the service provider's
marketing strategy.

For a successful strategy design, the service providers ought to firstly identify and
understand the nature of the market targeted. Managers are also need to quantify their
performance with regards to their performance as seen by customers, with regard to the
issues that customers deem necessary (Mentzer et al. 1999). This present research has
responded to the query of such issues by providing empirical evidence regarding
Muslim consumer behaviour and preferences. The model resulting from this present
research is one o f the tools that are useful for mapping out targeted Muslim customers'
perceptions on what makes service quality excellent. Therefore the information gathered
from the using this instrument could assist the manager to classify the factor(s) that are
important for the Muslim customer. By incorporating the results from this decision
making framework, local or multinational retail/hotel/restaurant companies might be
aware of the characteristics and expectations of their customers and be able to modify or
adjust their managerial decisions according to the needs and wants of Muslim
customers.

By using this model as a diagnostic and problem-solving device, managers can find
useful managerial pointers for effective marketing and service strategies; furthermore,
they would be able to allocate their resources according to authentic issues brought up
by Muslim customers themselves to solve their consumption problems (Furrer et al.
2000). Moreover, this model allows the service providers to employ two different levels
of analysis (dimensions, sub-dimensions or overall model), depending on the specific
purpose, budget/resource and time constraint of the company. The two generic
dimensions formed from this study ("Islamic value" and "SQ general factor") are
general aspects of service delivery for Muslim customers (Ko & Pastore 2004).

As

other proposed/existed service quality model/variable(s), these dimensions will help
managers to design their overall processes and outcomes for their services catering to
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Muslim customers (Ko & Pastore 2004). Additionally, the detailed factors that stand in
the sub-dimensional level of this model could assist the manager to identify their
strengths and weaknesses in smaller units of analysis to solve their daily managerial
problems.

This model also stands as a benchmarking tool to compare the competitors or market
leaders within the industry. The result of comparing service quality between their own
company and their competitors would enable managers to map their position and make
implement corrective measures in order to maintain a strong hold on the market. This
strategy is important in order to achieve service excellence by identifying the critical
factors that represent the key to successfully achieving the best performance in the
industry (Pun and Ho 2001).

7.8

Limitations of the Study

This research established the starting point for new directions in studies of Islamic
perception of service quality. The detailed and rigorous process of developing and
testing the validity and reliability of the Islamic service quality model has led to the
creation of a specific instrument to measure service quality from an Islamic perspective.
However, this study has limitations and raises questions that might limit the
generalisation of the results. Therefore, in reading and viewing the results and analysis
of this study, careful interpretation should be applied and some caveats need to be
noted. These limitations are presented in as cautionary recommendations for researchers
or managers who plan to conduct similar research so that they may avoid the same
limitations.

First of all, the use of the retrospective verbal protocol method in qualitative
methodology involved respondents recalling previous actions; this might not fiilly
reveal their actual behaviour. This limitation may be due to the difficulty of total
memory recall about a previous experience at the very moment of consuming the
service. Moreover, this method is relatively new and has not been used widely for
conducting service quality research. The qualitative data were analysed manually, not
using a qualitative software tool. This has the potential of bringing in bias by the coder.
Nonetheless, the use of multiple coders and the relatively high agreement on crossvalidation reached among several coders lessened the existence of bias in this research.
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In terms o f sampling, this research selected the sample from very specific geographical
areas (the five main cities in Java Island, Indonesia), although one should note it is a
large geographical area covering the overall Muslim customers in Indonesia. This factor
has the likelihood o f affecting the generalisability o f the findings. Furthermore, since
Islamic culture in Java is highly blended with the native Javanese culture (Geertz 1961;
Kuntjoroningrat

1985), it was difficult to fully separate these two influences in

analysing (Javanese) Islamic service quality perceptions. However, an effort to weed
out the Javanese-related themes during the qualitative stage was undertaken by setting
the preliminary framework that specified the Javanese cultural influence (Chapter 2).

Another caveat concerns the restrictions on access to the actual sites o f several service
providers that had been contacted for quantitative research setting/locations. As a
consequence, data collection was conducted only by approaching people who were
located in crowds near the targeted service sectors. This might be looked at as a
shortcoming compared to a wider survey, such as i f the sample was taken from the
service site (either during or after the service consumption).

Additionally,

these

respondents may have exaggerated or diminished the occurrence o f their behaviour and
perceptions due to the socially desirable pressures in outdoor/road research locations.
T o minimise this, the explanation that there is no "right" or " w r o n g " judgments in the
respondents' answers was included in the questionnaire-filling instruction. The other
consequence might be that despite the fact that the random sampling method had been
applied carefully in this "crowd i n t e r c e p f scenario, this research acknowledges that
there were some cases where convenience sampling method was involved. However,
every effort was made to ensure that the overall sample was representative enough to
reasonably depict the actual behaviour o f the population.

The difficulties in approaching the respondents at the beginning o f quantitative data
collection have led to another kind o f limitation. As has been mentioned earlier, the
research setting was focused on three kinds o f service sector, namely hotel, restaurant
and retail. The justification for choosing this research setting has been explained in
Chapter 1. However, this research could not conduct a separate analysis for each o f the
sectors due to the imbalance in and/or insufficient amount o f data obtained for each
sector (for example, in the hotel sector only 4 6 cases, restaurant 191 and retail 2 4 5 ) .
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SEM required at least 300 cases to be able to analyse either a measurement or structural
model in structural equation analysis/SEM (Arbuckle 2005). This insufficient number of
cases limited the possibility of discussing each individual sector comprehensively. The
desirable goal of testing the Islamic service quality model separately for individual
service sectors thus has not been achieved. Therefore, the conclusion in this study only
emphasises the analysis of three service sectors in general
The last limitation in this research relates to the data analysis process. Firstly, although
this research initially made a separation and classification of the respondents related to
their Islamic point of view and categorization (i.e. whether they are conservative,
moderate or liberal Muslim), the details analysis between the three could not be
conducted. The reason was that the sample numbers for each category in the
quantitative research were not similarly distributed. During the respondent screening
process at the quantitative stage, the researcher was more concerned with screening
according to the respondents' gender and age distribution to reach equivalent sample
numbers for each demographical category. Meanwhile, for analysing the specific model
for each of the three different Muslim categorisations using SEM, a minimum number
of cases were needed (i.e. 300 respondents for each construct) (e.g. Fomell & Larcker
1981; Kaplan 2000; Kline 1998). Under these circumstances, this researcher
acknowledges the possibility that different outcomes may have resulted if the Muslim
categorisations had been truly taken into consideration in the analysis. Secondly,
although the empirical results confirmed the reliability and validity of this model the
construct validity of this model would be established only after the model is re-tested in
future similar studies or in other contexts.

7.9 Future Research Direction

It is expected that subsequent research will enrich the conceptualisation brought out in
this study and give valuable insights into service quality perceptions and evaluations or,
more broadly, for the services marketing field. Since the psychometric properties of the
Islamic service quality model have been established, a number of directions for future
research may be pursued.
First of all, this study relied on a semi-random sample of Javanese customers who were
living in five major cities in Java, including Jakarta, Indonesia. A comparative study
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might explore a similar model relating to non-Javanese customers/respondents or
broadening the scope into a more representative sample of Muslim customers in
Indonesia. Hence, considering that Muslims around the world follow the same basic
rules/principles, it is important to investigate whether the proposed research can be
generalised for other Muslim countries or those with a Muslim majority population. A
cross-cultural study may also be possible to compare Muslim service quality between
two or more cultures. This kind of extension to the present research is valuable to
determine the validity of the new proposed model and could set a foundation for the
generalisation of the

findings.

Moreover, considering that there might be similar

patterns of religious influences on customer perception, additional quantitative research
can refine the model to encompass customers of different religions, or another
qualitative research that might develop the scale into a specific religion other than
Islam. This research also provides the possibility of cross-religion validation of this
model.

Secondly, fiiture researches might consider collecting sufficient data for each service
sector (restaurant, hotel, and retail) in order to make a separate analysis or develop a
model for individual service sectors. The results in this study can be compared in an
inter-sectoral setting of the three sectors, with deeper and richer exploration and
explanations of the possible Islamic service quality model for different service sectors.
Moreover, future replication studies may test whether the model developed through this
research

is reliable across different industries/service

sectors such as

banking,

healthcare, theme parks and also in the professional services such as accountancy, the
legal services, medical consultancy services, or even various on-line service settings.
Replication within different time frames and/or contexts is also worth exploring. These
potential studies might also be used in cross-validation of the Islamic service quality
model. The replication or an extension of this study could utilise and test the
applicability of the verbal protocol methods by exploring the concept of service quality
in different contexts or in the marketing area in general.

Thirdly, this research has already made an attempt to test the model using different
structures of indicator-construct relations (i.e. Reflective and /or Formative) and found
that the reflective-only indicators are able to explain Islamic service quality with better
model fits of the data. Further research that carefially conceptualises the actual direction
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between the service quality construct and its indicators might answer the query
regarding what paradigm can explain the service quality construct correctly. Additional
tests on this issue might also broaden the scope of service marketing or the marketing
area in general. Researchers who are interested in this topic could consider adopting the
Diamantopoulos & Siguaw (2006) technique of measuring formative indicators by
developing an index of the construct and its measures or that of Bucic & Gudergan
(2004) who employed the tetrad test for reflective indicator measurement. The
utilisation of the Partial Least Squares (PLS) methodology instead of SEM analysis is
also suggested due to PLS sensitivity and its ability to measure more accurately either
reflective or formative indicators.
Fourthly, by considering the correlation between service quality and other constructs
(for instance loyalty, satisfaction or future behavioural intentions) it would be
interesting to increase the scope of study from a measurement model to a structural
model. Future research might investigate the role that Islamic service quality plays in
more complex structural model using the SEM analysis approach.
Finally, to enrich the depth and sensitivity of the result's analysis, deeper investigation
could explore whether the degree of respondents' religiosity or Islamic categorisation
(e.g. as conceptualised by Roughbaugh & Jessore 1988) would influence their
evaluation of service quality differently or not. To make this feasible, the potential
respondents would have be screened based on their self-imposed religiosity category
(moderate, liberal, conservative; or other classification) or by obtaining a larger sample
assuming that the minimum requirements of the sample for each construct is according
to Structural equation modelling (SEM) theory is achieved.
7.10 Islamic Service Quality Model: Conclusion
This research began with a thorough literature review and qualitative exploratory study
to conceptualise the service quality model from the Muslim customers' point of view.
The model was then developed and tested following a quantitative study using a faceto-face survey to gather data. In sum, there are two main dimensions and nine subdimensions that resulted from this research building a multilevel model of Islamic
service quality.
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The contribution of this present research to the theory leads to an extension of the
stream within the marketing area. It is worth noting that this research is a first attempt to
conceptualise service quality according to the perceptions of Muslim customers. This is
reached by proposing an Islamic service quality model that provides strong support for
the inclusion of five first-level Islamic variables (under one second-order variable) as a
key underlying dimension and sub-dimensions of Islamic service quality. The results
concluded that besides perceiving many similar key issues as in Brady & Cronin's
(2001) work, Muslim customers also have some additional "standards" that are different
trom other (non-Muslim) customers when perceiving the quality of services. These new
key attributes are humaneness, modesty, Halal/Haram,

attention to Islamic religious

activities and honesty. In relation to the measurement issues, this study supports the
"perception only" measurement as against the disconfirmation (perception minus
expectation) paradigm when the goal of the study is to evaluate and estimate service
quality (Cronin & Taylor 1992; Dabholkar et al. 2000).

The empirical evidence for this model has shown that it passed the validity and
reliability test (Chapter 6). This 31-item instrument signified that the Islamic service
quality model is of a hierarchical multidimensional construct. The results demonstrated
that this model has a "good" to "excellent model-fit" with the data through the
assessment of goodness-of-fit indexes. The results also show that all the revised
hypotheses are supported. Hence, this study gives significant insight into the influence
of religion in customer perception. This valid and reliable tool has also changed the
current understanding of service quality in different cultural contexts for scholarly and
business practices.

Finally, considering that Muslims share the same basic rules and regulations, this model
can be utilised for different Muslim customers in different regions or countries or
tested/validated for different sects of Islam or even in different religious-cultural
contexts.
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Appendix 1: Stage 1 - Research Study
Information Sheet
[English version]
Title of Study: Exploring Islamic Customer Perceptions

Regarding Service

Quality

Please read this sheet carefiilly and keep it throughout the study

You have been invited to participate

in a research project that is being conducted by Gita

Gayatri, a research student within the School of Business and Information
Australian National

Management

at the

University.

The Indonesian economy has been shifting toward a service-based economy. This
transformation imphes and necessitates the urgency of understanding the behaviour of
Indonesian customers, particularly Muslim customers in the service sector. The knowledge
gained through this study could potentially inform customer behaviourists and managers so that
they can have a better understanding of Muslim customs and can conduct their business strategy
in a way that results in mutual benefits to the business and Muslim customers. To obtain
information on Muslim customer's behaviour, structured interviews are being conducted.
If you participate in this study, you will be interviewed about your current opinions,
expectations, and experience for approximately 1 (one) hour. This interview will be recorded on
audiotape and later transcribed. This study will also involve signing a consent form and
answering some demographic questions.
Your participation is on a voluntary basis; therefore you are free to withdraw from the
study at anytime and for any reason. You are not required to explain your reasons to the
researcher. The information obtained will be kept confidential and the transcribed interview will
have no element to identify your personal information.
The result of this study will be written up at a later stage and become part of a research
thesis and part of article or journal. However, no information on any individual will be reported
in a way that will allow anyone to identify your participation in this research.
To be eligible to take part in this study, you must be:
^
>
>

aged 17 years or over
(At present) Following Islam as your religion
From Javanese cultural background, including your place of birth.
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Contacts
Any ethical issues of concern can be directed to the ANU Human Research Ethical Committee
C/C Ms Yolanda Shave, Human Ethics Officer, Research Services Office, Phone/Fax 6125
7945/4807 or email Human.Ethics.Officer@anu.edu.au

Personal Details
Gita Gayatri
Phone: (02) 6125 54894/ Fax: (02) 6125 5005
Email: gita.gavatri@anu.edu.au
School of Business and Information Management
Hanna Neumann Building 021
Australian National University
ACT 0200 Australia

Local Contact Details in Indonesia

Management Department at Economic Faculty of University of Indonesia
C/C Ms Sri Rahayu Hijrahhati
Phone (+62) 21 7272425 ext.200/Fax

(+62) 21 7863556

Gedung B Lantai 2 Kampus Universitas Indonesia
Depok 1 West Java - Indonesia
P o s t c o d e 16424
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Appendix 2: Stage 1 - Consent Letter
[English version]

Title of Study: Exploring Islamic Customer Perceptions Regarding Service
Researcher

Quality

: Gita Gayatri, School of Business and Information Management ANU

I
(Please print) hereby consent to take part in the research project
entitled: "Exploring Islamic Customer Perceptions Regarding Service Quality". I
have read the information sheet of this study and understood its contents. I have also
read the nature and purpose of the research project, so far as it affects me, fully
explained to my satisfaction by the researcher. My consent is given on a voluntary
basis.
I understand that if I agree to participate in the research project I will be asked to
answer some questions regarding my opinion, expectation and experience regarding a
good service quality in a structured interview format. This will take approximately 1
(one) hour, including some demographic questions about me and will be recorded on
audiotape and later transcribed.

1 understand that the data obtained will be stored in both electronic (typed and voice
recorded) and hard copy storage media as securely as possible. Neither the taperecording nor the transcript of the interview will contain any identifying information.

I understand that the information gained during interview will be reported as a thesis
result and may be published in journals. Every effort will be made to ensure that no
information that identifies my personal details will be published or disclosed to any
report.

1 understand that the information provided by me will be kept confidential so far as the
law allows. This form and the data will be stored separately in a locked office at the
Australian National University. Only the researcher and transcribers will have an access
to the data entered to a computer with no link to my personal details.

I understand that I may withdraw from the research project at any stage and for any
reason unspecified.

Name of participant

Researcher

Date

Date

Signature

Signature
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Appendix 3: Stage 1 - Interview Sample
Questions

(In-depth Interview)
LIST OF QUESTIONS/PROBES
Demographic Background/Screening purpose
•
Are you a Muslim?
•
Are you Javanese?
•
Approximately how much does your family spent monthly?
•
What kind of house are you living in now? Flat/Apartment/common house inside the
estate/common house inside the complex/ own-built house/others (please choose and
specify)
•
Do you have your own house/car?
General Questions about Service Quality (including expectation)
1. Could you distinguish between product and services?
2. Could you mention kind of the services that you know/ are available around you?
3. What was/were kind of service(s) that you used/consume in the last three months? Please
mention it (them).
4. What do you think the basic hotel/restaurant/airlines/retail services should provide for their
customers?
5. Is (Are) there any other thing(s) that you might expect from service providers' regarding the
service offered/given to you? Describe...
6. What thing(s) that you think will determine your satisfaction/dissatisfaction of the service
offered/provided?
7. How will you react (or have reacted) if the service providers give above/below the quality
of services from your expectation? Describe...
8. In general, what things do you consider as good service quality (in general term, based on
the answer above)
Cultural (Religious) Influence
9. Do you think that service provider should accommodate the religious law/concem/practice?
10. If your answer is "yes" please specify/ give the example of what kind of practices should be
considered as concern to these applications?
11. Do you think this is important for service providers to consider these issues? Describe...
12. How do you perceive (will perceive) the quality of services if the service providers are
concerned/unconcerned about these particular issues?
13. What will you do after satisfying/ dissatisfying experience of consuming the service?
14. Will/Will not you tell others about your consuming experience?
General Conclusion
With regard to the questions above and your religious background, what do you think are
the criteria of good service quality?
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Appendix 4: Stage 1 - Verbal Protocol
Method Interview
Sample Questions [English version]

Introductory statement
Nowadays,

Indonesia's

economy

is developing

very strongly.

Previously

it was

more focused on producing products that were more oriented to physical goods such as
food and textiles. Now it is entering the service economy with a focus on

producing

services

education,

such as: a hotel and airline

to support

the tourism

industry,

television, shopping, banking, business consulting and many other things.
This research is investigating the Indonesian consumer's
with services, and what they think when they are consuming

consumption

experiences

services.

Instruction
You will be asked to think out loud about your experience consuming some
specific services. Do not plan what to say, but let your thoughts speak as though you
were really thinking out loud. Tell me everything that passes through your head. Tell
me everything that you were thinking, feeling, expecting and reacting to.
I will give you an example now of me thinking out loud about the last time I drove my
car: [Training] Last time I drove my car was this morning when I went to my office.

/ decided to use the car because I was running out of time. I took the car key, and I
entered the car. Inside the car I adjusted the rear view mirror and the side mirrors. I
realised that the car needs washing. I put on my sunglasses

on because it was a very

shiny day. I turned on the car and started leaving the garage carefully. I stoped at the
footpath and I looked up and down the street checking for the pedestrian

and other car.

It was quiet and that was strange. But I was happy with that. I switched on the radio
and listen to ABC radio for the road information for three to five minutes and turned it
to other frequency

that was playing the country music. I took the North borne

Avenue

because from the radio it tells that there would not be any traffic in that road today.
However I was stuck up for about half an hour there. I did not know what

happened

precisely but I saw one motorcycle turned over on the street. It might be an accident, I
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suppose. I was thinking about other routes I should have taken. After that jam the traffic
was alright. I could speed my car up to 80 km/hour and reached my office by the
following 15 minutes.

Now it is your turn, think aloud about the last time you drove your car (or the last time
you came to the party): What were you thinking, feeling, expecting and reacting to?

Specific Probes
Retail
Within the last three months, how frequently did you go to the

supermarket

(supermarket, hypermarket or departmental store)? When was the last time you went
there? What supermarket was that?
Alright, now I would like you to do the same thing as you describe about drove your
car, but this time it is regarding your last visit to the supermarket.

Restaurant
Within last three moths, how frequently did you go to the restaurant (for ala
carte/choosing food from the menu)? When was the last time you went there? What
restaurant was that?

Think out loud about your last visit to the restaurant.

Hotel
Within last three moths, how frequently did you go to the hotel (Three to five stars
hotel)? When was the last time you went there? What hotel was that?
Think out loud about your last visit to the hotel.
Airline (Excluded)
Within last three moths, how frequently did you travel using an airline (Domestic or
international)? When was the last time you went there?
Think out loud about your last travel by an airline.

264

Additional Questions/Probe (only if needed)
Retail Sector (supermarket)
a. Could you tell me about the people (staff) in that particular supermarket? What
did they do and what did you expect they would do for you? How did you feel
about them?
b. How about the atmosphere/environment inside the supermarket, how did you feel
and what should it be like? Was there any other factor that could affect your
opinion?
c. How about the outcomes that you received? Did that satisfy you?
d. What other things that you would like to add to comment??
e. Could you tell me what particularly you did like or what you did not like from that
supermarket?
f What particular problem you had at that time, or at any other time when you went
there?
g. Is there anything that delighted you? / made you unhappy?
h. Will you shop in that store again? Why?
i. Will you tell your experience to your friends? To whom and why?

Restaurant Sector (Ala carte)

a. Could you tell me about the people (staff) in that particular restaurant? What did
they do and what did you expect they would do for you? How did you feel about
them?
b. How about the atmosphere/environment inside the restaurant, how did you feel
and what should it be like? Was there any other factor that could affect your
opinion?
c. How about the outcomes that you received? Did that satisfying you?
d. What other things that you would like to add to comment from that restaurant??
e. Could you tell me what particularly did you like or what you did not like from that
restaurant?
f What particular problem that you had at that time, or at any other time when you
went there?
g. Was there anything that delighted you? / made you unhappy?
h. Will you eat in that restaurant again? Why?
i. Will you tell your experience to your friends? To whom and why?

Hotel Sector (three to five stars)

a. Could you tell me about the people (staff) in that particular hotel? Start from the
people in the lobby until the room services. What did they do and what do you
expect they will do for you? How did you feel about them?
b. How about the atmosphere/environment inside the hotel, and inside the room?
How did you feel and what should it be like? Was there any other factor that could
affect your opinion?
c. How about the outcomes that you received? Did that satisfy you?
d. What other thing that you would add to comment from that hotel??
e. Could you tell me what particularly do you like or what do not you like from that
hotel?
f What particular problem that you have at that time, or at any other time when you
went there?
g. Is there anything that delighted you? / make you unhappy?
h. Will you stay in that hotel again? Why?
i. Will you tell your experience to your friend? To whom and why?
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Airline Sector (domestic/international)
a. Could you tell me about the people (staff) in that particular airline, either in the
ground or in the plane? What did they do and what do you expect they will do for
you? How did you feel about them?
b. How about the cabin atmosphere/environment, how do you feel and what should it
like? Is there any other factor that could affect your opinion?
c. How about the outcomes that you received? Was that satisfying you?
d. What other thing that you would add to comment from that airline??
e. Could you tell me what particularly do you like or what do not you like from that
experience?
f What particular problem that you have at that time, or at any other time when you
use the airline (or provider) there?
g. Is there anything that delighted you? / make you unhappy?
h. Will you shop using the airline again? Why?
i. Will you tell your experience to your friend? To whom and why?
General questions
• Is (Are) there any other thing(s) more than the basic service that you might expect
(like) from service providers' regarding the service offered/given to you?
Describe...
• What thing(s) that you think will determine your satisfaction/dissatisfaction of the
service offered/provided?
• How will you react (or have reacted) if the service providers give above/below the
quality of services from your expectation? Describe...
• In general, what things do you consider as good service quality (in general term,
based on the answer above)
• Do/do you not tell others about your experience of consuming the service?
• If you do, what would you tell others about?
• If you do, on what occasion would you tell others?
Specific Probes
Do you think that service provider have taken the religion into account?
If 'Yes' could you give me some examples of provider that have taken the religion into
your account....
Should the service provider accommodate the religious law/concem/practice?) why or
why not?
If your answer is "yes" please specify/ give the example of what kind of practices
should be considered concerning to these applications?
Is there any barrier for you to consuming particular service with regard to your religion?
Do you think it is important for a service provider to provide a service that can
accommodate Islamic requirements?
a. If so, how important?
b. And if so, in what ways?
Do you think this is important for service providers to consider these issues? Can you
give some specific examples?
How do you perceive (will perceive) the quality of services if the service providers are
concerned/unconcerned about these particular issues?
What will you do after having satisfying/ dissatisfying experience of consuming the
service into consideration your religion?
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Will/Will not you tell others about your experience of consuming the service into
consideration your religion?

General Conclusion
1. With regard to the questions above and your religious background, what do you
think are the main/ essential criteria of good service quality?
2. How important to you that these main/essential criteria are offered by the service
providers?

Points on Demographic Background
>
>
>
>
>
>

>

Age
Gender
a. Male
b. female
Place of birth
How long have you lived (did you lived) in Java?
Job/Occupation and Highest education level
Approximately how much does your family spend monthly (including household
bills)?
a. < R p 500.000
b. Rp 500.000
- R p 1,000,000
c. Rp 1,000,000 - R p 2,500,000
d. Rp 2,500,000 - Rp 5,000,000
e. Rp 5,000,000 - R p 10,000,000
f Rp 10,000,000- Rp 25,000,000
g. > Rp 25,000,000

What type of house are you living in now?
Flat/Apartment/common house in an estate/common house in a complex/ ownbuilt house/others (please choose and specify)

>
>
>
>

At present, how many house (s) and car (s) do you own?
Within last three years, have you sacrificed animal during the observance of
Holy Eid al Adha?
If you ever went for Hajj or Umrah*); how many time (s) have you perform
Hajj/Umrah*) up till now
Within three years what kind of Zakat/Zakah*) that you have paid
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Appendix 5: Stage 1 - The Overall Emerged
Coding/Themes and Variable Definition
^English version
No

Coding/Theme

No

Coding/Theme

No

Coding/Theme

1

Retail/supermarket

36

Availability of:

71

Queue

2

Frequency

37

Alkitab/BIBLE

72

Transaction

3

product type

38

service provider's attention

73

Parking space

4

services/service provider

39

Image

74

repeat buying

5

rating

40

"One night stand"

75

recommendation

6

reason

41

Wedding letters(legal)

76

Competitive advantage

7

Islamic Holiday

42

Muslim/non Muslim

77

Practical

8

Structure/arrangement/formation/layout

43

east/west culture

78

Location Distance

9

Space

44

Preference

79

Luxuries/ extravagant

10

method o f acquisition

45

AIRLINE

80

travel categories

11

PRICE

46

Snacks

81

(future) word-of-mouth
communication

12

category size

47

class

82

partner in travel

13

Qual/Quant

48

Safety (track record of)

83

problem during transaction

14

completeness

49

condition of plane

84

Perception

15

PRODUCT

50

comparison

85

Religion

16

complain action

51

Airport

86

Honesty

17

level o f satisfaction

52

Performance category

87

Politeness

18

Post Purchase Behaviour

53

Staff (ritel/resto/stewardess/waitress)

88

management maintenance

19

Franchise

54

size

89

level o f Importance

20

reason to consume

55

Crush/Accident

90

Khamar/Alcohol beverages

91

feeling during the transaction

21

information o f price

56

Crisis handling/accident
handling/problem handling/complain
handling

22

RESTAURANT

57

Interaction

92

(study case: Bank Syari'ah)'

23

level o f halal product provided

58

Asking for a favour

93

Clothes/Dress/Uniform

24

Syari'ah Islam

59

communication to buyer

94

staff greet customer

25

source o f information/WOM

60

Help/assistance/cooperate (willingness
to)

95

Muslim category

26

Expectation/hope

61

Staff mastery

96

gratitude from the staff

27

Hotel (3 and up stars)

62

Environment / atmosphere

97

occasion time

28

Frequency

63

space condition

98

Location/ accessibility

29

Physical appearance/building - plane

64

hall

99

familiarity

30

building condition

65

Time

100

Be understand with the
situation

31

Religious activities

66

density

101

Self service/self assistance

32

level o f difficultness

67

attractiveness

102

true/false option

33

Self Recognition

68

Trust

103

Escalator

34

self (Muslim) category

69

Behaviour/habit

104

Table Arrangement

35

SelfPurity/Wudhu

70

Shopping

105

Javanism
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No

Coding/Theme

No

Coding/Theme

No

Coding/Theme

106

Busy

141

arrangement

176

Ulema (MUI)

107

the way service delivered

142

reaction

177

Feeling

108

Cashier/Transaction payment person in
charge

143

service decision made by other

178

Alternative/second
choice/other option/switch

109

Comfort ness

144

Tidiness

179

Product/service
information/disclosure

room inside hotels

145

choices

180

Tolerant
to
activities/followers

religious

110

View/scenery

146

Be forced to

181

staff treatment
customers

different

111
112

Service includes food?

147

cleanliness

182

origin of the service staff

113

doubt ness

148

handling the problem

183

availability of assisting staff

114

availability

149

Commit a sin/prohibited

184

the music played in the service
scape

115

Pick/Choose/Decide

150

Hospitality

185

The staff asking for the tip?

116

Outcome quality;

151

Facilities

186

friendly staff

117

appearance of the staff

152

Gadget/tools

187

Rating for service providers

118

Promotion/Advertisement

153

prohibit/not

188

HALAL category

119

service breakdown (airline)

154

adjustment with culture/religion

189

Condition(s)

120

gender

155

staff patience during transaction

190

Cancelled

121

length of time

156

complimentary provided (hotel)

191

method of ticket purchased

122

Aware

157

expiry date of product neglected

192

staff being friendly only on the
workplace not outside

123

Traffic

158

Customer/Consumer

193

Specific requirement

124

Relax

159

Availability (of schedule-plane)

194

Procurement

125

lighting

160

Segmentation/Targeting/Positioning

195

Availability of facilities

126

impression

161

provider maintaining relation

196

Experiential marketing

127

Warehouse

162

method of sales promotion

197

staff performance based
their characteristics

128

humaneness

163

fragrance

198

forget/remember

129

appreciation

164

personal characteristics of the staff

199

service environment
Afraid/scare/ worried

to

on

130

Bother with the service?

165

Augmented service

200

131

SERVICE QUALITY

166

Hiiaab/Jilbab/KeTudung

201

Staff giving smile?

132

Portion

167

Sincerity

202

Consistency with promises

133

Selling

168

Payment

203

type of flight

134

Appropriateness

169

Service staff being racist?

204

empathy showed by staff

135

care

170

Identity (Muslim)

205

importance

136

Islamic label/name/brand

171

origin of the brand

206

expectation vs. perception

137

treatment

172

healthiness

207

Refreshing

138

experience

173

(batin) internal's mind/heart

208

Exhibition

139

staff behave as suppose to/not

174

the owner of the company

209

Unique/differentiation

140

Interesting?

175

favourable

210

Event on the spot/service place

269
No

Coding/Theme

211

p l a n e c o n d i t i o n d u r i n g the
(airline)

212

No

Coding/Theme

246

247

No

Coding/Theme

Separation between different gender

281

inside/outside

Perquisites
Islam:

282

Discipline

transaction

retail a t t a c h e d to

of

Halal

business

in

213

Loyalty

248

Sales person disturbing

283

Dangerous additive on
p r o v i d e d (retail/hotel)

214

Influenced by something?

249

booking and payment

284

lost a n d f o u n d

215

type of shopping

250

special s e r v i c e o f f e r i n g

285

C a n d y for p o c k e t
money

216

Concern

251

s t a f f o b e d i e n c e to the p r o c e d u r e

286

emphasize

217

variety products offered

252

Mforthiness

287

s p e c i a l i z e vs. g e n e r a l

218

clarity
of
the
information
regarding halal/haram

253

financial

288

m o d e m vs. traditional

219

P l a y i n g p l a c e for c h i l d r e n

254

majority/minority

289

C a r p e t is not p r o v i d e d

220

Employee/staff give suggestion

255

representativeness

290

Provide
people

221

Provide a suggestion box/receive
feedback from customer

256

consideration

222

I s l a m i c f i v e pillars

257

product feature

223

c h e c k in/out ( h o t e l )

258

Scary/haunted^orrified/afraid

224

r e a s o n for d e l a y p e r f o r m a n c e

259

Rotten

225

D i r e c t flight

260

systematics service/product arranged

226

loyalty post p u r c h a s e b e h a v i o u r

261

reason for c o n s u m e ( r e s t a u r a n t )

227

D e s i g n interior

262

Welcoming drinks

263

Price
check
checking machine

consequences

the

machine/barcode

the f e e l i n g e v a l u a t i o n a f l e r t r a n s a c t i o n

229

p r o d u c t c o n d i t i o n (retail)

264

Underestimate/disparage/belittle

230

security availability (hotel)

265

facilities availability

231

additional promotion

266

a c h i e v e m e n t o f the g o a ;

232

Modesty

267

genuinely

233

Delivery service

268

accommodate customer's privacy

234

value added

269

staff reaction to the m i s t a k e / f a u l t y

235

T h e s t a f f g a t h e r e d for chit chat,
s e r v i c i n g the c u s t o m e r

270

fortunate

236

I n t e r a c t i o n quality:

271

w o r k properly

237

A p p r o a c h to t h e c u s t o m e r

272

policy for s m o k i n g

sincerity o f the stafT b e h a v i o u r

273

s w a p ( s w i t c h ) o n s e r v i c e ( u s i n g other
provider's plane)

239

plane take off/landing

274

M o n e y return policy

240

Airline service classification

275

24 h o u r s

241

effort made
transaction

276

strength/weaknesses

242

standardization

277

Charge/surcharge
payment

243

s e r v i c e d e l i v e r e d by ( g e n d e r ) to

278

n u m b e r o f c a s h i e r o p e n (retail)

244

guarantee

279

method
of
(restaurant)

245

Ethical s t a n d a r d

280

Staff appearance glaring?

by

the

staff

change

of

board

228

238

food

not

during

on

credit

food

card

consumed

facilities

for

disable

270
Brady and Cronin (2001) Variable Definition
Dimension

Items

Origin

Definition

Interaction

Y o u can count o n the e m p l o y e e s at X Y Z being friendly

Attitude:

Brady

Quality

T h e attitude of X Y Z ' s

(9 Items)

S h o w n attitude o f service personnel

(2001)

willingness to help m e

to the c u s t o m e r during service

p.38

T h e attitude of X Y Z ' s e m p l o y e e s s h o w s me that they

transaction

understand my n e e d s

Behaviour:

1 can count on X Y Z ' s e m p l o y e e s taking actions to address

S h o w n behaviour of service

my n e e d s

personnel to the c u s t o m e r during

X Y Z ' s e m p l o y e e s respond quickly to my needs

service transaction

T h e b e h a v i o u r of X Y Z ' s e m p l o y e e s indicates to me that

Expertise:

they understand my n e e d s

The shown k n o w l e d g e of service

e m p l o y e e s demonstrates

their

You can count on X Y Z ' s e m p l o y e e s k n o w i n g their j o b s
X Y Z ' s e m p l o y e e s are able to answer my question quickly

&

Cronin

personnel roles when p e r f o r m i n g
their j o b during service transaction

T h e e m p l o y e e s understand that 1 rely on their k n o w l e d g e
to meet my needs
Environment

At X Y Z , you can rely on there being a good atmosphere

Ambience:

Quality

X Y Z ' s a m b i a n c e is what I'm looking for in a

Non visual aspect such as

Brady

temperature, scent and music that

(2001) p.39

X Y Z understands that it's atmosphere is important to me

(9 Items)

T h i s service p r o v i d e r ' s layout never fails to impress me

are present at the

Bitner(1992)
&

Cronin

servicescape

Facility:
X Y Z ' s layout serves my purposes
X Y Z understand that the design of its facility is important

Layout or architecture of the
environment that can be either

to me

functional or aesthetic
I find that X Y Z ' s other customers consistently inject me
Social Factor:
with a good impression of X Y Z ' s services
X Y Z ' s other c u s t o m e r s do not affect its ability to provide

The n u m b e r and type of people
present in the service setting as

me with good service

well as their behaviour
X Y Z understands that other patrons affect my perception
of its service
Waiting time at X Y Z is predictable

Outcome
Quality

X Y Z tries to keep my waiting time to a m i n i m u m

(9 Items)

This service provider understands that waiting time is

1 like X Y Z because it has the
X Y Z k n o w s the kind of

Brady

T h e time spent during service

(2001) p.40

transaction
Tangibles:

important to me
1 am consistently pleased with the

Wailing Time:

at X Y Z
that 1 want
its customers are

looking for
W h e n I leave X Y Z , I usually feel that 1 had a good
experience

Any tangible evidence of the
service o u t c o m e
Valence:
Attributes that control whether
c u s t o m e r s ' believe in the service
o u t c o m e is good or bad, regardless
of their evaluation of any other

I believe X Y Z tries to give me a good experience
aspect of the experience
I believe X Y Z k n o w s the type of experience its customers
want
Overall
(2 I t e m s )

SQ

1 would say that X Y Z provides superior service
I believe X Y Z o f f e r s excellent service

General questions

&

Cronin
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Islamic Variable Definition
Dimension

Dennition

Origin

Refers to what is

(Al-Qaradawi,

permitted/lawful and

1980; Beekun,

prohibited/unlawful according

1997)

Halal/Haram (9 Items)
X Y Z company provides

that follow Islamic rule o f

Halal/Haram
X Y Z company clearly declares

according to the Islamic rule

to the Islamic rule. This

o f Halal/Haram

includes: providing and or
X Y Z company keeps

that are categorized as Halal or Haram
serving halal/haram food and

separately
drink and or/ conducting
X Y Z company holds a Halal certificate for

Stage 1 Interview
(Qualitative
research)

halal/haram business transaction

X Y Z company clearly displays a certificate o f Halal/Haram

Y o u can count on X Y Z ' s statement o f Halal_
X Y Z company does not provides Haram
I would say that X Y Z company only provide Halal
X Y Z understands that to accommodate Halal/Haram o f _
very important for me

Attention to Islamic religious activities (10 Items)
X Y Z company provides appropriate attention to Islamic religious
activities

The amount o f attention

X Y Z provides a place for saying prayer
X Y Z provides a purifying ( W u d h u before prayer) facilities

rendered by the service

Interview

providers to the Islamic-

(Qualitative

religious activities, for instance:

research)

X Y Z company provides Sajadah/Mukena for praying tools
daily Shalat and fasting in
X Y Z company provides the direction

ofKMaXJMecca/Makkah

Stage 1 -

Ramadhan month

X Y Z company maintains the sanctity o f the place for praying

Stage I Interview
(Qualitative

X Y Z company provides a proper praying facilities

research)

X Y Z understands that the attention to accommodate Islamic religious
activities is important for me
X Y Z company respects M u s l i m customer
X Y Z company pays attention to Islamic Holyday

Honesty (9 Items)
X Y Z ' s company is honest in business dealings

The honest intention o f the

(Beekun, 1997)

X Y Z does not seem to be fraudulent in their business dealings

service providers during the

Stage 1 -

service transaction, includes:

Interview

providing service/goods that are

(Qualitative

1 would say that there is no uncertainty when dealing a business
transaction with X Y Z

in a good conditions on fair
X Y Z does not engage in profiteering

price, use correct weight and

There was no hard sell pressure with X Y Z

measure, not performing price

X Y Z company does not support any g a m b l i n g practices

manipulation and or hoarding,

X Y Z company will disclose information about its
X Y Z deliver its services accordingly to their promises
Staff o f X Y Z company does not tamper with measurement scales

and not serving adulterated
products

research)
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Modesty
X Y Z design uniform that promotes modesty for its staff

The appropriate and clean outfit

(Ismail, 1981;

Staff of X Y Z ' s company wear modest outfits

of the service-staff that cover

Mutahhari,

his/her specific body parts

1989)

(aurah; such as the sexually

Stage 1 -

The dress code of X Y Z staff follow Islamic dress code
alluring parts of the human

Interview

body) in her/his associations

(Qualitative

with the men/women with

research)

whom he/she does not have any
family bondage (mahram;
relations such as parents, son,
daughter, husband and so on)
according to the divine law, and
that he/she does not show and
display themselves with
transparent material

Humaneness
Kind and following the humane

(Ismail, 1981);

standards of treatment given by

Stage 1 -

the service provider to its

Interview

(Muslim/Non-Muslim)

(Qualitative

customers

research)

XYZ company gives a high trust to its customer during service

The amount of trust given by

Stage 1 -

transaction

the service provider to its

Interview

customer during the service

(Qualitative

transaction

research)

XYZ company develop its service using a humane standard
The staff of XYZ company shows their humane touch during the
transaction process
XYZ company understand the need for humane treatment for its
customer
XYZ company treat its employee with humaneness

Trustworthiness

XYZ company develop the trustworthy standard that is applied in its
service scape
The staff of X Y Z company shows the considerable amount of trust
when servicing its customer
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Appendix 6: Stage 1 - Respondents
Participated on Qualitative Study
Birthplace/

Age/Year of
R Number

Gender

birth

1

Male

1972

Status

growing up

Education

Serang, Cilegon
Married

(west Java)

Job
tax auditor,

Undergraduate

Yogyakarta/

private
Computer lab

2

Male

1980

Single

Jakarta

Undergraduate

3

Male

1973

Married

Lampung/ Surabaya

master

4

Female

1966

Married

Malang/Semarang

master

manager

5

Female

1979

Married

Yogyakarta

master

University staff

6

Male

1973

Married

7

Female

1955

Married

8

Male

1981

9

Male

10

staff
Lecturer IAIN
Lampung
Human resource

Purwokerto/Semaran
g

Manager tel.
master

company

Sukabumi/ Semarang

senior high school

Housewive

Single

Kediri

Undergraduate

Tutor

1970

Married

Surabaya

Senior high school

managing director

Female

1976

Married

solo

master

Lecturer

11

Male

1971

Married

Malang

MBA/Master

company

12

Male

1974

Married

Pekalongan

Undergraduate

Staff IT company

13

Male

1966

Married

Jember/ Semarang

Undergraduate

Staff Airline

Magelang/

Supervisor private
company
Human resource
14

Female

1964

Married

Surabaya

Undergraduate

15

Male

1967

Married

Situbondo/ Surabaya

Undergraduate

Manager

16

Male

1968

Married

Semarang

Undergraduate

HRD

17

Male

1976

Single

Cibubur

master

Lecturer

18

Female

1983

Single

Semarang

D3 (tafe)

student

19

Male

1963

Married

Semarang

Undergraduate

Civil Servant

20

Male

1968

Married

Yogyakarta

Doctor

Enterpreneur

21

Male

1974

Married

Bandung/ Surabaya

Undergraduate

company

22

Male

1959

Married

Surabaya/Madiun

Undergraduate

Civil servant

23

Male

1972

Married

24

Female

1965

Married

Bandung

Undergraduate

NGO's

25

Male

1982

Single

Rembang/ Semarang

Undergraduate

PR manager

development staff
Marketing

Indramayu/

S t a f f - Oil

Purwokerto/
Semarang

Staff financing
Diploma/ tafe

company
Housewive &
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Birthplace/

AgeA'ear of
R Number

Gender

birth

Status

growing up

Education

Job
branch manager

26

Male

1966

Married

Semarang

Undergraduate

PT Pos Semarang

27

Male

1974

Married

Malang/ Yogyakarta

Undergraduate

Private company

Mualimin (equal

Parliament

28

Male

1939

Married

Probolinggo

to S I )

member

29

Female

1973

Married

West Java

Undergraduate

Housewives

30

Female

1986

Single

Bandung

Senior high school

University student

31

Male

1962

Married

Madura/Semarang

Undergraduate

Owner/Director

32

Male

1977

Single

Surabaya

Undergraduate

manager

33

Female

1984

Single

Jakarta/ West Java

Senior high school

Student

34

Female

1973

Married

Jakarta/West Java

Master

Civil servant

35

Female

1950

Married

senior high school

Housewives

Marketing

Tulungagung/
Surabaya

Teacher / S2
36

Male

1965

Married

West Java

Undergraduate

student
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Appendix 7: Stage 2 - Survey Questionnaire
[English version]

Service company (XYZ) /Location
PART 1 - SERVICE QUALITY
The following statements are designed to determine the XYZ Company's quality of service
provided. As their customer, please indicate in the blanks by each statement the number that
corresponds to your perception about X Y Z ' s quality of service.

/

2

3

Strongly

Disagree

Slighlfy

disagree

disagree

4
Neutral

5

6

7

Slightly

Agree

Strongly

agree

EXAMPLE:
E.g. You can count on the employees at XYZ being friendly

Quality of Interaction
1

Overall I'd say the quality of my interaction with this firm's
employee is excellent

2

I would say that the quality of my interaction with X Y Z ' s
employees is high

3

You can count on the employees at XYZ being friendly

Attitude

4

5

The attitude of X Y Z ' s employees demonstrates their
willingness to help me
The attitude of X Y Z ' s employees shows me that they
understand my needs

Behaviour
6

I can count on X Y Z ' s employees taking actions to address
my needs

7

X Y Z ' s employees respond quickly to my needs

8

The behaviour of X Y Z ' s employees indicates to me that
they understand my needs

Expertise
9

You can count on X Y Z ' s employees knowing their jobs

10

X Y Z ' s employees are able to answer my question quickly

agree

276
11

The employees understand that I rely on their knowledge to
meet my needs

Environment Quality
12

13

1 would say that X Y Z ' s physical environment is one of the
best in its industry
I would rate X Y Z ' s physical environment highly

Ambient Condition
14
15
16

At XYZ, you can rely on there being a good atmosphere
X Y Z ' s ambience is what I'm looking for in a

services

XYZ understands that its atmosphere is important to me

Design
17
18
19

This service provider's layout never fails to impress me
X Y Z ' s layout serves my purposes
X Y Z understand that the design of its facility is important to
me

Faktor Sosial /Social Factor
20
21

22

1

1 find that X Y Z ' s other customers consistently leave me
with a good impression of its services
X Y Z ' s other customers do not affect its ability to provide
me with good service
X Y Z understands that other patrons affect my perception of
its service

Outcome Quality
23
24

1

1 always have an excellent experience when 1 visit XYZ
I feel good about what XYZ provides its customer

Waiting time

1

25

Waiting time
predictable

26

X Y Z tries to keep my waiting time to a minimum

27

(for example: queue/service) at X Y Z is

This service provider understands that waiting time is
important to me

Tangible

1

28

1 am consistently pleased with the tangible element at X Y Z

29

I like X Y Z because it has the tangible thing(s) that 1 want

30

X Y Z knows the kind of tangible things its customers are
looking for
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Valence / Service Element Combination
Direction
31
32
33

|

The following questions refer to the bad or good experiences you had. Give
the appropriate scale that represents most of your good or bad
experiences.
When I leave XYZ, 1 usually feel that I had a good
experience
I believe X Y Z tries to give me a good experience
I believe X Y Z knows the type of experience its customers
want

Quality of Service
34
35

I would say that X Y Z provides superior service
1 believe X Y Z offers excellent service

Islamic Values

1

36

X Y Z company understands the Islamic rules

37

X Y Z company shows that they accommodate the needs of
Muslim customers

38

X Y Z company places equal amount of respect for Muslim
customers and non-Muslim customers

39

X Y Z company shows high degree of religiosity tolerance to
its customers

Halal/Haram

1

40

X Y Z company provides product
Islamic rule of Halal/Haram

services

that

follow

41

X Y Z company clearly declare product services according to
the Islamic rule of Halal/Haram

42

X Y Z company keeps product services that are categorized
as Halal or Haram separately

43

X Y Z company holds a Halal certificate for product services

44

X Y Z company clearly display a certificate of Halal/Haram

45

You can count on X Y Z ' s statement of Halal

46

X Y Z company does not provide Haram product services

47

I would say that XYZ company only provide Halal product
services

48

XYZ understand that to accomodate
product services is very important for me

Halal/Haram

of

1 A t t e n t i o n to I s l a m i c r e l i g i o u s a c t i v i t y
49

X Y Z company provide appropriate attention to Islamic
religious activities

50

X Y Z provide a place for saying prayer

51

X Y Z provide a purifying (Wudhu before prayer) facilities

52

X Y Z company provide Sajadah/Mukena for praying tools

53

XYZ
company
KiblatMecca/Makkah

54

X Y Z company maintain the sanctity of the place for praying

provide

the

direction

of
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55

X Y Z company provide a proper praying facilities

56

X Y Z company pays attention to Islamic Holyday

57

X Y Z company respect Muslim customer

58

X Y Z understand that the attention to accommodate Islamic
religious activities is important for me

Honesty
59

X Y Z ' s company is honest in business dealings

60

X Y Z does not seem to be fraudulent in their business
dealings

61

I would say that there is no uncertainty when dealing a
business transaction with X Y Z

62

X Y Z does not only engage in profiteering

63

There was no hard sell pressure with X Y Z

64

X Y Z company does not support any gambling practices

65

Staff of X Y Z company does not tamper with measurement
scales

66

X Y Z deliver its services accordingly to their promises

67

X Y Z company will disclose information about its product
services

Modesty
68

X Y Z design uniform that promotes modesty for its staff

69

Staff of X Y Z ' s company wear modest outfits

70

The dress code of X Y Z staff follow Islamic dress code

Humaneness

1

71

X Y Z company develop its service using a humane standard

72

The staff of X Y Z company shows their humane touch
during the transaction process

73

X Y Z company understand the need for humane treatment
for its customer

74

X Y Z company treat its employee with humaneness

Trustworthiness
75

X Y Z company gives a high trust to its customer during
service transaction

76

X Y Z company develop the trustworthy standard that is
applied in its servicescape

77

The staff of X Y Z company shows the considerable amount
of trust when servicing its customer

1
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PART 2 - DEMOGRAPHY
In this part, you are kindly

asked

to give some

information

Please cross the circle next the answer you consider

regarding

appropriate.

to your personal

(Tick which applies):

J o b function/category
CEO/COO/Director

O

Administration/clerical staff

O

Manager

O

Student

O

Supervisor

O

Housewives

O

Other (please specify)

O

Educational background (tick the highest qualification you have):
Secondary schooling

O

College/Certificate/Diploma

O

Bachelor degree

O

Postgraduate Diploma

O

Master

O

Doctorate

O

Other (please indicate)

O

Marital status
Married

Divorce

Single

Widowed

Birthplace/Growing up
West Java

O

East Java

Central Java

O

Jabotabek

Other

place

(please

O

indicate)

H o u s i n g type
Standard house

O Dormitory

Apartment

O Living with parents

Other
indicate)

place

(please

O

data.
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Vehicle possession
Car
Other

O
vehicle

Motorcycle

(please

O

indicate)

Gender:
Female

O Male

A g e in years (ticl^ one):
Under 20

O

20-29

O

30-39

O

40-49

O

A b o v e 50

O

Islamic self-concept
Liberal

O Conservative

Moderate

0

Abstain

Any affiliation to Islamic

O

organization (please
indicate)

Religious activities
Shalat

O Zakat

Shaum

O HajjAJmroh

Aqiqah

O Shadaqah

Other (please indicate)

O
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PART 3 - C O N S U M P T I O N PATTERN

For the following

questions, please provide short answers in the available

column

1) Why do you choose FT XYZ?
2) From whom/where you firstly got the information about XYZ service
company?
3) Length of using X Y Z ' s company services:
years/months/days
4) How many time(s) a month you visit X Y Z ' s service company?
Time(s)/month
5) What time you usually go to the XYZ service company:
pm/am
6) moming/midday/aftemoon/evening *)
7) How long do you usually spent for transaction inside the XYZ service Company
minutes/hours/days
8) How much money (on average) do you usually spend in XYZ service
company
?
9) What product you usually buy from XYZ service company (please mentioned briefly)
10) With whom you usually go to XYZ?

*) strike unnecessary

option

Thank you for your participation
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Appendix 8: Stage 2 - Descriptive Statistic
(Quantitative Stage)
Descriptive Statistics

Symbol *)

N

Minimum

Maximum

Mean

Std. Deviation

IQgl_l

500

1.00

7.00

4.9120

IQg2_2

500

1.00

7.00

4.7480

1.14504

IQanl_3

500

2.00

7.00

4.9180

1.21747

IQatt2_4

500

1.00

7.00

5.0320

1.17888

IQatt3_5

500

1.00

7.00

4.4060

1.29944

lQbhvl_6

500

1.00

7.00

4.6900

1.23813

IQbhv2_7

500

1.00

7.00

4.9220

1.21444

IQbhv3_8

500

1.00

7.00

4.6080

1.21048

IQexpl_9

500

1.00

7.00

5.1160

1.17358

IQexp2_10

500

2.00

7.00

5.0880

1.14318

IQexp3_l 1

500

1.00

7.00

4.9840

1.21106

E0gl_12

500

1.00

7.00

4.8900

1.35705

EQg2_13

500

2.00

7.00

5.3760

1.06060

EQambl_14

500

1.00

7.00

4.6440

1.15929

EQamb2_15

500

1.00

7.00

5.1420

1.15086

EQamb3_16

500

1.00

7.00

5.1140

1.07858

EQdsgl_17

500

1.00

7.00

4.7940

1.16717

EQdsg2_18

500

1.00

7.00

4.8940

1.09415

EQdsg3_19

500

1.00

7.00

5.0620

1.05279

EQscll_20

500

1.00

7.00

4.7460

1.05817

EQscl2_21

500

1.00

7.00

4.9500

1.09814

EQscl3_22

500

1.00

7.00

4.8140

1.15155

OQgL23

500

1.00

7.00

4.7260

1.25142

OQg2_24

500

1.00

7.00

5.1020

1.07233

OQwtml_25

500

1.00

7.00

4.7080

1.41942

OQwtm2_26

500

1.00

7.00

4.7540

1.33155

OQwtm3_27

500

1.00

7.00

5.1360

1.29339

OQtgbl_28

500

1.00

7.00

5.2080

1.03289

OQtgb2_29

500

1.00

7.00

5.1460

1.04445

00tgb3_30

500

2.00

7.00

5.1340

1.03062

0Qvall_31

500

1.00

7.00

4.9960

1.09653

OQval2_32

500

1.00

7.00

5.2120

1.07581

OQval3_33

500

1.00

7.00

4.9260

1.08945

SQgl_34

500

1.00

7.00

4.4020

1.21133

SQg2_35

500

1.00

7.00

4.9140

1.18550

IVgl_36

500

1.00

7.00

4.6900

1.31353

lVg2_37

500

1.00

7.00

4.9260

1.26322
1.12494

1.17261

IVg3_38

500

1.00

7.00

5.3620

IVg4_39

500

1.00

7.00

5.1360

1.15593

IVhhl_40

500

1.00

7.00

5.1920

1.34415

IVhh2_41

500

1.00

7.00

4.8400

1.39366

IVhh3_42

500

1.00

7.00

4.7500

1.40836

lVhh4_43

500

1.00

7.00

5.0820

1.22240

IVhh5_44

500

1.00

7.00

4.9040

1.36914

IVhh6_45

500

1.00

7.00

5.2520

1.20640

IVhh7_46

500

1.00

7.00

4.1000

1.96513
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N

Minimum

Maximum

Mean

Std. Deviation

IVhh8_47

500

1.00

7.00

4.2560

1.97339

lVhh9_48

500

1.00

7.00

5.2360

1.36969

IVactl_49

500

1.00

7.00

4.5520

1.36199

lVact2_50

500

1.00

7.00

4.5900

1.74585

IVact3_51

500

1.00

7,00

4.5580

1.71830

lVact4_52

500

1.00

7.00

4.3700

1.72251

IVact5_53

500

1.00

7,00

4.5080

1.76754

IVact6_54

500

1.00

7.00

4.2780

1.65475

IVact7_55

500

1.00

7.00

4.1420

1.67674

IVact8_56

500

1.00

7.00

4.4320

1.44968

lVact9_57

500

1.00

7.00

5.0960

1.22384

IVactlO_58

500

1.00

7.00

4.5000

1.51214

IVhnsl_59

500

1.00

7.00

4.6580

1.09152

IVhns2_60

500

1.00

7.00

4.6400

1.09581

IVhns3_61

500

2.00

7.00

4.9620

1.03086

lVhns4_62

500

1.00

7.00

4.4460

1.10341

lVhns5_63

500

2.00

7.00

5.4000

1.01886

IVhns6_64

500

1.00

7.00

5.0400

1.15805

IVhns7_65

500

1.00

7.00

5.0520

1.05429

IVhns8_66

500

1.00

7.00

5.0560

1.08037

IVhns9_67

500

1.00

7.00

4.8440

1.15340

lVmodl_68

500

1.00

7.00

5.5500

1.00275

IVmod2_69

500

1.00

7.00

5.6260

.95915

IVmod3_70

500

1.00

7.00

5.0460

1.42827

lVhuml_71

500

2.00

7.00

5.3900

.93576

lVhum2_72

500

2.00

7.00

5.4880

.92280

IVhum3_73

500

2.00

7.00

5,5020

.93581

IVhuni4_74

500

2.00

7.00

5,2280

1.00101

IVtrsl_75

500

1,00

7.00

5,2920

.97192

lVtrs2_76

500

1.00

7.00

5,2400

.94879

IVtrs3_77

500

2.00

7.00

5.2400

.94879

Valid N (listwise)

500

Note:
IQ = Interaction Quality

hh = Halal/Haram

E Q = (Physical) E n v i r o n m e n t Quality

act = Attention
Activities

O Q = O u t c o m e Quality

hns = Honesty

g

mod = M o d e s t y

= General Questions

to

att= Attitude

hum = H u m a n e n e s s

bhv= Behaviour

Trs = Trustworthiness

e x p = Expertise
w t m = Waiting time
tgb= Tangible
val= V a l e n c e
a m b = A m b i e n t Condition
dsg= Design
scl= Social Factor

Religious
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Appendix 9: Stage 2 - Exploratory Factor
Analysis
KMC and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.
Bartlett's Test of
Sphericity

.931

Approx. Chi-Square
df

24238.234
2080

Sig.

.000

Rotated Component Matrix
Combonenl
1

2

IQani_3
IQatt2_4

3

4

5

6

7

8

9

.715
758

IQan3_5

793

IQbhv1_6

.760

IQbhv2_7

.751

IQbhv3_e

788

IQexp1_9

.514

IQexp2_10
IQe)(p3_11

.551
.547

.309

EQamb1_14

447

.428

EQamb2_15

.539

EQamb3_16

.611

EQdsg1J7

.729

EQdsg2_18

.754

EQdsg3_19

.713

EQscM_20

.409

EQscl2_21

541

.399
.354

EQscl3_22
OQv»Hii1_25
OQwliii2_26
OQwtm3_27

651
652

342

541

330

OQlgbl_28
001gb2_29
OQl9b3_30
0Qval1_31

.518

564

426

516

448
322

.353

.393
347

OOval2_32

452

462
.340

OQval3_33
IVllh1_40
IVhh2_41

.738

IVtih3_42

783

-.308

427

766

IVhh4_43

773

IVhh5_44

.787

IVhh6_45

.730

IVtih7_46
IVhh8_47

.345

.764

.373

.786

IVhh9_48

.618

.321

IVacl1_49

546

IVacl2_50

929
924

lVacl3_51
IVact4_52

321

904

IVact5_53

893

IVact6_54

.908
.899

IVact7_56

.301

IVacl8_56

505

IVacl9_57

,437

IVact10_58

.832

.336

IVtins1_59

.757

IVlms2_60

.784

IVhns3_61

.698

IVhns4_62

698

IVhns5_63

.560

IVhns6_64

599

IVhns7_65

.719

IVhns8_66

.630

l\/hns9_67

.650

.312

.717

IVmod1_68
IVmod2_69

688

IVmod3_70

.522

IVhum1_71

.303

660

IVhum2_72

.700

IVhum3_73
IVhum4_74

750
.337

672

IVtrs1_75

.395

526

IVIrs2_76
IVIrs3_77

.438

510

386

476

Extraction Method: Principal Component Analysis
Rotation Method: Vanmax with Kaiser Normalization
a Rotation converged in 11 iterations

.324

Appendix 10: Stage 2 - Normality Test of the
Data
(After EFA/CFA)
min

max

skew

c.r.

kurtosis

c.r.

IVmodl_68

1.000

7.000

-1.110

-10.136

1.672

7.631

IVmod2_69

1.000

7.000

-1.186

-10.829

2.071

9.453

OQwtml_25

1.000

7.000

-.520

-4.744

-.685

-3.125

OQwtm2_26

1.000

7.000

-.502

-4.581

-.479

-2.186

OQwtm3_27

1.000

7.000

-.671

-6.126

.069

.315

OQtgbl_28

1.000

7.000

-.751

-6.858

.328

1.496

OQtgb2_29

1.000

7.000

-.685

-6.252

.328

1.498

EQdsg2_18

1.000

7.000

-.607

-5.542

.024

.111

EQamb3_16

1.000

7.000

-.486

-4,441

-.085

-.389

EQamb2^15

1.000

7.000

-.658

-6.007

.117

.533

IVhunil_71

2.000

7.000

-.685

-6.255

-.048

-.218

IVhum2_72

2.000

7.000

-.914

-8.347

.776

3.543

lVhum3_73

2.000

7.000

-.755

-6.890

.136

.620

lVhum4_74

2.000

7.000

-.312

-2.847

-.754

-3.443

IVhh6_45

1.000

7.000

-.780

-7.124

.496

2.264

IVhh3_42

1.000

7.000

-.512

-4.673

-.357

-1.628

IVhh2_41

1.000

7.000

-.625

-5.701

-.142

-.648

lVhhl_40

1.000

7.000

-.952

-8.693

.549

2.505

IVhns3_61

2.000

7.000

-.221

-2.015

-.539

-2.460

lVhns4_62

1.000

7.000

.012

.106

.360

1.642

IVhns7_65

1.000

7.000

-.073

-.666

-.751

-3.427

IVhns8_66

1.000

7.000

-.541

-4.937

.062

.281

IVhns9_67

1.000

7.000

-.258

-2.356

-.168

-.769

lQbhv3_8

1.000

7.000

-.403

-3.676

-.299

-1.365

IQbhvl_6

1.000

7.000

-.462

-4.213

-.503

-2.298

IQatt3_5

1.000

7.000

-.268

-2.443

-.633

-2.887

IQatllJ

2.000

7.000

-.710

-6.482

-.302

-1.380

IVact3_51

1.000

7.000

-.441

-4.029

-.891

-4.067

lVact4_52

1.000

7.000

-.264

-2.414

-.972

-4.435

IVact5J3

1.000

7.000

-.402

-3.672

-.955

-4.360

lVact7_55

1.000

7.000

-.143

-1.306

-.880

-4.016

273.582

67.622

Variable

Multivariate
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Appendix 11: Stage 2 - AMOS 6.0 OUTPUT
For Hypotheses Testing
Regression Weights: (Group number 1 - Default model)
Estimate

S.E.

C.R.

P

Label

B & C level 2

< —

ISQ

1.000

Islamic Value

<—

ISQ

1.000

F2 int.quail_att&bhv

< —

B & C level 2

.855

.092

9.265

<—

B & C level 2

.821

.085

9.617

F8 O Q -_waiting time

<—

B & C level 2

.960

.108

8.909

***

par_23

F7 O Q - J a n g i b l e

<—

B & C level 2

1.000

F1 rel.act

<—

Islamic Value

1.034

.156

6.629

***

par_24

F4 halal/haram

< —

Islamic Value

1.156

.125

9.250

***

par_25

F3 honesty

< —

Islamic Value

1.211

.117

10.381

•

par_26

F5 hum_trust

<—

Islamic Value

1.119

.098

11.420

F9 modesty

< —

Islamic Value

1.000

F6

***

par_21

par_22

env.quality _ a m b & d s g n

Standardized Regression Weights: (Group number 1 - Default model)
Estimate
B & C level 2

< —

ISQ3

.791

Islamic Value

< —

ISQ3

.926

F2 int.quall_att&bhv

<—

B & C level 2

.684

F6 env.quality_amb&dsgn

<—

B & C level 2

.710

F8 O Q -_waiting time

< —

B & C level 2

.675

F7 O Q - J a n g i b l e

<—

B & C level 2

.736

F1 rel.act

<—

Islamic Value

.357

F4 halal/haram

<—

Islamic Value

.573

F3 honesty

<—

Islamic Value

.819

F5 hum_trust

<—

Islamic Value

.796

F9 modesty

<—

Islamic Value

.617

••

par_27

