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A bstract

A vast array o f  knowledge has been accumulated on the effect o f  service quality on customer satisfaction, 
particularly with a large number o f  studies over the past few years. However, the effect o f  service quality on 
satisfaction o f service recipients in Divisional Secretariats in the Public Sector is relatively an unattended area by 
researchers. Hence, this study was carried out to evaluate the effect o f  service quality on satisfaction o f  service 
recipients o f divisional secretariats. This particular organization was selected for the study as it is considered to 
be the most significant service provider in terms o f  statutory, social, economic and development in the country. A 
questionnaire survey and personal interviews were conducted to collect data by using the purposive sampling 
method. A modified questionnaire was prepared based on SERVQUAL instruments with two additional questions. 
A sample o f  520 service recipients from 13 Divisional Secretariats in Colombo was drawn and it was represented 
by 40 from each division. Correlation analysis and multiple regression analysis were used to examine the relative 
impact o f  the service quality on satisfaction o f  service recipients. The study revealed that all the service quality 
attributes positively related to satisfaction o f  the service recipients. The findings o f  the study show that 
satisfaction o f  service recipients in terms o f  service quality has not met the expected level, which a divisional 
secretariat is deemed to provide for.

K eyw ords: service quality, service recipient, Divisional Secretariat, satisfaction

1. In troduction

In 1992, the Divisional Secretariat system was introduced to each division with the hope o f  delegating authority 
at the division level (Herath, 2008). The Author further reiterates that Divisional Secretariats are the institutes at 
the base level o f  the hierarchy, through which more than 90 percent o f  the government related services are 
delivered to the general public in Sri Lanka. At present, there are 332 Divisional Secretariat Divisions that 
include 14022 GramaNiladhari Divisions within the 25 Administrative Districts in the country as per Annual 
Report o f  Ministry o f  Home Affairs, 2015. Hence, the Divisional Secretariats being the institutes operating at the 
interface between the government and the general public are compelled to deliver services o f  high quality 
standards. The Division has today emerged as the new unit o f  administration in the delivery o f  services, 
implementation and operation o f  development programs. The nature and the scope o f  the division has 
quantitatively and qualitatively changed. The division level administration still functions as the closest 
administrative and decision-making unit to the people including those at grass-root level. This is also the unit 
through which essential services are delivered to the people and also to a great extent it is the implementing 
agency o f the development programs and the coordinating agency o f  special programs. The Divisional 
Secretariat is now a much strengthened office with more staff to liaise/coordinate with agencies operating at the 
grass-root level along with the field officers such as technical supporting staffs. Kotler & Lee (2007, cited by 
Kodithuwakku, 2007) state that one major role o f  the Government is to provide the necessary public services that 
neither the private sector nor the non-profit sector wants to handle or cart deliver with the existing resources. In 
this context, Divisional Secretariat as a service provider needs to manage the service quality with existing 
resources and it has become so important to identify the customer expectations regarding service quality and 
delivery levels as well. The failure to do so would lead to frustration and dissatisfaction o f  the service recipients 
who would be either the general public or the various private and non-governmental organizations that would 
eventually be able to produce results in the events o f  occurrence o f  various levels o f inefficiency and
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ineffectiveness. Further, a study carried out by the Asian Development Bank in the year 2006 has revealed that 
significant weaknesses exist in the Sri Lankan public administrative system in terms o f its productivity and 
quality. This is applicable to the divisional secretariat as well. Some o f the key problems that were discernible 
are attributed to bureaucratic controls, cumbersome processes and delays in providing services which tantamount 
to inherent weaknesses o f  the existing office system (Root et al., 2001; cited by Kodithuwakku, 2007). In this 
regard, Iqbal (2002) opined that the decisions taken by the bureaucracy— the high ranking officials o f this sector 
have a direct bearing on the quality o f  service. Iqbal further, commented that the government service in Sri 
Lanka leaves much to be desired, since the tentacles o f  politics that have spread over the government service 
sector have incapacitated it from achieving the intended goals (World Bank, 2012). As per Tiecher et al. (2002) 
and cited by Ranaweera (2015), it is stated that in the previous years, government organizations had paid little 
attention to service quality or responsiveness to clients. As Iqbal (2002) pointed out that the government service 
o f  Sri Lanka is in a pathetic state o f  affairs because o f  the incessant political interference. Bwalya (2009) states 
that lack o f dedication and the correct attitudinal orientation on the part o f the service providers coupled with the 
less attractive remuneration package have triggered serious setbacks evoking a working environment o f lethargy 
among the government servants amidst mixed feelings o f  despair and apathy among the service recipients. 
Withanage (2003) asserts that the government sector organizations have not been immune from the revolution 
that has swept through much o f  the commercial service sector over the past decade or so. According to 
Wisniewski & Donnelly (1996) organizations operating under the government sector have also come to realize 
that not only they must look after the customer, but they must also take the opportunity to learn from them in 
terms o f  customer expectations and customer perceptions o f  service. In additions, Kotler & Armstrong (2013), 
asserted that service provision should be interlaced with quality. Ranaweera (2015) states that the government 
administration facing critical situation in providing a quality government service. The Author reiterates that 
besides this, lack o f proper training, dedication, attitudinal orientation, absence o f adequate motivation, dearth of 
proper technology and inadequate remuneration, are contributory causes to the existing ills in the services. 
(Kamarck, 2007) notes that as a dynamic field, government administration has introduced reforms, new 
approaches and alternatives along with the winds o f change in the economic and socio-political environments, 
apropos o f how best to deliver government services. Organizations operating in this sector came to realize later 
in Lagos, that customer service and quality were critical strategic issues (Iqbal, 2002). Bakhtiari (2007) noted 
that the government services could be considered as being o f high quality and excellence, if  people received a 
high degree o f satisfaction. Also people would consider that the government services provided are o f  high quality, 
when they find that the government has been responsive to their needs through the Divisional Secretariats. Public 
sector provision o f goods and services, traditionally assumed a framework o f  monopoly in which the citizen has 
little choice, but in the present context the citizen expects quality service. Some o f  these goods and services were 
free at the point o f delivery to the citizen and a few services and goods are being charged at concessionary prices, 
even though the tax payers contributed their share. Therefore, the citizen is a customer. Nevertheless, a key 
theme o f  new public management is given emphasis on the public as client and on customer choice. In view o f 
that, some o f  the noteworthy reforms that were undertaken during the past decades for the promotion of 
country’s open market economy which included removal o f  many administrative controls relevant to investment, 
financial reforms favoring investment, business, fiscal and other incentives to foreign investors that were needed 
to restructure the bureaucracy by way o f introducing strategic orientation, market orientation and improved 
productivity. Hence, it is right time to measure the extent o f  the customer satisfaction related to the delivered 
service by evaluating customer expectations and perceptions. In the past, there were many transformations in 
Divisional Secretariats due to public complaints. Therefore, it is clear that the service provider should aim to 
match what is proffered to fulfill customer expectation in order to increase the level o f  customer satisfaction. In 
other words, the gap between the customer expectation and the perception o f the service delivered should be 
minimized. Thus, it is imperative to take cognizance o f the gap, to the effect that there could be a series o f facts 
which are directly or indirectly linked to diverse reasons for the poor service delivery regarding customer 
satisfaction. Hence, this leads to the research question as to ascertain, how service qualities affect satisfaction o f 
service recipients in Divisional secretariats.

2. Literature Review
Zeithaml et al. (2013) define services as deeds, processes and performances provided or coproduced by one 
entity or person for another entity or person. They broadly define service as the total effect o f all economic 
activities, (output) which is not a physical product or construction that is generally consumed at the time— it is 
produced and provides added value in forms that are essentially intangible concerns of its first purchaser. They 
further stated the characteristics o f services namely as: (a) Intangibility: services are performances or actions 
rather than objects. They cannot be seen, felt, tasted or touched in the same manner as there that can be felt as

128



jm s.ccsen e t.o rg Journal o f  M anagem ent and Sustainability Vol. 7, N o. 1; 2017

tangible goods, (b) Heterogeneity: services are performances, frequently produced by the human being and no 
two services will be precisely alike, (c) Perishability: refers to the fact that services cannot be saved, stored, 
resold, or returned.

Fogli (2006) defined service quality as a global judgment or attitude relating to a particular service; the 
customer’s overall impression o f  the relative inferiority or superiority o f  the organization and its services. 
Parasuraman et al. (1988), Naeem & Saif (2009) found that customer satisfaction is the outcome o f  service 
quality. Padgett & Allen (1997) and others have conceptualized service experience as Psycho-motor Cognitive 
and Affective, reactions associated with a specific service event. As per Kotler (2000), satisfaction is the level o f  
the person’s felt state resulting from comparing a product’s perceived performance in relation to the person’s 
appreciation. It can be achieved by exactly understanding what a customer expects from an organization and also 
by evaluating the customer perception on the service delivery. Understanding customer satisfaction o f  different 
customer groups is important as the service provider is able to alter the service quality attributes in order to get 
inclined to provide for, in order to satiate the needs and wants o f  different customer groups. It is o f  utmost 
importance to managers because understanding service attributes that drive customer satisfaction help to identify 
that area for management intervention Lovelock & Gummesson (2004). It is commonly seen that the service 
providers heavily adopt customer acquisition strategies and loyalty in their marketing plans. Fomell et al. (2006) 
claim that satisfied customers who have economic assets with high returns and low risk. Amould & Price (1993) 
noted that there exist a complex relationship between client expectation and satisfaction. They further state that 
the narrowness o f  the rating experience rather than relationship between expectation and outcome is shown to be 
central to its evaluation. Further, Boulding et al. (1993) affirmed the empirical findings from the two tests o f  the 
model indicated, among other things, that the two different types o f  expectations have opposing effects on 
perceptions o f service quality and that the service quality perceptions positively affect intended behaviors. 
Service quality and Customer satisfaction have been conceptualized as a closely related construct. Beerli et al. 
(2004) stated that there is a positive relationship between these two constructs. Jamal & Naser (2003) stated that 
service quality is the antecedent o f  customer satisfaction. Yee et al. (2010) found that service quality has a 
positive influence on customer satisfaction. Many researchers found that service quality is the antecedent o f 
customer satisfaction (Kumar et al., 2010; Naeem & Saif, 2009; Bedi, 2010).

In this study, the intention o f  the researcher is to examine how service quality dimensions relate to customer 
satisfactions in public sector organizations. Thus, the researcher found that a number o f  instruments have been 
developed to measure the quality o f  service provided by an organization and, through prior studies, such on the 
SERVQUAL model, developed by Parasuraman, Zeithaml, & Berry (1985) and subsequently refined in 1988, 
1991, 1993 and 1994 per (Parasuraman et al., 1988, 1991, 1993, and 1994), which is one o f  the widely used 
measures o f  service quality. The Parasuraman’s Gap model o f  service quality was first introduced in 1985. In this 
model there are five gaps that are introduced by the pioneers o f  this model. The first gap is the customer gap and 
it is the difference between customer expectations and perceptions. Customer expectations are standards or 
reference points that customers bring into the service experience, whereas customer perceptions are subjective 
assessments o f  actual service experiences. Customer expectations often consist o f  what a customer believes 
should or will happen. Closing the gap between what customers expect and what they perceive is critical to 
deliver quality service. It forms the basis for the gap model. As per Zeithaml (2013), customer satisfaction and 
customer focus are so critical to the competitiveness o f  firms that any company interested in delivering quality 
services must begin with a clear understanding o f  its customers. Further, they suggested four other gaps other 
than the customer gap, the listening gap, the service design and the standard gap, the service performance gap 
and the communication gap. Parasuraman, Zeithaml, & Berry (1988) identified five service quality dimensions 
through their pioneering research and that applies across a variety o f  service contexts. They are namely, 1) 
reliability: ability to perform the promised services dependently and accurately; 2) responsiveness: willingness to 
help customers and provide prompt services; 3) assurance: employees’ knowledge and courtesy and their ability 
to inspire trust and confidence; 4) empathy: caring individualized attention given to customers and 5) tangibility: 
appearance o f  physical facilities, equipment, personnel and communication. This model is widely applied in 
many service sectors including public services (Keuh & Voon, 2009). The ultimate goal is to close this gap by 
meeting or exceeding customer expectations. As per Siddiqi (2011) and based on his review o f literature and 
research findings, it has revealed that relationship among service quality, customer satisfaction and customer 
loyalty and service quality attributes are positively related to customer satisfaction and customer satisfaction is 
positively related to customer loyalty in the retail banking setting in Bangladesh. In this regard, empathy 
demonstrates the highest positive correlation with customer satisfaction and tangibility shows the least positive 
correlation with customer satisfaction. As per Kumar (2009) and cited by Siddiqi stated that high quality service 
will result in high customer satisfaction and increase customer loyalty. Zaim et al. (2010) found that tangibility,
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reliability and empathy are important factors for customer satisfaction. Mengi (2009) found that responsiveness 
and assurance as important factors. Kumar et al. (2010) and Lai (2004) found that assurance, empathy, and 
tangibility are the important factors and Baumann et al. (2007) found that tangibles are not related to customer 
satisfaction and Ahmed et al. (2010) found out that empathy is negatively related with customer satisfaction. 
Baruah, Nath, & Bora (2015) found that Reliability, Responsiveness and Empathy were different regarding male 
and female and regarding tangibility and assurance there was no difference. However, in Sri Lanka, there is no 
research area completed in level o f  Service quality and its effects on satisfaction o f  service recipients o f 
divisional secretariats in the public sector.

3. Research Question <

Hence, the research question focused here is to ascertain, how do service qualities affect satisfaction o f  service 
recipients o f  Divisional Secretariats?

4. Objectives of the Research
1) To evaluate service quality o f  the Divisional Secretariats.

2 )  To evaluate the satisfaction o f  service recipients in the Divisional Secretariats.

3 )  To examine the effect o f  service quality on satisfaction o f  service recipients.

4 )  To propose suggestions for policy decisions and recommendations apropos future. Policies regarding the 
service quality improvement in Divisional Secretariats

S Conceptual Framework Based on Literature !
In this study, based on available literature, researcher takes into consideration the satisfaction o f  the service 
recipients as the dependent variable. Zeithaml et al. (2013) state that customer satisfaction is influenced by 
specific service features, perceptions o f  service quality and price and in addition to that, such personal attributes 
as the customer’s mood or emotional state as well as situational factors. Hence, to develop the conceptual 
framework the service quality is considered as the independent variable for this study as shown in Figure 1.

Figure 1. Schematic diagram o f service quality and customer satisfaction

5.1 Hypotheses

As mentioned in the literature review service quality and customer satisfaction are closely related constructs. 
There is a positive relationship between the two constructs (Beerli et al., 2004; Rod et al., 2009; Al-hawari, 
2008). Based on the aforementioned relationships, hypotheses can be developed as follows: :

H I: Reliability significantly affects satisfaction o f  the service recipients in Divisional Secretariat.

H2: Responsiveness significantly affects satisfaction o f  service recipients in Divisional Secretariat.
I

H3: Empathy significantly affects satisfaction o f  the service recipients in Divisional Secretariat.

H4: Assurance significantly affects satisfaction o f  the service recipients in Divisional Secretariat 

H5: Tangibility significantly affects satisfaction o f  the service recipients in Divisional Secretariat.
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6. M ethodology

6.1 Study Area

The study was conducted in Colombo district o f  Sri Lanka. This particular district was selected as the study area 
due to the fact that it has the highest and a diversified number o f service recipients o f  the divisional 
administrative system. The Home Affairs Ministry which is the supervisory body o f  divisional Secretariats is 
also located in close proximity. In addition, it is situated in the main commercial centre and the administration 
city Colombo district. Hence, it was selected for the study.

6.2 Population

Sekaran & Bougie (2014) defined population as the total o f the entire group o f  people, events, or things that the 
researcher desires to investigate. Thus, the total number o f service recipients o f  Divisional Secretariats is 
considered as the researched population in this study. According to the information available in Divisional 
Secretariats offices, there are about 300 to 500 o f  service recipients who visit the Divisional Secretariats on a 
public day. Hence, in this research the aforesaid population is considered as the number o f  service recipients o f 
divisional secretariats.

6.3 Sampling and Data Collection

6.3.1 Sample

Sekaran & Bougie (2014) state that the sampling is confined to specific types o f  people who can provide the 
desired information, either because they are the only ones who have possession o f  it, or conform to some criteria 
set by the researcher. Therefore, purposive sampling is employed. Krejcie & Morgan (1970), Cohen (1969), 
Roscoe (1975), cited by Sekaran & Boguie (2014) propose the rules factor to determine the sample size. Roscoe 
proposes that a sample size larger than 30 and less than 500 are appropriate for most researches. Thus, a sample 
o f  520 service recipients was selected purposely and interviewed. Much o f  the data collection was conducted 
using a convenient method. It was decided to distribute the questionnaires among the service recipients. The 
sampling procedure was purposive because a simple random sampling was difficult to use, since there was no 
sampling frame. 40 recipients were selected from each Secretariat and it is considered that all Divisional 
Secretariats were thereby represented by more or less the same number o f  recipients from each Divisional 
Secretariat. Service recipients were selected for the interview in the mornings and the afternoons during public 
days o f  the weekdays due to reasons o f  convenience and time factor.

6.3.2 Pre-survey

Structured questionnaire was pre-tested and then finalized. It was administered to several service recipients o f 
Divisional Secretariats in order to elicit the information about the quality o f  service as attributes perceived by 
customers who also are really in need. Seeking service qualities is more or less lined with the attributes o f 
“SERVQUAL” model.

6.3.3 Questionnaire

The Questionnaire was designed to find out the demographic factors and other factors such as type o f  service, 
recipient, level o f  education ...e t cetera, which would relate to the perceived service quality o f the Divisional 
Secretariat and the level o f satisfaction.

The Questionnaire was basically based on “SERVQUAL” (service quality) attributes. These attributes are 
included under the five dimensions o f  service quality proposed as Tangibility, Reliability, Responsiveness, 
Assurance and Empathy (Zeithaml & Bitner, 2000). The responses were entered into a five point Likert scale, 
ranging from strongly disagree to strongly agree (Gerson, 2004). Twenty four questions were used to measure 
the perception o f  service quality along with the five dimensions and the additional question was included to 
assess the level o f  customer satisfaction.

6.3.4 Data Collection

The research is based upon the data collected from service recipients o f  Divisional secretariats in Colombo 
District. In this research data collection process it mainly concentrates on measuring perception o f  the service 
recipients in terms o f  service quality o f  divisional Secretariats to identify the perceived service quality. Service 
recipients o f  the Divisional Secretariats were selected due to two reasons that, 1) they were accessible to and 
represented as the customers o f  the organization and that, 2) they have a good understanding about the service 
quality provided by the Divisional Secretariat offices. Generally, during the data collection process, each service 
recipients’ work place was visited and collection o f  data was mainly by administering a survey questionnaire and 
interview.
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T h e  re s e a rc h e r  d is tr ib u te d  5 4 0  q u e s t io n n a ire s  a n d  a ll o f  th e m  w e re  c o lle c te d .  A f te r  v e r ify in g  d a ta  a n d  c h e c k in g  

to  a s c e r ta in  w h ic h  q u e s t io n n a ire s  w e re  le f t u n c o m p le te d ,  2 0  re s p o n s e s  w e re  d e le te d . S u b s e q u e n tly , th e  a n a ly s is  

w a s  c a r r ie d  o u t  o n  re s p o n s e s  w ith  5 2 0 , r e v e a lin g  a  re s p o n s e  ra te  o f  9 6 .3  p e rc e n t o f  th e  D is t r ib u te d  q u e s tio n n a ire s .  

T h e  S P S S  s o f tw a re  v e rs io n  2 2  w a s  u se d  to  a n a ly z e  th e  d a ta .

6.4 Analysis and Results

T h e  p ro f i le  o f  th e  s a m p le  w a s  a n a ly z e d  w ith  re g a rd  to  its  f r e q u e n c ie s  a n d  d is tr ib u tio n s .

T a b le  1 s h o w s  th e  p ro f i le  o f  re sp o n d e n ts .  A n a ly s is  o f  th e  d a ta  in d ic a te d  th a t  o u t  o f  th e  5 2 0  re sp o n d e n ts ,  5 3 .7  

p e rc e n t  o f  re s p o n d e n ts  w e re  fe m a le s  a n d  4 6 .3  p e rc e n t  o f  w e re  m a le s . A m o n g  th e m  11.5 p e rc e n t w e re  g ra d u a te s , 

5 2 .7  p e rc e n t  w e re  se c o n d a ry  e d u c a tio n  q u a lif ie d , 3 5 .2  w e re  w ith  p r im a ry  s c h o o l in g  a n d  s ix  p e rc e n t w e re  p o s t  

g ra d u a te s .  T h e  d a ta  a ls o  r e v e a le d  th a t  6 4  p e rc e n t o f  se rv ic e  re c ip ie n ts  w e re  f ro m  th e  G e n e ra l  P u b lic , 2 3 .5  p e rc e n t 

w e re  n o n -g o v e m m e n t  o rg a n iz a t io n s ,  4 .6  p e rc e n t  f ro m  th e  g o v e rn m e n t  s e c to r  a n d  7 .9  p e rc e n t w e re  f ro m  th e  

p r iv a te  se c to r ;  1.5 p e rc e n t  o f  re s p o n d e n ts  b e lo n g e d  to  1 8 -25  a g e  c a te g o ry , 18.1 p e rc e n t  b e lo n g e d  to  2 6 -3 5  a g e  

ra n g e , 4 4 .6  p e rc e n t w e re  f ro m  3 6 -4 0  a g e  c a te g o ry  a n d  3 5 .8  p e rc e n t  b e lo n g e d  to  a b o v e  4 0  a g e  g ro u p .

T a b le  1. P ro f i le  o f  re s p o n d e n ts

Description Frequency Valid Percent
Gender Male 241 46.3

Female 279 53 7
Total 520 100

Age range 18-25 8 1.5
26-35 94 18.1
36-40 232 44.6
40 above 186 35.8
Total 520 100

Education Primary 183 35.2
Secondary 274 52.7
Graduate 60 11.5
Post Graduate 3 0.6
Total 520 100

Service Recipient Category Private Sector Organization 41 7.9
Government Organization 24 4.6
NGO Sector 122 23.5
General Public 333 64.0
Total 520 100

7. A ppropriateness for Analysis

7.1 Validity

V a lid ity  is  th e  m e a s u r in g  in s tru m e n t w h ic h  a c tu a lly  m e a su re s  th e  p ro p e r ty  w h ic h  is su p p o s e d  to  m e a su re . T h e re  

a re  m e th o d s  s u g g e s te d  b y  s c h o la r s  fo r  te s t in g  th e  re lia b i l ity  a n d  v a lid i ty  o f  a  m e a s u re m e n t  in s tru m e n t.  It is a lso  

re fe r re d  to  a s  e n s u r in g  th e  g o o d n e s s  o f  m e a su re s . In  th e  a b o v e  m e a s u re m e n t ,  th e  in s t ru m e n t  u se d  in  r e s e a r c h e r ’s 

f ir s t  a t te m p t  fo r  s e rv ic e  q u a li ty  w a s  to  e s ta b lish  c o n te n t  a n d  fa c e  v a lid ity .

7.2 Face Validity

F a c e  v a lid ity  is  a ls o  a  m e a s u re  o f  c o n te n t  b u t n o t  a s  s tro n g  a s  e s ta b l is h in g  it th ro u g h  a  l i te ra tu re  re v ie w . In th e  

p r e s e n t  e x e rc is e  it  w a s  d o n e  b y  s h o w in g  th e  q u e s t io n s  to  a  f e w  k n o w n  p e o p le  w h o  a re  e x p e r ts  in s e rv ic e  q u a lity  

in  th e  re s e a rc h  f ie ld .

7.3 Content Validity

C o n te n t  v a lid i ty  e n s u re s  th a t  th e  m e a su re  is  in c lu s iv e  o f  an  a d e q u a te  a n d  re p re s e n ta t iv e  se t o f  i te m s  th a t  c o v e rs  

th e  c o n c e p t.  T h is  w a s  e s ta b l is h e d  b y  th e  r e v ie w  o f  l i te ra tu re  w h ic h  in c lu d e d  th e  re se a rc h  w o rk  o f  m a n y  a u th o rs  

o n  th e  su b je c t  o f  s e rv ic e  q u a li ty  in th e i r  a t te m p ts  to  c o n c e p tu a l iz e  s e rv ic e  q u a lity . T h e  n e x t s te p  w a s  to  te s t  fo r  

th e  re lia b ility .

7.4 Reliability

T o  te s t  th e  r e lia b il ity  o f  th e  S E R V Q U A L  in s tru m e n t,  th e  r e s e a rc h e r  c o m p u te d  th e  C r o n b a c h ’s a lp h a  c o e f f ic ie n ts .  

T h e  o v e ra ll  r e lia b il ity  fo r  th e  d e p e n d e n t  v a r ia b le  is  .9 5 0  re p re s e n t in g  re lia b il ity  a s  sh o w n  in T a b le  2. S e k a ra n  &
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Bougie (2014) stated that 0.70 Cronbach Alpha for social research is acceptable. In this study computed alpha 
exceeds the average acceptable level. The checking for Cronbach Alpha reliability meets the acceptable cut off 
point o f  0.70 (Nunnally, 1978; Saunders, Lewis, & Thornhill, 2014; Field, 2014; Argyrous, 2014). The reliability 
statistics for reliability is .874, Responsiveness is .958, Assurance is .983, Empathy is .964 and Tangible is .957 
as shown in Table 3.

Table 2. Reliability statistics for dependent variables

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items No of Items
.950 .954 3

Table 3. Reliability statistics for independent variables

Cronbach’s Alpha Based on Standardized Items No of Items
Reliability .874 .882 4
Responsiveness .958 .959 4
Assurance .983 .983 4
Empathy .964 .964 5
Tangibility .957 .958 4

Table 4. Correlation among service quality dimension and satisfaction o f  service recipients

Satisfaction Reliability Responsiveness Assurance Empathy Tangibles
Satisfaction 1.000
Reliability .346 1.000
Responsiveness .524 .336 1.000
Assurance .395 .401 .443 1.000
Empathy .400 .348 .362 .338 1.000
Tangibility .416 .302 .390 .370 .323 1.000

Source: Survey data.

The Pearson Correlation analysis was applied to find out relationships between each o f  the variables o f  this study. 
The Pearson correlation analysis was obtained for three intervals scale variables. The sample size is (n) 520 and 
the significant level is 0.01 (p 0.01). As shown in the Table 4, the correlation (r) is .346 for reliability and the p 
value is 0.000, which is less than the significant level (0.01). Therefore, it can be concluded that reliability and 
satisfaction o f  service recipients is positively related in the Divisional Secretariats. The correlation (r) o f 
responsiveness is .524 and the significant level is 0.01 (p- value 0.01). The table shows that the p- value is 0.000, 
which is less than 0.01. Therefore, it can be concluded that there is a positive relationship between 
responsiveness and satisfaction o f  service recipients in the Divisional Secretariats. The correlation (r) o f  empathy 
is .400 and the p- value is 0.000, which is less than 0.01. Therefore, it can be concluded that empathy is 
positively related to satisfaction o f  service recipients in the Divisional Secretariats. The correlation (r) o f  
assurance is .395 and the p- value is 0.000, which is less than the significant level (0.01). Therefore, it is 
concluded that assurance is positively related to satisfaction o f  service recipients in the Divisional Secretariats. 
The correlation (r) o f  tangibles is .416 and the p- value is 0.000, which is less than the significant level (0.01). 
Therefore, it is concluded that tangibles is positively related to satisfaction o f  service recipients in the Divisional 
Secretariats.

8. Hypotheses Test

Table 5. Regression results o f the satisfaction o f  service recipients o f  divisional secretariats

Predictor Standardized Regression Coefficient T-Value Sig.
(Constant) - 9.418 .000
Reliability .120 2.841 .005
Responsiveness .040 .923 .356
Assurance .172 3.884 .000
Empathy .211 5.046 .000
Tangibility .232 5.532 .000
R .551"
R squares .303
Adjusted R2 .296
F 44.718

Source: Survey data.
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The hypotheses were tested by using Simple Multiple Regression Analysis. Table 5 shows that correlation (r) 
is .554 and it is revealed that there is 55 percent relationship between service quality and satisfaction o f  service 
recipients in divisional secretariat (Saunders, Lewis, & Thornhill, 2014; Field, 2014; Sekaran & Bougie, 2014; 
Atgyrous, 2014). In contrast to correlation coefficient, the coefficient o f determination (regression confident) can 
be used to assess the strength o f relationship between dependent variable and one or more independent variables. 
The coefficient o f determination (r square) can take on any value between 0 and +1. As shown in Table 5, (r 
square) calculated coefficient o f determination is 0.296. Therefore 29 percent o f service recipients reveal 
satisfaction which explains quality of service in Divisional secretariat. The F -test result is 44.718 with a 
significance o f .000. It can be concluded that there is a significant effect o f  service quality on satisfaction o f 
service recipients o f  Divisional secretariat. Table 5, shows the Standardized Regression Coefficient for .120 as 
reliability, .172 as assurance, .211 as empathy and .232 as tangibles respectively, except responsiveness. The 
regression coefficient o f responsiveness is s.040 with a significance o f .356. Therefore, H I, H3, H4 and H5 can 
be postulated at the p<0.05 level. H2 cannot be postulated at the p<0.05 level.

9. Conclusions

Based on hypotheses test, it reveals that reliability, assurance, empathy and tangibles have significant effect on 
satisfaction o f  service recipients o f Divisional Secretariats except for responsiveness dimension. Further, it 
reveals that certain dimensions o f service quality are positively correlated to satisfaction o f service recipients. 
This positive relationship signifies that unlike in the case o f responsiveness, satisfaction o f service recipients 
increases with regard to reliability, assurance, empathy and tangibles. That means service quality dimensions 
positively relate to satisfaction o f service recipients in the Divisional Secretariats. The performance o f Assurance 
and Reliability service quality dimension are good in relation to their importance placed by the service recipients. 
However, responsiveness is much lower in the service quality compared to the other major dimensions. Service 
qualities o f divisional secretariat are at a moderate level. It implies that there exists a potential situation to 
improve the service quality. Satisfaction o f service recipients is at an average level and it is necessary to pay 
more attention on relevant areas that affect enhancement level o f satisfaction.

In contrast, overall satisfaction is an affective/emotional response to a perceived discrepancy between 
expectations and perceptions. As a process in time, service quality occupies a foremast position and leads to 
overall customer satisfaction (Caruana & Malta, 2000). Service quality is only one o f  the service factors 
contributing to customer satisfaction judgement (cited by Carana & Malta, 2000; Cronin & Taylor, 1992; Rayter 
et al., 1997; Spreng & Makoy, 1996). Accordingly, there are clearly other antecedents. Thus, satisfaction o f the 
service recipients o f divisional secretariats also can be an outcome other than service quality regarding personal 
attributes such as customer mood or emotional state and situational factors. A significant relationship exists 
between the overall satisfaction o f service level quality and gender in respect o f  overall satisfaction. It is 
noteworthy that the other service recipient category has a fairly low expectation level than those o f the 
government and non-government / private sector service recipients. Service recipients are not satisfied with the 
existing office operating systems and days. With regard to policy formulation more attention is needed to 
improve the reliability, responsiveness and assurance dimensions o f service quality. There is a significant 
increase o f satisfaction o f  service recipients through tangibles and empathy.

To improve the service recipient’s level o f satisfaction, Divisional secretariat with its services, needs to serve 
service recipients better. Divisional secretariat can develop a strong service recipient— orientation, further 
improvements by eliminating existing weaknesses o f service delivery systems, training for employees to be more 
responsive to service recipients, improving facilities with modem technology to ease service deliver)' with 
minimizing human interaction in public services. It requires a service recipient orientation culture within the 
organization.
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Appendix A
Questionnaire for Survey on Service Quality on Satisfaction of Service Recipients in Divisional
Secretariats in Colombo District in Sri Lanka

Service quality perception of Divisional secretariats
Perceptions Statements in the Reliability Dimension______ _̂____________________________________________________

Strongly Strongly
Disagree________ Agree
1 2  3 4 5
1 2  3 4 5
1 2  3 4 5
1 2  3 4 5

1. When Divisional Secretariat promises to do something by a certain time, it is done
2. Divisional Secretariat performs the service right at the first time itself.
3. Divisional Secretariat provides its services it promised, with no delay.
4. Divisional Secretariats insists on error-free records.
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Statements in the Responsiveness Dimension
1 Divisional Secretariat keeps customers informed ahead, about when services will be 1 2 3 4 5
performed.
2. Employees in Divisional Secretariat give you prompt service. 1 2 3 4 5
3. Employees in Divisional Secretariat are always willing to help you 1 2 3 4 5
4. Employees in Divisional Secretariat are never too busy to respond to your request. 1 2 3 4 5

Statements in the Assurance Dimension
1. The helpful positive attitude of the employees in Divisional Secretariat instills confidence in you. 1 2 3 4 5
2. You feel safe in your transactions with the Divisional Secretariat. 1 2 3 4 5
3. Employees in Divisional Secretariat are consistently courteous to you. 1 2 3 4 5
4. Employees in Divisional Secretariat are knowledgeable to answer your questions. 1 2 3 4 5

Statements in the Empathy Dimension
1. Divisional Secretariat gives you individual attention. 1 2 3 4 5
2 Divisional Secretariat has employees who give you personal attention 1 2 3 4 5
3. Divisional Secretariat has your best interests at heart. 1 2 3 4 5
4. Employees of Divisional Secretariat understand vour specific needs. 1 2 3 4 5
5. Divisional Secretariat has operating hours that are convenient to all its customers. 1 T 3 4 5

Statements in the Tangibles Dimension
1. Divisional Secretariat has modem impressive smart equipment. 1 2 3 4 5
2. Divisional Secretariat’s physical facility layout is visually appealing. 1 2 3 4 5
3. Divisional Secretariat’s emplovees appear neat and they look presentable. 1 2 3 4 5

Overall satisfaction of service quality of Divisional Secretariat.
1 am personally satisfied with the service quality which is delivered by the divisional secretariat. 1 2 3 4 5
Thus, it can be said that a Divisional Secretariats in Colombo District is a quality service provider. 1 2 3 4 5
Therefore 1 can say that the quality of service rendered by the district secretariat to people is at 1 2 3 4 5
satisfactory level
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