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AGE OF THE CONSUMER AND SERVICE QUALIW

.::i

*0r, li,P"C IlanJanee 
:t+M*, H,M,R.P. Herath

Abstroct

t)anklng and finonciol services ore a demotnd hjven industry, which constitute an importont part of the services industry
(Mlshkin, 2001). Many regulotory, structurolBltd technologicol chonges have taken ploce within the world bonking
industry, in line with the trend towards a more integrated globol bonking environment (Angur et ol., 1999). The bonking

rectar in iri Lonko grew ropidly in the recent yeors. Services sector occounts 56.2% of Gross Domestic Product in Sri

l,ttnkan economy which is the highest in qll sectors where qs the financiol services which includes bonking industry
contribute 9.7% to totol Gross Domestic Product (Central bonk Report 2006l. Further in Sri Lanka, financial system of the
country mainly depends,on banking system because banking sector represents a share of 70.8% of total financial
system of the economy. The ropidly chonging and highly competitive environment which bonks ore forced to operote
within sre pushing them to rethink obout their attitude towords customer sotisfoction ond optimizotion of service
quality.

therefore identifying the significonce of the oge cotegories of the consumers' on the evaluation of service quality in the
rt:tail commerciol bonking industry of Sri Lonka is significantly important. Further, it is worth to identify whether there is

any difference bosed on the oge cotegories of the consurners on evoluation of service quolity of the banks thot they ore

tleoling with. Bosed on the stratified sampling technique 750 consumers were selected as the somple. The scope of the
study wos retoil consumers of private and public commerciol bonks situoted in the Gampaho district, who have been

deoling with those porticular bonks more thon two yeors.

the retoil consumers who ore mointaining sovings accounts, fixed deposit occounts and current occounts were

considered proportionotely in drowing the sample elements.

Survey method used to gather primary doto and it wos developed on SERVQUAL model of service quolity. The gothered

rlato were onolyzed using ANOVA and findings showed thot there is o difference among the consumer groups bosed on

lheir oge cotegories in terms of evaluotion of service quality provided by the bonks.

Keywords: Service Quolity, Retoil Consumers, Bonking industry, Age

1. Introduction

Service quality being an important factor to retain the customers witlt tht, firnr .tr prov{-'n through ,"r"rui past studies

had been gained a greater prominence among the service driven inclustrics. lt is tltc main weapon of tangiblizing the
.,ervice to be differentiated among the intense competition. A6ain thc rclults of past studies indicate and establish that
llrere is an impact from the demographics of the consumers cin the way that they perceive the level of service. When
there is such an impact and- if still the banks are ignoring that anrJ rendcr thr: same level of service to all the consumers

though they are diffefent in their demographics; it is a critical point on wlrr.rc the management might lose their control
ovei their customer bases, because the consumers tend to leave tlre organization and will shift to another. More than
that the bad recommendation he or she gives to the potential custorners through word of mouth communication might
affect considerably in attracting new customers.

*Dean, Faculty of Commerce and Management Studies, University of Kelaniya, Srilanka.

'+Lecturer, Department of Marketing Management, Faculty of Commerce and Management Studies; University of
Kr,laniya, Srilanka

Vttl. l, lssue - l, luly 2011



ISSN No: 2231-5543

1

lndian Journql of Business Manogg-m9-7-;! & En.tlepf_gn_e_yrship

Though it gives such type of negative behavioral consequences it cannot founrl any significant effort that has taken toaddress this issue in the sri Lankan context other than some actions sut.h .n ir,,.r,,,asin-g the number of bank branches,installing more Automated Teller Machines and training the human rrr$ourc(r ,rnd so on. Those which can be foundwhen go through the history of the banking indirstry, aespite of going intu root.; gf lhr: problem.
It is evident that earlier researches carried outon service quality were blr,ir.rlly twofold. studying the dimensions ofservice quality and developing measurement scales for different servie e :,(l( tnr i wcrc thc prominent research areas thatcan be witnessed' The impact of organizational variables on service qu,rllly hal also studied in a few instances,especially in banking industry of developed countries. But with respe{-t to tlrt, sr i I ,rrrkan context very few studies shavebeen carried in the area of service quality. " 

r."

ln the early nineteen fifties, the banking indu{,ry in the country was confinr.d ln I6 commercial banks, out of whichnine were foreign and held more than 60% oitanking assets. Norrt of lhnre leirnnrercial banks saw any reason toextendtheirservicestorural areas,andthenhometonearlyS5%of thr-1ro1y11l,1g1srr. llrr:witJespreadlrusageinthesri
Lankan banking sector began only in thelate nineteen eighties, wit.tr lrlill.rtiv*r,, 1,1[p1y by a few private banks. This lrwave brought the computer terminals out of the air-conditionecl ,rrrtl .rrrtry rl,,trir.tcd computer rooms to the tellercountries' The transactions were carried out on-line against the batrh 1rr,l',.,,irrp1 nrrlr1u used earlier and the manualwork was gradually replaced by the automated procedure such ar trnllrrt, r."rr trnrr, ( ornl,uter operations. This breaksthe barrier of confining a'customer to a branch, but making the rnl;orrrr. ul llrc b;rrrk available to them, anywhere,anytime' with the expansion of the computer network was also nrorl rlrrrn rkrrrlrbrl. llrc c;rd base too was expandedaggressively' The banfcontinually enhances the richness of iLs ll [r;,*;i,rl lrr.rlrrr I ,rrrrl r,.rviccs. 1'oday customers enjoyservices through lnternet banking, Tele-banking, Mobile telephorrr lr,rrrltir16 (pr.vtrlr,rl througS both short MessageService and WAP technologies) and Visa Electron/Visa Credit c;rrel f;rrllitit,,,. A rrot,rlrh hr,rtrtrn is the integration of an e_trading hub with Internet banking and the bank,s web_site.

Technology has changed the contours three major functiong pt.rlilrrrrnrl hy lr;rrrkr. lhat is access to liquidity,transformation of asseis and monitoring risk. Further informariorr lrrrlrrrolo11v,rr{l (rirrnrunication network systemshave a critical bearing on the efficiency of money, capital ancl forclgn r,xr lrirlH. rsi, krtl.,.

EntryofnewBanksresultedinaparadigmshiftinthewaysr:fl};rrrklrrpirr.,rll,uik,r 
llri,growingcompetitiongrowing

expectations led to increase awareness amongst Banks on the rerlc anrl irrrlr,r l,rrrr t' ol tt.r lrrrolotr;y in Banking. The arrivalof foreign and private Banks with the superioi state-of-heart teehnology lr,r.,r,rl ,,rrvlr r,,, lrur,hecl Sri Lanka also to followsuit by going in for the latest technorogies so as to meet threat eif cor,rr..ilrir lr | ,rrrr r r'r,rrrr r rr,,t'rrre r base.
ln response to the reforms, the financial services sector in sri l,tnlr,r .rDrl tlrr lr,rrrhlrrg,,oe.lor, in particular, haveundergone substantial changes to ensure an increased level of lcrvir.r: wlrlr lr nr.ry lrirvr, lnrf rlt:trld on efficiency andproductivity change, and competition and market structure, lh{l rrr.rlrr rlrlvtrrg lirtr.,1 l11rf1i11sl lhese changes were'financial deregulation, development in information and cornrrrrrrrlr.rlitrr Iirr lrnlLrFtr,,, .tnrl llrl gloltalization of thefinancial services industry in general, The consequent changeri wlri. r,lr,,r.rv,rl,l,, trr ,rr,.,r., ,,rrr lr ,r,, llr. seope.of bankingoperations' number of banks and bank branches, technolJgicr rr,,t.rl ,lrrl rll.rllly.l lriunirl ,.1!,()qr(1ii in the bankingindustry' These changes might ultimately be reflected in effiii*rr, y.rrrrlpr,rlrrr ilvny H,iir.. wlllr rlr, ,,i,,,.,i1*rroJ,;il:level of service' Even though there is a growing body of litoraltrrc th,rt 1or,,,,,...,,,, ,r,,,,,,,,,'r,rrrrl grr,6uctivity gains,market structure a nd the performance of ba'nking industriels irr ot hrr r or lrr I r l.i 1 ,.,,,,,, ru rvr,,if r |,r rx logj; chakrabarti &chawla 2002; Girardone, Molyneux & Gardenei 1997; Honrlruyi,urrrir, Iolo:, ll, rirp.rgrrtrtrrr lr){}rl; Mirudos & pastor20o2)' no major study has been conducted in sri Lanka,r.delresring tlrr inrlr,rtt 1t rl.rrr,Hi nlrlrir. r.hirracteristics of.ontrlo 

:n,!vJ-lualion 
of the quality of the service in the bairkins tnelir:,rr y.

. 2. Research problem

The study mainly focuses only on the retaii consumers of the comnrr-,rcial b,;rrrkr wrtlr trr tlrr, kr,,rt r r,lltr,xt. lr includes all' the commercial banks of the private sector local banks and public sector banks. Arrrlahrrllrt, ,r.;,;,;;,;;;,, ffi.,";";' -the leve! of'service quality v'aries in terms of the age of the consumers. I'he stutly i,, r;rr1r, i,11,.11'p rrrr. 5.rnk branches
'ioc?ted in the Gampaha District only. Further the study includes.onrrr*r, *h,r lr,rv,, r*,,,,,, ,t,,,,ii,,r;,,;;;;;il';;;: ftoi8th.aflt!':14yea-rs,whoaremaiiriainingcurrentaccounts,fixeddepositai:cotrrrt.,,r,rl ,,.rvlri1!...rrrrr*rt,,intheabove

" nnenticlnFd banks of tho Gampaha district. Though there #e several iypes d{ fartrr;r wlrtr ir iirri ,rlt,,r , ,,* nn ;;;;;;l1!Sv,oirlYi'ltt culturalfactcfs, sr)tierl factcrs arrrl psychoiogicai factors, tlri.,,,trr,ly lrrrri.,rrrs,,il1y,,rr rlrc age of thetcrlsur*cr wirlrir is a demographic factclr.
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3. Literature Review

t u..tiltil{,r ,,,rllrl,rtlirrrr is determined by defining customer perceptions of quality, expectations, and preferences
(llrwi'n, l(l(10). \,rirl another way, satisfaction, or lack of it, is the difference between how a customer expects to be
Irr..rlr,rl ,rrrrl lrow lrr: or she perceives being treated (Bowen and Headley., 1995). To attain true customer satisfaction
r lrrrlr,trrir,r rri'r,tl lo achieve quality not only by eliminating the causes for direct complains but they need to provide
llrlir prurlrrr,t,, with excellent, attractive quality and provide the delight to the customer. So research on customer
,,rrtt',l,rrtion il nften closely associated with the measurement of service quality (Cronin and Taylor, 1992;Rust and
lllvrr, l()1i4),Quality is the most important purchase decision factor influencing the customer's buying decisions.
I rrrtlrr.rrnore, it has strategic benefits of contributing to market-share and return on investment as well as in lowering
nrarrtr I ar.turing costs and improving productivity.

t,trrvice quality has been reported as fravin'g qpparent relationship to costs , profitability (Rust and Oliver, 1993),
( u!tomclr satisfaction (Boulding et al, 1993), cdbtomer retention (Reichheld and Saser, 1990), behavioral intention, and

lloritive word-of- mouth. Parasuraman et al. (1985) described service quality as: the ability of the organization to meet
or exceed customer expectations. Customer expectations may be defined as the desires and wants of consumers that is

wltirt they feel a service provider should offer rather than would oher (Parasuraman, Zeithaml and Berry, 1988).
t)ofinitions of service quality, therefore, focus on meeting the customers' needs and requirements, and how well the
.,srvice delivered matches the customers' expectations of it. ln recent years, greater emphasis has been placed on the
nr.recl to understand the role of expectations , given the fact that consumers' expectations of quality are increasing, and

lrrople are becoming more discerning and critical of the quality of service that they experience. Swartz and Brown
(llB9) drew some distinctions between different views on service quality, drawing from the work of Gronroos (1983)

anri Lehtinen and Lehtinen (1982) concerning the dimensions of service quality. What the service delivers is evaluated
after performance (Swartz and Brown, 1989, p.190). This dimension is called outcome quality by Parasuraman et al.

(1985), technical quality by Gronroos (1983), and physicalquality by Lehtinen and Lehtinen (1982). Howthe service is

dr.rlivered is evaluated during delivery (Swartz and Brown, 1989, p. 190 ). This dimension is called process quality by
Parasuraman et al. (1985), functional quality by Gronroos (L983), and interactive quality by Lehtinen and Lehtinen
(1982).ln their empirical findings, Cronin and Taylor specifically explored the relationship between service quality,
satisfaction, and purchase intention. Furthermore, they compared SERVQUAL's efficacy with attitude-based methods
(as applied in consumer satisfaction/dissatisfaction research) of measuring service quality.

An attitude-based conceptualization would argue for either an importance-weighted evaluation of specific service

attributes or even just an evaluation of performance on specific service attributes. The service quality models they
cxamined were (1) a performance measure, (2) a performance measure weighted by importance, and (3) SERVQUAL

weighted by importance. Their analysis suggests that service quality is an antecedent of customer satisfaction and that
satisfaction has a stronger influence than does service quality on purchase intentions. (McAlexander, Kaldenberg,
Dennis, Koenig, Harold, 1994).

ln an effort to understand the main concepts incorporated under the umbrella of service quality better, many

conceptual quality models have been postulated. Obviously, service quality research has given the customer
perspective a predominant role and these quality models have centered on measuring the gap between customer
cxpectations and experiences as a determinant of satisfaction. However, despite the wealth of information which can

tle gleaned from these various service quality models , we still lack substantial knowledge as to how consumer

cvaluations of a particular service are really formed. Much of this recent research has been carried out within the
tramework of the Service Quality Gap Model of Parasuraman et al. (ParasUraman, A., Zeithaml, V.A. and Berry, L.L,

1985). This ionceptual framework has made a substantial contribution to our understanding ofthe concept ofservice
cluality and the factors that influence it, by identifying four gaps" which can occur in organizations.

AccOrding to Parasuraman et al. (Parasuraman, Zeithaml, Berry, 1985), a gap represents a significant hurdle in achieving
a sdtisfactoryl level of service quality. This model is more of a diagnostic tool, which if used properly should enable

nranagement at all levels to identify service quality short-falls systematically. Since this model is externally focused it
hds the potential to assist ma.nagement in identifying pertinent service quality factors from the perspective of the
customeri These gaps "can cause quality problems and it is these quality problems which give rise to a fifth gap of the
difference between the customer's expectations of the service and his/her perceptions of the service that is.actually

received. Thd'authors have defined this difference as Service Quality. ln this respect, perceived service quality is the
'clisconfirmatior\ or disparity that is the mismatclr;,between the consumer's expectations and perceived. service
:p'eir"formance. Without doubt, cohceptual'service quaiity models are useful in so much as they provide an overview of
the factors Which have the potential to influence ttte quality of ra,n organization and its service of erings. They facilitate

Vo|.- l, lssue - l, tuty .2071
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our understanding and can help organizations to clarify how quality shortfalls develop. However, they are almost
invariably simplified versions of reality. They can be misleading in that they tend to suggest that there are simple
relationships between complex phenomenon, anil that systems operate by rules of cause and effect. However, human
behavior significantly affects the quality of an ,organization and its offerings, and this is more evident in service
organizations.

Fig. 3.7 The $ops Model of Seruice Quality

CUSTOMER

COMPANY

Gap 1

Source: Parasuraman, Zeithamal and Berry, 1995

3.7 Age Differences in Consumer Behdviour

Previous research has shown that demographic.variables are related to service Expectations quality expectations
(Gagliano'and Hathcote,1994; Thompson and Kaminski,'7993; Webster, 1989). More specifically, Thompson and
Kaminski (1993) found a :significant relationship.between age and dimensions of service quality. Age !s a simple, yet
critjcal dempgraphic variable, since purchases vary.by age category. Age also allows a marketer to determine how
wants and needs:.change as an individual matures. Further, Hansman and Schutjens (1993) proposed an irrational
assumptiori that age is a strong predictor of changes in attitudes and behavior. For example, Mathui" and Moschis
(1994) found that,age is inversely related to credit card use; younger adults use credit cards significantly mere than
older aiJults. With regard to the current study, there is a critical need to understand just how age affects perceptions of
service quality by determining which e-lements of service quality are important to different age groups.

4. Methodology

.ln'thfs'study it measures the relationship between the service quality dimensions and the level of perceived service
quality'considering the differences of age groups of the consumers dy which it explains the existing situation rather
goi0g'to examine cause and effectsituation. Therefore'the de5ign ofthe research fails underthe research design of
.descr-riptive.research. Both primary and secondary,dati were used.'Secondary data wdre collected th:ough text books
and'previous research articles.:P-rimary data were cclleeted on survey methoC based,on a structured questionnaire
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rlpy::l11111,11 lrr tit llV(ltlAl Modc'l and variables were operationalized on the basis of SERVQUAL instrument. Stratified
,tirrtlrlri ',rrrrrlrltrrg tlt lrrrir;tre was used to select the sample elements and gathered data were analyzed using one way
ANilVA l llri r lil,,r,r loilniliro was circulated among l50 consumers who have been already dealing with the bank more

llr,tr two yr,,l ., llrr,.,,rrnpleelementswereselectedinthefollowingmanner.

,fa-ble 4.1- Sample Profile

(lwfiEiihlf!

lriivglfj'tr!t l{

',irVlltHr' Aa,(

I lri*rl Ar rrtt.r

( ilr f (,nt Ar(

Itillrll( irr"rct0r Banl

Ii,rvinl4s Accounts

filxr:d Account Hc

( rrr ftrnt Account

No. of Respondents

,,1,,r Loeai-ffii6

,.,( ()unt$ Holders

ount l'lolders

\r"r.ount Holders
1."

tr;'

45

30

15

90

:r Banks

counts Holders

unt Holders

:count Holders

30

22

08

60

150l'otal Respondents

4.1 Reliability and Volidity ol lnstruments

tIough the SERVQUAT is an internationally tested instrument still the testing the reliability is needed since it is going to
irpply to different nature of context. And also it has to be checked whether language of questionnaire does any impact

orr th1-' reliability of the measurements. "At times, we may also have to adapt an established measure to suit the setting.

I pr example, a scale that is used to measure job performance, job characteristics, or job satisfaction in the

rnanufacturing industry may have to be modified slightly to suit a utility company or a health care organization' The

wclrk environment in each case is different and the wordings in the instrument may have to be suitably adapted"
(Hasearch Methods for Business, Sekaran Uma, 4th Edition, pp 208).

lince the data was generated using scaled responses reliability of the questionnaire was measured through Cronbach's

,rlpha to ensure the internal consistency of the instrument. Cronbach's Alpha was measured for all the dimensions of

lher service quality of both expected and perceived. And also the reliability of the expected service quality part of the

rlrrestionnaire and the perceived service quality part of the questionnaire was measured separately. All the scores of
(jronbach's Alpha for all dimensions were over 0.7 as shown in the below table. Scales that receive alpha score over 0.7

;rre considered to be reliable (Malhothra 2005).

Perceived

Perceived

Perceived

Iterceived

Table 4.2: Reliability Statistics

rriables Cronbach's Alpha No. of ltems

xpected Service Qua lity-Ta ngi bles .797 4

xpected Service Quality-Reliability .858 5

xpecteU Service Quality-Responsiveness .808 4

xpected Service Quality-Assurance .816 4

xpected Service Quality--Empathy .835 5

Service Quality-Tangibles .836 4

ived Service Quality.Reliability .877 5

Service Qual ity:Responsive ness .880 4

terceiVed Service Quality-Assurance .775 4

ived,Se"r:vice Quality'EPp611',, .900 5
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Expected Service euality .947 22
rEr Lctveu )ervtce Lluallly .956 22

convergent validity of the questionnaire was measured through paired sample correlation. convergent validity wasmeasured in the two sections of questionnaire separately. ln the sections of expected service quality and the perceivedservice quality' it was measured the degreeto which the dimensions of service quality and the expected service qualityand the perceived service quality correlate to each other. convergent validity is established when, the scores obtainedwith two different instruments measuringtherfame concept are highly correlated (Sekarakn Uma, 200G).

Table 4'3 represents the coefficients of, in between all the dimensions which are measuring the variable of expectedservice quality and the variable of expected service quality as a one variabre. They are showing a higher correlation. tl
;:]l:,iiil#":j.t*""n 

the five dimensions of expecied service quatitv and the expected r".Ji." quarity, conversent

ISSN No: 2231.-5543

Source: Results of Data Analysis
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Table 4.4: Paired Samples Correlations: perceived Service euality

Table 4.3: eaired S$nntes Correlations: Expected Service euality

Source: Results of Data Analysis

Pair 1 Mean Expected Tangibles &
Expected Service euality

Pair 2 Mean Expected Reliability &
Expected Service euality

Pair 3 Mean Expected
Responsiveness & Expected
Service euality

Pair 4 Mean Expected Assurance &
Expected Service euality

Pair 5 Mean Expected Empathy &
Expected Service euality

1s0

150

1s0

150

150

,777

.905

.907

.88s

.863

.000

.000

.000

.000

.000

N Correlation sie.

I 
nair r Mean e"..eir"o-TinfiIifT

| ,"rceived Service quality

I

I 
Pair 2 Mean perceived Reliability &i - perceived Service quality

I

Pair 3 Mean perceived Responsiveness
& perceived Service quality

Pair 4 Mean perceived Assurance &. perceived Service quality

Pair 5 wtean pcrceived Empathy &
perceiveel Service quality

150

150

150

150

150

.800

.899

.913

.853

:

.ggg 
!

.000

.000

.000 .

.000

,000

Source.' Results of Data Analysis
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lalrlr, 4 4 ..lrrw'. tlrr,ror.fficients of, in between the dimensions of perceived service quality and the perceived service

rlu,rlity v,ttalrlt,. !,lrrr.r,it shows higher correlations amongthe pairs it can be said that convergentvalidityis there in the

ln'"lnrf lu!rtl ol rl.rl;r r ollcction.

4.'l Concrptual Model 
,:

tt,r,.nrl ll tlru ruviewed literature the resLarcher was able to identify dimensions of service quality of reliability,

t,rirgllrlr.r,, r(,!ponsiveness, assurance and einpathy as perthe SERVQUAL Model and those dimensions are using as the

lr,r,,c. f or rfleasure the service quality of the banks. Further it is evident through the literature that the relationship

lrr.twr.r,n the independent variables of dimensions of service quality and the dependent variable of service quality is
rrroflprated through the impact of the demographic variables of the consumer such as gender, age, income level, and

r,tlucation level, geographic area of living"and social class. But, the researcher is focusing only on the gender of the
( olsqmers under this study. Figure 4.1 illust[ates the relationship among these variables.

t,!
I lg. 4.1 Conceptual Framework $r

Source: Researcher's own construction, based on SERVQUAL Model

4.3 Hypotheses

H1: Consumer evaluation on service quality varies in terms of the age of the consumer.

H2: The importance assigned to the each dimension of service quality varies in terms of the age of the consumer.

4.4 Ddto Analysis

To test the.hypotheses developed, ANOVA was used through the SPSS package.

H1: Consumer evaluation on service quality varies in terms of the age of the consumer

The mean values of service quality obtained by subtracting the expectations by perceptions were related with age

groups of the consumers and table 4.5 indicates the results of the data arialysis obtained using ANOVA. There by it can

be said that the hypothesis of consumer evaluation on service quality varies in terms of the age groups of the consumer

can-be accepted since it is statistically significant, because table value of 0.035 is lesser than the P value of 0.05.

Table 4.5: ANOVA Table- Service Quality and the Age Groups of the Consumer

Af.lOVA

vas

red

lity

" red

l

I

I

I

ed

.lt
:nt

Serv ice

Sum of
Sorrares df Mean Square F Sio.

Eetween Groups
Within Groups

Total

10.557
143.314
153.872

4
145
149

2. 639

.988
2.670 .035
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H2: The importance assigned to the each dimension of service quality varies in terms of age groups of the consumer.
within the frame work of this hypothesis another five hypotheses can be built up on the basis of each dimension of
service quality' Again using ANovA the statusrof these hypotheses was tested. For that the mean values of service
quality with respect to each dimension in overall were related with the age group of the consumers, According to the
table 4'6 the acceptability or the rejection of following mentioned hypotheses can be tested.

o The importance assigned to the tangibles of service quality varies in terms of the age group of the consumer-

This hypothesis is accepted since the table value of 0.030 is lesser than 0.05.

o The importance assigned to the reliatsility of service quality varies in terms of the age group of the consumer-

This one is also accepted because th",{ur" value of 0.020 is lesser than 0.0s.

r The importance assigned to the responsiveness of service quality varies in terms of the age group of the
consumer- lt is accepted because.the value in the table of 0.039is lesser tlran 0.05.

o The importance a5signed to the assurance of service quality varies in terrns of the age group of the consumer-
It is rejected because the value in the table of 0.111 is greater than 0.05.

o The importance assigned to the empathy of service quality varies in terms of the age group of the consumer-
This is also rejected since the value of 0.092 which indicates the table is 6;reair:r than the value of 0.05.

Table 4.6: ANovA Table- service euality and Age Groups of the consumer

5. Discussion of Findings

As the results of the previous studies have shown that age group ol tlrt' rrrn.,rurrr.rs is a significant discriminator ofservice quality, the acceptanqe of the first hypothesis of that consrlmer cvirluirtl,n ,r'r r,c:rvieelu"ritf ,.,.Ls in;";;; ;;the age of the consumer proves the same with respect to the sri Lankan r orrtlxl .1, wcll. , ,.,r.'.r't !rv, ,h", ;;;;the age group 9f the consumer he or she expects dlfferent ievels <lt st'rvicc rlr.rlrty f nrrn the nants. #nen ;1;;;;r;;
the second hypothesis of that the importance assigned to,theeach dinrrrrrion o[ lrlrvir:e qualityvaries interms of the
age group of the consumer, acceptance of this hypothesis with respec.t to llrr, .,r,rvir.i, quoiity aimensiois,i,."JuLr,
responsivenessandreliabilityagainsaysthatbasedontheageof thr:corr:,urnrr tlrr,rci.,"rdifierencewiththe*"vtf,"i
theyEvaluatetheservicequalityof thebanksof whichtheyaredealiirgwith, tlrrtrckrrc-,.themanagementshouldgive
their special attention to these three dimensions and the age of thc c,:rrl,,r,,rr,r wllr,rr tlr.y deliver#r;.;i;. ;; #;;
8
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8.719

165.218

'173.937
Service Quality Empathy aetween eroups

Within Groups

Total

Vol.- l, lssue - l, July 20ll



ltrrtlrnr lttwnul ol llurinrt," Management & Entrepreneurship ISSN No:2237-5543

utt lltr iltlrr,r lwrr tlirlllltrlions of service quality of assurance and empathy this hypothesis was not proven with the
lirrl,lri{ ,rl rl.rl,r ;l.ttltrrr:d. lherefore it can be said that assurance and empathy dimensions are expected at a higher level
lry,rll tlrt. r {}rr.,llnu'r'i rr,:gardless of their age groups.

.r, 6. Conclusion

lla.'rtl ritt lttr: rt:sults of the study it can be concluded that age of the consumer exerts a significant impact on
.!v,rlu,1llun! o[ service quality of the consumers. Further the findings imply that overall service quality and also service
rlrr;tlily wlltt respect to the dimensions of tangibles, reliability and responsiveness are differentiated on the basis of age
rrf tltu ronltumer. Hence the manager should identify carefully the relation between the age groups and the way that
lhry tv,tluate service quality in overall and also with related to the dimensions of service quality. Service quality related
to tltr elinrcnsions of assurance and empath\7,,are not differentiated by the age of the consumer which indirectly says
llt.tt rvttry consumer is expecting a higher lev$.bf service quality with respect to these two dimensions. Therefore what
ll r ttrt tre recommended for the managers of the banks in segmentation of markets since the age of the consumer plays
,r.rilical role as suggested through the findings age can be a better demographic variable to segment the markets.
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