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Customer retention has become very impartant in the heightened competitive environ-
ment unleashed in India, post liberalization. Recently, some rescarchers have made at-
tempts to evolve and link the service convenience construct Lo customer satisfaction
and repeat purchase from a service organization. Service convenience — a mullidimen-
slonal construct with five dimensions, involves aspects beyvond localional nearness or
convenient operating hours. The present study aims at validating the service conven-

ience {ServCon) scale originally developed in the West, in the Indian organized food

and grocery retail context, and develop ]j'n!-ca'bc befweeh sorvice convenience on one -
side, and satisfaction/behavioural intentions on the other.

Cum-ﬂuenct* samples, comprising of rmp{mdeﬂta from SEC A and SEC B with experi-
ence of shopping from organized retail lood and grocery outlets, were drawn from
various parts of Ahmedabad city. Through the scale validation process, five dimen-
sions emerged, as in the original 17 ilems SereCon scale, though with 15 items (Seiders
et al, 2007). Seale validity was evaluated using correlation and confirmatory factor analysis
while neural nebworks were used for nomoelogical medel testing. Subsequently, using

~ cluster analysis, an attempt was made to segment respondents based on their service

convemence soores which re-iulted in fmu customer segments being identified:

. Aaptrem

» Fatalists

* DBalance-oriented

= Pre-purchase convenience seekers,

Statistically insignificant differences were observed amongst these clusters based on
demographics.

In the Indian contest, it is found that access, benefit, and decision convenience dimen-

sions have more importance whereas dimensions I#(& transaction and post-benefit con-
venience are less relevant. Hence, retail mall managers should foeus on providing better

“aceess, benefit, and decision convenience rather than transaction and post-benefit con-.

venience. In the same vein, shopping enjoyment appears to be having a major effect on
service convenience as compared to customer involvement in product category imply-
ing that shoppers experiencing higher levels of shopping enjoyment should be accorded
mare importance by mall managers.

On the other hand, it is found that higher the perceived service convenience level, the
greater the impact on shopper’s behavioural intentions as compared to satisfaction, This
implies that nrganizdd retail mall managers should focus on shoppers who perceive
higher levels of service convenience from malls, as they are more likely to patronize

_such malls by way of either positive word of mouth or increasing their visit/ purchase

frequency.



ost-liberalization, i.e., from 1991 onwards, India
has been on a consistent grawth rajectory due to
economic reforms from the socialist-inspired
economy of post-independence India, Economic reforms
brought in foreign competition, led to privatization of
majority of public sector industries, opened up sectors
hitherto reserved for the public sector, and led to an ex-

pansion in the production of fast-moving consumer. .

goods. It fuelled the unshackling of, opening up, and
growth and intense competition in many a service sec-
tar, viz, banking services, insurance, airlines, financial
services, telecom, and organized retail, leading to maore
than 50 per cent contribution of the service sector to the
GDP.

In the current milieu of dynamic service environments,
intense competition, plethora of plavers, and general glo-
bal slowdown, providing satisfactory value to custom-
ers and customer retention becomes critically impartant.
Various socio-economic trends and rapid technological
advances prompt the consumers o desire and demand
more conveniencs in acquiring and conswming products
and services. :

Berry, Seiders and Crewal {2002} articulated the service
convenience canstruect and subsequently a Service Con-
venience (SereCon) scale to measure the second arder
service convenlence construct and its five first order di-
mensions were developed in the Western context.
ServCon was lesled and validated by researchers in the
context of a national specialty retail chain, inlernet serv-
ices, and personal cellular phone service respectively.
Service convenience has been hypothesized as having
an impact on customer satisfaction and repeat purchase
from a service organizalion {Seide:s, et al, 2007; Colwell,
et al, 2008).

Establishing the reliability and validity, both infernal and
external, of any empirically sound measurement scale

to measure unobservable theoretical constructs is of criti- |

cal importance to theory building and its reflinement and

in general advancement of knewledge (Brahma, 2009).

Internal validation means, A set of surrogate measures
or scale measures, what it is supposed (o measure, for
which a proper methodology has been laid down”
{Churchill, 1979; Bagozzi and Phillips, 1982; Gerbing and
Anderson, 1988; Hinkin, 1995, etc). External Validity
refers to the generalizablity of a shudy’s findings in one
population to other well-specified populations or

26

generalizablity of .findings across subpopulation- that
may not be specifiable (Cook and Campbell, 1979} Thus
an empirical study deone in one context amongst one
population being replicated amongst other populations
and studying it over time establishes external validity
which is hn[_mriam for generalizing the findings. In gen-
eral, measures that have undergone extensive develop-
ment and scrutiny are judged to be more valid than those
that are proposed in a haphazard manner (Peter and
Churchill, 1984).

A replication study is defined as “a duplication of a pre-
viously published empirical study that is concerned with

~ assessing whether similar findings can be obtained upon

repeating the study” (Hubbard and Armstrong, 1994;
Evansschitzky, et al, 2007), The role of replication in mar-
keting research has been [ragile, There has been a per-
ceived bias against replication research. At different
times reminders for increased emphasis for replication
research have appeared in literature.

The present study is aimed at replicating and validat-
ing the SerpCon scale in the Indian organized food and
grocery retail context in Ahmedabad city of Gujarat,
India, similar to a replication study undertaken by Kaul,
(20077 ta validate the retail service quality scale in the
Indian Context. The rationale for selecling organized
food and grocery retail outlets was that in the retail arena,
the frequency of visits to food and grocery outlels arc
mote compared to apparel retailing or other forms of
arganized retailing,

-Chnce ServCon scale is validated in the Indian organized

riztail farmat context, we can draw inference cn
generalizability of the SerzCon dimensions in the organ-
ized retail context. Based on this study, one can infer
whether the dimensions of SereCon scale can be gener-
alized to a different kind of retail setup in a different
culture (in India} with different secio-economic condi-
tions as compared to the Western culture (USA and
Ca_rmda}; where it was developed. The replication study

' prépOSEd is Type Il replication as suggested by Easley,

MWadden and Dunn {20007,

On validating the ServCon scale, an attempt has been
made to meaningfully segment the respondents based
on their service convenience scores. Moreover, an en-
deavour at nomological model lesling based on neural
network has also been made.



Research outcomes of Service Convenience can help
companies offering various services in improving satisfa-

ction levels of customers. A better fit would result if cus-.

tormers ave grouped based on their service convenience
scores, thereby improving satisfaction and customer re-
tention. By delivering high on perceived service conven-
ience, organized retail can differentiate their offerings
by increasing satisfaction levels for their customers,

time caused by changes in life styles and life cvcles drives
the demand for convenience (Berry, 1979; Voss and
Blackwell, 197% Berry and Cooper. 1992), Taking a broader
view, researchers have proposed that instead of factors
such a3 work stalus or role overload, consumer values
would produce an orientation towards, or away from,
canverdence (Vinson, Scott and Lamond, 1977; Stampil,
1982, Morganosky, 1986). They proposed threo classes
of ‘-'311:15351 global, ddmathasnedﬁc. and evaluative helisf



