
DOI: 10.4018/IJSSMET.2017070101

International Journal of Service Science, Management, Engineering, and Technology
Volume 8 • Issue 3 • July-September 2017


Copyright©2017,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



Evaluating the Effects of Service Quality, 
Customer Satisfaction, and Service 
Value on Behavioral Intentions with 
Life Insurance Customers in India
Rajat Gera, Department of Management and Commerce, Manav Rachna University, Faridabad, Haryana, India

Sanjiv Mittal, University School of Management Studies, GGS Indraprastha University, New Delhi, India

Dharminder Kumar Batra, International Management Institute, New Delhi, India

B Prasad, Department of Management and Commerce. Manav Rachna University, Faridabad, Haryana, India

ABSTRACT

Thepresent studyaims toempirically testandevaluate thedirectand indirecteffectsof service
encounterconstructsofservicequality,customersatisfactionandservicevalueonloyaltyrelated
behavioral intentions of customers in Indian Life services in India to determine the best fitting
model.Moststudiesbasedoncomprehensivemodelsofserviceconstructsrelationshipshavenot
consideredalternativecompetingmodels.Thetheoreticalbackgroundandtheempiricalsupportfor
theseissuesderivemostlyfrompriorstudiesinthedevelopedmarketsoftheU.S.,UKandCanada.
Further,thestudyaimstocontributetoresolutionofthevarianceinstructureanddimensionality
ofservicequality(dimensionality)inliteraturebydevelopingandvalidatingasecondordermodel
ofservicequalitywhichintegratesthetwodominantperspectivesietheNordicandtheAmerican
approach.Design/methodology/approach:Asecondorderscaleofservicequalitywasdevelopedand
validatedbyintegratingtheAmericanandNordicapproachtoServiceQualityusingexploratoryfactor
analysisandconfirmatoryfactoranalysis.TheconstructsofCustomersatisfaction,servicevalueand
Behaviouralintentionswerevalidatedusingconfirmatoryfactoranalysis.Twocompetingmodelsof
effectsofthethreeserviceencounterconstructsonBehavioralIntentionsweretestedusingstructural
equationmodeling.TheresultsshowthatServicequalityisasecondorderconstructconsistingof
thedimensionsofCoreservice,ServiceDelivery,SalesAgentQuality,TangiblesandEmpathy.The
processdimensions(salesAgentQualityandServicedelivery)aremostimportantinoverallservice
qualityperceptions.Theeffectofservicequalityonpositivebehaviouralintentionsisbothdirectand
indirectwiththemoderatingeffectofservicevalueandcustomersatisfactionbeingsignificant.The
studycontributestoresearchbydevelopingandvalidatingahierarchicalmodelofservicequalityand
testingtwocompetingmodelsofdirectandindirecteffectsofservicequalityonbehavioralintentions
sothatthereisbetterunderstandingofthesimultaneousandcompositeinteractionsandeffectsof
thethreeserviceencounterconstructs.Theresultswouldprovidepractitionerswithavalidmeasure
ofservicequalityinlifeinsuranceservicesandwouldenablethemtodevisemarketingstrategies
whichenhancecustomerloyaltyrelatedbehavioralintentions.Thestudyaddressesthegaprelatedto
widedivergenceindimensionalityandstructureofservicequalityandcontributestothedebateon
whethertheeffectofservicequalityonbehavioralintentionsisonlyindirectorbothdirectandindirect.
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INTRodUCTIoN

TheIndianLifeInsurancemarketisstillunderpenetratedandcanbeconsideredintheemergingstate.
Indianinsuranceindustryranks51acrosstheworldintermsofpenetration.TheIndianLife

Insurancepremiumisamere1.5percentof theGDP,compared to11.6percent inSouthKorea
(Palande,ShahandLunawat,2003).However,marketpenetrationandpercapitacoverageislikely
toincreasewithenhancedgrowthratesinhouseholdincomes(Andradeetal,2012).Accordingto
InsuranceRegulatoryandDevelopmentAuthority(IRDA),thelifeinsuranceindustrywitnesseda
growthof7.5%inweightednewbusinesspremiumcollectionsinthefirstquarterofFY2014-15.
Thechallengefacingmost life insurancecompanies is that theyareofferingsimilarpoliciesand
henceproductdifferentiationisdifficulttoachieve.Consequently,InsurancecompaniesinIndiaare
adoptingacustomer-centeredstrategy.Thefocusisshiftingtoenhancedcustomersatisfactionthrough
superiorservicequalityforhighercustomerretention,loyaltyandprofitability.

Deregulationoffinancialservicesindustry1990’sonwardsandreformshavecontributedtothe
relativelyfastpaceofchangeasaresultofwhichincumbentfirmsarefacinggreaterenvironmental
uncertainty.Asresult,providingsuperiorservicequalityhasassumedstrategicimportanceinLife
InsuranceservicesinIndia.

Servicequalityallowsthecompanytodifferentiateitselffromitscompetitors(Lewis,1991)by
increasingsalesandmarketshares,providingopportunitiesforcross-selling,improvingcustomer
relations and thus, enhancing the corporate image. It results in the satisfaction and retention of
customersandemployees,thusreducingturnoverrates.Furthermore,newcustomersareattracted
throughpositivewordofmouth(Lewis,1991;Caruana2002).

Lifeinsuranceservicesproductsarecredenceproductswithveryfewcuesthatsignalquality
(Grönroos,1984),Customersoflifeinsuranceservicesusuallyrelyonextrinsiccueslikebrandimage
toascertainandperceiveservicequalityespeciallyfora“pure”servicesuchasinsurance,whichhas
minortangiblerepresentationsofitsqualityandishighlyrelationalduringmosttransactions.The
outcomesoflifeinsurancepurchaseareoftendelayedandthereforetheconsequencesofapurchase
arenotimmediatewhichthereforedoesnotimmediatelyleadtooverallcustomersatisfaction.The
futurebenefitsoftheinsurance“product”purchasedaredifficulttoforeseeandtakealongtimeto
“prove”itseffects(CrosbyandStephens,1987).Hencetherapportbetweenretailemployeesand
customersbecomesmoreimportantinhighsocialinteractioncontext(GremlerandGwinner’s,2008).

Althoughservicequalitystructureisfoundrichinempiricalstudiesondifferentservicesectors,
servicequalitymodelinginlifeinsuranceserviceshasnotbeenadequatelyinvestigatedintheIndian
servicescontext.Although,variousmodelshavebeendevelopedbyresearcherstomeasureService
Quality,thoughitisdifficulttomeasurebecauseofitsintangibility(Eshghietal.,2008),thereisstill
lackofconvergenceregardingthedimensionalityofinstrumentsformeasurementofservicequality
whichhasbeenfoundtovarywiththeserviceandmarketcontext(Carman,1990).

InsurersintheUSAconsiderretentionasthemostimportantdeterminantofeconomicsuccess
(MooreandSantomero,1999).Customerretentionleadstoenhancedopportunitiesforcrossselling
thatmayalsobeaccompaniedbyhigherprices,positivewordofmouth(WOM)behaviourandhigher
efficiencyinservingcustomersbecauseofexperiencecurveeffect(Heskettetal.,1997).Selling
costofaninsurancepolicyisnotrecoveredunlessthepolicyisrenewedforatleastthreeorfour
years(Zeithamletal.,1996).Researchhasshownthatthequalityofservicesandtheachievement
ofcustomersatisfactionandloyaltyarefundamentalforthesurvivalofinsurers(Lenskold,2003).

SIGNIFICANCE oF THE STUdy

Thefocusofservicesresearchinrecenttimeshasshiftedfrommeasurementandconceptualization
ofserviceencountervariablestothedeterminationofhowthesevariablesinteractandinfluence
othersimultaneouslyandhowtheyaffectcustomerbehaviouraloutcomeswhichareprecededby
behaviouralintentions.Understandinghowserviceencounterconstructseffectbehaviouralintentions
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