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Abstract 

The Quality services in education can be narrated as a 
high contact, consumers and people-based service. With the 
high changes in customer education and the job markets, the 
market for eccentric courses is increasing. So, all the marketers 
should undergo this market.  The service from education sector 
is inseparable, intangible, and perishable, some significances 
remain for marketing. Service quality is inconsistent for all 
customers or even a single customer at all times. So, the 
marketers’ job becomes herculean. They are required to make 
sure that these Characteristics of the education services are 
optimum utilized to meet the changing various needs of the 
customers. 

 
Keywords: Optimum Service Quality, Education Institutions, 
Core Service Quality. 
 
Introduction 

Marketing of education services is gaining 
importance with the entrants of private institutions and foreign 
institutions offering modern and latest courses, changes in 
people’s attitude towards education and the changing scope for 
the different courses being offered. The upcoming 
technological changes have increased the significance of 
marketing for education services. The service of education vividly 
explained as a high contact and real time consumer, and 
people- based service. With the changes in customer education 
and the job market, the market for eccentric courses is in 
increasing trend. So, all marketers must play through these 
markets. The service from education sector is inseparable, 
intangible, and perishable, some significances remain for 
marketing.  The students considered as customers in the 
market need to be satisfied with the offering. The word-of-
mouth promotion in positive terms will only be influenced by 
the service quality of the institutions. 

 
Need for the Study 

The services offered by the institutions should satisfy 
the customers. The primary aim of any service organization is 
to establish the customer’s loyalty. It can be only possible 
when there is better customer satisfaction. Customer 
satisfaction can be enriched by the improvement of the service 
quality of the service providers. 

 
The educational institutions are not exceptional cases. 

The quality of service particularly in higher educational 

institutions has been highlighted on three dimensions, namely 
core competencies, competitive advantage and value-added 
service quality. The core service quality is the various basic 
service quality hypothetical variables emphasized by the 
expert in the field. These are responsiveness, reliability, 
empathy, assurance, and tangibles. The value-added service 
quality is the service quality variables that are essential to the 
competition market. 
 
Objectives of the Study 
The Primary Objectives of this study contains. 

1. To learn the service quality in HEIs; 
2. To analyse the service quality gap 

 
Research Design of the Study 

The followed research design of the present study is 
finely descriptive in nature because of the following reasons: 
(1) the study tries to explain the characteristics of the students 
and their level of perception and expectation on the service 
quality of HEIs; (2) the study has its own confined objectives 
and pre-determined methodology to fulfill the objectives. 

 
Sampling Framework of the Study 

One hundred students each belonging from three groups 
1. Public Institution and Universities- Group 1 
2. Private Institution and Universities - Group 2 
3. Foreign Partnership Institutions- Group 3 

 
The students’ perspective on the service quality in HEIs 

have been collected from the sampled students. The purposive 
sampling was adopted to select the number of students for the 
present study. Hence, the included sample size came to 300 
students comprising of three groups. 
 
Response Rate among the Samples 

The response rate on the questionnaire given to the 
students is 57 percent to a total of 320 students. Hence, the 
final sample of 176 students is included to process the data. 

 
Collection of Data 

The present study highly depends on the primary data 
collected from the institutions and students studying at various 
institutes. A well-structured questionnaire has been prepared 
and circulated among the students to collect the data for the 
study. It consists of two important parts. The first part includes 
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the profile of the students, whereas the second part covers the 
students’ view on core service quality at the institutes. 

 
The relevant variables are drawn from the review of 

previous studies. A pre-test was conducted among 26 students 
to evaluate the structured questionnaires related to them. 
Based on the feedback, certain additions, deletions, and 
corrections have been carried out to prepare the final draft of 
the questionnaire. The structured questionnaire was used to 
collect the data from them. 

 
Core Service Quality in Management Institutions  
 The core service quality in educational institutions is 
drawn from the review of previous studies. In total, 20 
variables have been identified. The students are asked to rate 
these 20 variables at two-dimension, namely expectation, and 
perception. The Likert’s five-point scale was used to measure 
the level of expectation and perception of each variable in 
core service quality (CSQ). The mean score of each variable in 
CSQ among the students in Group 1, 2, and 3 institutions 
have been computed separately. The one-way analysis of 
variance has been executed for this purpose. The mean score 
of each variable in CSQ among the three groups of students 
and its respective ‘F’ statistics are illustrated in Table 1. 
 
Table 1 The Expectation of Variables in Core Service 
Quality (CSQ) in HEIs 

 
 
 
 

 
*Significant at five percent level. 
 

The highly expected CSQ variable by the students in 
Group 1 institutions is individual attention and provision of 
service as they promised since their mean scores are 3.9391 
and 3.9393, respectively. Among the students in Group 1I 
institutions, these variables are prompt service to students and 
promise to do something by a certain time since its mean 
scores 3.8446 and 3.8517, respectively. 

 
Among the students in Group 1II institutions, these 

variables are modern equipment and prompt service to students 
since its mean scores are 3.3865 and 3.3085, respectively. 
Regarding the level of expectation on the CSQ variables, the 
significant difference among the three groups of students has 
been noticed in the case of 14 variables out of 20 CSQ 
variables since their respective ‘F’ statistics are significant at 
five percent level. 

 
Important Core Service Quality Factors (CSQFs) in HEIs 

The score of 20 variables in core service quality in 
HEIs has been included for Exploratory Factor Analysis 
(EFA) to narratethe variables into factors. Initially, the validity 
of data for EFA is conducted by the Kaiser-Meyer-Ohlin 
measure of sampling adequacy and Bartletts’ test of sphericity. 
Both these two tests satisfy the conditions of the validity of 
data for factor analysis. The executed EFA results in five 
important core service quality factors (CSQFs), namely 
reliability, empathy, responsiveness, assurance, and tangibles. 
The Eigen value and the percent of variation explained by the 
CSQFs are summarized in Table 2. 
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Table 2 The Core Service Quality Factors (CSQFs) in 
HEIs 

 
* Significant at five percent level. Empathy 
 

The first two important CSQFs are reliability and 
empathy since its Eigan values are 4.1785 and 4.0946, 
respectively. The percent of variation explained by these two 
factors is 18.89 and 18.62 percent, respectively. The next two 
CSQFs identified by the EFA are responsiveness and 
assurance since its Eight values are 3.5843 and 3.1829, 
respectively. The last CSQF noticed by EFA is tangibles since 
its Eigen value is 3.0154. The narrated five CSQFs explain the 
20 variables in CSQ to the extent of 82.08 percent. 

 
Students’ Expectation of CSQ Factors 

The level of expectation on CSQFs among the 
students has been measured by the mean scores of the 
variables in each CSQF. The mean score on each CSQF among 
the students in Group 1, 2, and 3 institutes have been 
computed separately. The one- way analysis of variance has 
been executed to find out the significant difference among the 
three groups of students regarding their level of expectation on 
CSQFs. The results are given in Table 3. 

 
Table 3 Level of Expectation on Variables in CSQ Factors 
among the Students 

 
*Significant at five percent level. 
 

The highly expected CSQFs among the students in first 
Group 1nstitutions are empathy and reliability since its mean 
scores are 3.8986 and 3.8845, respectively. Among the 
students in Group 1I institutions, these are assurance and 
reliability since their mean scores are 3.5689 and 3.5523, 
respectively, whereas, among the students in Group 1II 
institutions, these are reliability and tangibles since their mean 

scores are 3.2320 and 3.2130 respectively. The significant 
difference among the three groups of students has been noticed 
in the case of expectation on reliability, empathy, and 
responsiveness since their expectation on CSQFs among the 
students in Group 1 institutions is higher than among the 
students in Group 2 and 3 institutions. 
 
Students Perception of CSQ Factors 

The level of perception of CSQFs among the students 
has been measured by the mean scores of the variables in each 
CSQF. The mean scores of each CSQ factor among the 
students in three groups of institutions have been computed 
separately. The one-way analysis of variance has been 
executed to find out the significant difference among the three 
groups of students regarding their level of perception on 
CSQFs. The results are given in Table 4. 
 
Table 4 Level of Perception in CSQ Factors among the 
Students 

 
*Significant at five percent level. 
 
 The highly perceived CSQF among the students in 
Group 1 institutions are reliability and empathy since their 
mean scores are 3.5345 and 3.3889, respectively. Among the 
students in the Group 2 institution, these CSQFs are reliability 
and responsiveness since their mean scores are 3.0446 and 
2.9646, respectively. Among the students in Group 3 
institutions, these are assurance and reliability since their 
mean scores are 2.6973 and 2.6563, respectively. The 
significant difference between the three groups of students has 
been identified in the perception of reliability, empathy, 
responsiveness, and tangibles since their respective ‘F’ 
statistics are significant at the five percent level. The overall 
perception of core service quality is higher on Group 1 
institution than the other two groups of institutions. 
 
Core Service Quality Gap in HEIs 

The core service quality gap represents the gap 
between the level of perception and expectation on core 
service quality factors related to management institutions. The 
negative score on the core service quality gap represents the 
higher level of expectation on CSQFs than the level of 
perception of CSQF among the students. The mean of core 
service quality gap score is computed among the three groups 
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of students along with its ‘F’ statistics. The results are given in 
Table 5. 

 
Table 5 Service Quality Gap in CSQ Factors among the 
Students 

 
*Significant at five percent level. 
 

All the service quality gap scores are in the negative, 
which indicates the level of perception on CSQFs is not up to 
level of expectation among the students in the case of all three 
groups of institutions. The higher negative service quality gap 
is identified in the case of Group 2 institutions than the Group 
1 & 2 institutions. Regarding the service quality gap, the 
significant difference between the three groups of institutions is 
identified in the case of reliability since its ‘F’ statistics 
significant at the five percent level. 

 
Conclusion 
 

The core service quality in management institutes has 
been examined with the help of 20 variables. The highly 
expected core service quality variables among the students in 
group-I institutions are individual attention and provision of 
service as they promised, whereas, among the students in 
Group 2 institutions, these are prompt service to students and 
promise to do something by a certain time. Among the 
students in Group 2 institutions, these are modern equipment 
and prompt service to students. Regarding the level of 
expectation on core service quality variables, the significant 
difference among the three groups of students has been 
noticed incase of 14 variables out of 20 core service quality 
variables. 

 
The narrated core service   quality   factors by the 

factor analysis are reliability, empathy, responsiveness, 
assurance, and tangibles. The included variables in each factor 
explain it to a reliable extent. The highly expected factor 
among the students in Group 1 institutions is empathy and 
reliability, whereas, among the students in Group 2 
institutions, these are assurance and reliability. Among the 
students in Group 2 institutions, these are reliability and 
tangibles.  Regarding the level of expectation on core service 
quality factors, the significant difference between the three 
groups of students has been noticed in the case of reliability, 

empathy, and responsiveness. The overall expectation on core 
service quality is higher among the students in Group 1 
nstitutes than Group 2 and 3 institutes. 

The highly perceived core service quality factors 
among the students in Group 1 institutes are reliability and 
empathy, whereas, among the students in Group 2 institutes, 
these are reliability and responsiveness. Among the students in 
Group 2 institutes, these   are assurance and reliability.  
Regarding the level of expectation on core service quality 
factors, the significant difference between the three groups of 
students has been noticed in the case of service qualities such 
as reliability, empathy, responsiveness, and tangibles. The 
overall perception of core service quality is higher among the 
students in the Group 1 institutes than in Group 2 and 3 
institutes. 

 
The core service quality gap is identified negative 

among the students in all three groups of institutions. It shows 
that the level of perception of core service quality is not up to 
their level of expectation among all three groups of students. 
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