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Abstract--- Indeed, the alleged that high superficial quality service leads to post purchases, but attaining that 

repeated purchase level, may be a substratum for any business. Thus a better considerable relationship between 

tangible product, service quality, service methodology, service render involvement and service delivery from service 

sector domain and purchase intentions, purchase decision and consumer satisfaction from a consumer end, may  

generate a roadmap to develop a model the consumer service provider relationship process on intangible services. 

It may also provide service practitioners with alarm to donate marketing attention on  service gap and scarce 

corporate resources.  This study intends to contribute to the enlargement of a theoretical framework that may 

integrate perceived product, service quality, and service methodology in delivering the service. Based on the 

reviews the literature, appropriate research measures were identified. Implications on service sector development 

were analyzed and discussed, limitations of the study were noted and possible areas for further research were 

indicated. 
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I. INTRODUCTION 

Customer perception is the progression of identifying receiving; organizing and analyzing the various factors act 

as stimuli to customer’s five senses and opine that may give to the whole world at large. The entire perceptional 

process of service sector consists of three different stages, explicitly revelation stage, concentration stage and 

Proceeding stage. The brain act upon the stimuli in the revelation stage, And then at the concentration stage, the 

brain scrutiny the stimulus according to the desires and previous experiences of oneself and eventually, the human 

mind stores positive information about the stimuli at proceeding stage. The concept of customer acuity was built 

upon customer performance, and then identifies the service that they offered and whether they were actually 

satisfied with the service delivered. Most of the successful small scale ventures, managed to compete by offering 

true quality services to their clients. Perception may exemplify the end outcome, which has an impact on mounting 

sales. Customers identify services in terms of quality of services provided and the fulfillment level attained. So, one 

of the finest way, is to hoist the service level, by compassionate the level of customer perception at the Indian 

scenario. 
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II. NEED OF THE STUDY 

Any service doesn’t get an insight benefits on any input directly to them. But the consumer perception is the real 

imagine upon any service brand. Such service brands often sense that perceptions as storm wind and hope that may 

turn to a level of cyclone by unhappy consumers and even obliterate whole sector. Thus service goodwill lies in the 

minds of the consumer who perceive. It is important to any sector to obviously recognize their recent and probable 

patrons, because malfunction to spot them might result in the waste of service resource, efforts and even failures to 

the entire service quality initiated.   

III. STATEMENT OF THE PROBLEM 

Generally the buyers were concerned with quality, since mounting in competitive market gave way to many 

outsourcing for services. Currently the consumer became more and choosier on the services they choose. Measuring 

the quality of the services is more complex than that of a goods. Understanding the dimensions of service provider’s 

may eminence to the clientele in their appraisal process. Due to the absence of tangible manifestation on the 

parameter of measuring service quality, there were some hindrances in the possibility of research approaches. Due to 

which there is no adequate quality circle from the service industry in accordance with erroneous assumptions of 

customers’ expectations. So the issues relating to the stimulus towards customer perceptiveness at service sector as 

to be studied. 

IV. SCOPE OF THE STUDY 

The superiority of service quality deliverance fallout in customer realization and reinforces the perception that 

the value of the service received is larger that the invoice paid by them. Some important concepts like post service 

demand, Service client relationship and service gap filling concepts results  in better profit prosperity, which is the 

main aspiration of all the business. The main desire of the research is to spot the aggressive area towards services 

industry with different customer perception echelon at down south India. 

V. OBJECTIVE OF THE STUDY 

 To examine the various factors influencing the customer towards service. 

 To identify the choice of customer expectation with the service provider quality. 

 To find out the level of respondents relating varied service offered. 

 To scrutinize the perceptional level towards professionalism in the service Sector. 

 To study the emerging trends at after sales service. 

VI. RESEARCH METHODOLOGY  

Research Design- The study used in descriptive research. The purpose of the study is to attempt and establish 

what level of understanding has of the customer requirements relating to the service rendered. 

Sample size -   100 Service users. 
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Sampling techniques - Non probability sampling techniques, especially convenience sampling method used. 

VII. LIMITATIONS OF THE STUDY 

 Feedback is just a statement of opinion from samples alone. 

 Time restriction was a major limitation. 

 The objective Area was limited to a few states from one country. 

 The sample of the respondents elected for the study might not be right representative. 

 Analysis of the projected aspects might differ depending on the tools and techniques. 

 The data collected is based on the perception of the sample defendant. 

 Consultation with Veterans would have mostly enhanced brilliance in the Research work. 

VIII. REVIEW OF LITERATURE 

Bhattacharya, C.B. & Sam (2018)  the study on “Customer performance advert to the cerebral, emotional process 

and the noticeable conduct of customers during searching, buying and post consumption of a product or service”. It 

included learning  on how people buy, what, when and why they obtain. It amalgam of various disciplines such as 

Psychology, Sociology, Sociopsychology, Anthropology and Economics. And also tried to evaluate the final 

assessment report on   the customers from groups such as ancestry, friends, reference groups and society in general. 

Aaker, D. J. & Joachimsthaler (2016) “Analyzing the inducement of brand name  patrons can either be subjective or 

objective”. The decision of clients was also a yield stick to retail stores who selling the products. The study 

highlighted that sales ladies or sales executives must determine a wide knowledge on packaging or visual appeal of 

the retail outlet. Moreover, consumers may select distinct products/brands not only because of the product function 

or expected performance, but due to the same  product that will augment the Consumers personality, social dignity 

or alliance. Ritu Narang (2015) aimed to sense  the realization of a buyer behavior on branded  men wear during a 

study entitled “A Study on Branded Men’s wear”, was grabbed in the city of Lucknow. Her research was executed 

with objectives as to do schoolwork on the purchase behavior of branded men’s garments and the finding revealed 

the impact of the promotional aspects along with  purchase decision of purchasers. It created a mark on the effects of 

promotional activities that leads to Purchase behavior of buyers. 

Kazmi  & Mathur (2012) An exploratory investigated study conducted and also developed an abstraction about 

the purchasing behavior of buyers of class men’s attire and the impact of publicity through advertising which helps 

in their purchase decision. Hence the study concluded that most of the purchasers visit the showrooms of branded 

attire with the intension of doing real shopping. The popularity of the brand will act as a modem to decide the 

buying behavior. Jaishri and Jethwaney (2011) “The purchasing of recognized branded outfits is not impetuous”. 

However  a  comparative study  on the  male and female buyers visit the showroom for passing the time, the number 

of individuals visiting the showroom with another brand in their  mind or since a  group of people visiting the 

display area with no brand knowledge. This research identified that celebrity  endorsement has an uppermost effect 

in creating brand consciousness. Pathak and Tripathi (2010) A research was executed with an entitled “Customer 
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Shopping Behavior among Modem Retail Formats: A Study about  Delhi” predominantly emphasized on the 

shopper shopping manners at the fashionable retail outlets at present scenario.  (Sumathi 2009)  aimed  at this study 

on “The variables that affects the buyer's choice towards all international trendy retail business chain.  That inquiry 

resulted in the comparative strength of those factors in buying decision of such international brand favored clients. 

IX. ANALYSIS AND INTERPRETATION WEIGHTED AVERAGE 

TABLE 1 

   

 Relevant  services 

No.of.respondents 

          (x) 

Weight 

  (W) 

Wx 

 

Highly satisfied           20    4 80 

Satisfied           17    3 51 

Moderate             2    2 4 

Dissatisfied             1    1 1 

 ∑x=40    ∑Wx=136 

                              Source: Primary data 

                                   Weighted average method =   ∑Wx 

       ∑x 

                          =   136 

      40 

                          =   3.4 

TABLE 2 

SATISFACTION ON AFTER SALES SERVICE 

 

After Sales  services 

No.of .Respondents 

          (x) 

Weight 

  (W) 

Wx 

 

Highly satisfied           20    4 80 

Satisfied           17    3 51 

Moderate             2    2 4 

Dissatisfied             1    1 1 

 ∑x=40    ∑Wx=136 

                                Source: Primary data 

                                                       Weighted average method =   ∑Wx 

              ∑x 

                                      =   136 
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                   40 

                        =   3.4 

      The average value of 3.4% show that  the majority of the respondents are satisfied with after sales  Services.  

TABLE 3 

SATISFACTION ON LOGISTICS SERVICES: 

  

Logistics services 

   No.of.respondents 

              (x) 

Weight 

  (W) 

Wx 

 

Highly satisfied          15     4  60 

Satisfied          12     3  36 

Moderate           7     2  14 

Dissatisfied           6     1    6 

      ∑x=40      ∑Wx= 124 

Source: Primary data 

    Weighted average method =   ∑Wx 

                            ∑x 

                               =  116 

                              40 

                     =  2.9 

The average value of 2.9 % shows that most of the respondents are satisfied with the logistics services.  

TABLE 4 

PERCEPTION ON PROFESSSIONALISM AND RESPONSE LEVEL 

Particular No. of. Respondents 

          (x) 

Weight 

  (W) 

Wx 

 

Excellent          12     3   36 

Good          13     1   13 

Satisfied          15     2   30 

Poor           -     -    - 

 ∑x=40                 ∑Wx=79 

                     Source: Primary data 
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                               Weighted average method =   ∑Wx 

                             ∑x 

                        =     79 

                                                                                  40 

                                                                              =     1.97 

The average value of 1.97% of the respondents are satisfied with professionalism with that of response level.  

TABLE 5 

RANK CORRELATION 

  To find out the relationship between the service provider quality  and customer expectation  choice. 

X Y R1 R2 D= R1 – R2 D2 

          20             14 1 1 0 0 

          17             12 2 2 0 0 

            2               4 3 4 -1 1 

            1             10 1 3 -2 4 

     ∑D2 =5 

   Source: Primary data 

      6∑D2  

   R = 1 - --------------- 

    N (n2 – 1) 

       = 1 – 6(5) / 4(15) 

       = 1- 0.5 

    R = 0.5 

The above rank correlation it is inferred that R= 0.5 (Positive Correlation) There is a positive correlation 

between Service provider Quality and Customer Expectation  Choice. SERVQUAL one of  the best  accepted 

standard tool that have been upgraded and polished to confine which also elucidate  the quality dimensions.  

XI. CONCLUSION 

 Now a days Customer was hazy on their choices, due the constant revolution in the business world. Such change 

in the milieu will demand more and more optimization of the time and effort of the service provider. Consume 

service demanding behavior has changed from convenience to comfort. There is a paradigm shift of consumers 

moving from service place to service space. Most importantly consumer expects service providers at their doorstep 
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rather than, the client moving to Service Render. This current scenario is the upcoming era in Service industry. 

Quality circle has much scope in the changing the perimeter of patron’s mind. Moreover, the front desk Service 

Provider along with the follow up Service Render must gel. Habitually, most of the service providers has a fairy tale 

that, they completely read the minds of their customers and also aware about their requirements. Such smug 

approach of service provider has to be distorted.   
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