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 Customer perceptions of service quality and customer satisfaction on self-service machines.  A case study of ASDA supermarket in Mitcham.
ABSTRACT
This study has been done with the main objective of finding out whether customers in ASDA supermarket were satisfied with quality of services the self-service machines provide to them during self-check out. Four service quality dimensions which are speed, ease of use, reliability and enjoyment have been used for the study. Perceptions of customer satisfaction have also been obtained and all these have been related to gender. The findings of this study show that male find the self-service machines more speedy,  easy to use, more reliable than the women however, women enjoy or have more fun using self-service machines in ASDA more that the men. Men are more satisfied with using the self-service machines than women in ASDA supermarket.  
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INTRODUCTION
In the modern changing world, the way customers are served in supermarkets has changed over time by the introduction of self-service machines (Rui and Teresa2017;Orel and Kara 2014; and Wang at el 2013 Hyun-Joo- Lee 2013). It has become increasingly important today to comprehend the effect of self-service machines on customer satisfaction due to the increased implementation of self-service machines in supermarkets (Oghazi et al. 2012; Lee and Allaway 2002; Teresa and RUI 2017). There mainly two   reasons as to why customers are motivated to use self-service machines as far as previous studies on self-service machine adoption are concerned ( Eliott at el.2013; Wang at el 2013; Rui and Teresa2017). Control, speed, reliability, enjoyment and ease of use are viewed as vital attributes in evaluating self-service technology (Zhu et al.2007;  Rui and Teresa2017). Though findings from different researchers are not always in agreement, adopters to self-service technology are normally well educated males, young and prefer to do things for themselves as compared to personal contact with the cashers (Lee et al.;  Rui and Teresa2017). Fewer studies have been done on self-service technology (Beatson et al 2007 and Rui and Teressa 2017). There is limited research done of after usage behaviour like the Customer perceptions of service quality and customer satisfaction on self-service machines.  (Wang 2012; Rui and Teressa 2017 and Orel and kara 2014).  Our study is done to close these gaps and contribute to the body of existing knowledge by examining the Customer perceptions of service quality and customer satisfaction on self-service machines. Self-service machines are technological machines that enable customers to serve themselves instead of using cashiers or involving the direct use of company employees (Zhu et al2013; Rui and Teressa 2017). Apparently internet technology, telecommunication and computers are the most used devices in delivering services in the retail industry (Johnson and walker2006; TeressaandRui2017). In the previous years, technological companies like Samsung, Apple, and Nokia etc. developed advanced technology to delight customers and meet consumer needs and preferences (Druzijanic 2014; Zhuet al 2013; Terassa and Rui 2017). For example mobile applications, touch screen displays, smart mirrors and automatic payment modalities (Viassone and Pantano 2014; Kallweit et al. 2014). There two types of self-service technologies. The “on –sight” options for example pay- at-the pump gas station terminals, automatic teller machines (ATMs), automated airline tickets and “of-sight “ options like internet shopping, telephone and online banking (Leeet al 2013; Dabholkar and Bagozzi 2002). Self-service machines enable customers to be directly involved in the service delivery. Self-service machines are advantageous to customers as they help in reducing the long queues and to the retail stores as they help to reduce the cost of training and hiring staffs (Dabholker 2003; Rui and Teressa 2017).
Service quality
Service quality has been defined by different schoolars in different ways. Service quality has been defined as the difference between perceived and expected performance (Parasuraman, Zeithmal and Berry 1985; Chang et al; 2017). The following are the service quality dimensions used for the study.
Speed of the delivery of services:
Self-service machines have an advantage of shortening the amount of time spent in the queues (Rui and Teressa 2017; Zammit and Marzochi 2006). Buying, selling or transaction time is the amount of time taken to complete the buying and selling process in the supermarket with the self-service machines (Bateson 1985; Rui and Teressa 2017). Self-service machines in the supermarkets or even elsewhere are normally preferred and used by customers who want to take short time in the buying and selling process (Leeet al. 2013; Rui and Teressa 2017). Self-service machines lessen the waiting time spent in supermarkets customers (Beatson et al.2007; Rui and Teressa 2017). The lesser the time customers wait for the services in the supermarkets for example the higher the satisfaction (Collier and Sherrel 2010; Collier and Kimes 2013; Rui and Teressa 2017).
Reliability
Reliability is the act of performing the promised service accurately and dependably (parasuramen el al. 1988; Teressa and Rui 2017). In this case reliability is the ability of the self-service machines in the supermarkets to perform technically accurate and dependably (walker and Johnson 2006). Failure of the self-service machines to technically perform accurate and dependably leads to customer dissatisfaction and reduces company sales (Zhuet al. 2013 Rui and Teressa 2017).

Ease of use 
The ease of use can be defined as the simplicity and effortless when using the self-service machines (Davis 1989; Rui and Teressa 2017).  Customers perceive ease of use of self-service machines differently and this is mainly due to the difference in location, operating hours and availability of the self-service machines in supermarkets (Timmer and Ryman 2008; Rui and Teressa 2017). 
Enjoyment
Enjoyment can be defined as the amount of fun and entertainment one achieves when using the self-service machines during shopping (Hirschman and Holbrook 1982; Rui and Teressa 2017. As much as customers in supermarket want to reduce the time they spend in in supermarket while shopping. However they enjoy having fun while using technical machines (Oghaz et al.  2012; Rui and Teressa 2017). Some customers who use the self-service machines take it as a play and enjoyable (Dabholkar 1996 ; Rui and teressa 2017, HYUN-joo 2016). Enjoyment is one of the key factors influencing the use of self-service technology (Curran and Meuter 2007; Davis 1	sas989; Rui and Teressa 2017). As much work is being done by self-service machines they replace employees which make customers do much of the work by themselves (Hilton and Hughes 2013; Rui and Teressa 2017).
Methodology
A questionnaire has been designed with four service quality dimensions which are speed, ease of use, reliability and entertainment. Overall customer satisfaction has also been analysed. Customer perception of different gender that. (Male and female has been collected from thirty questionnaires however only twenty eight were fully filled. Respondents were kindly requested to fill in their satisfactory levels ranging from (1) strongly agree (2) agree (3) neutral (4) disagree (5) strongly disagree. Excel software 2010 has been used for the analysis.
Table 1
The table below shows the different questions under different service quality dimensions used for the study.
	speed
	Using self-service machine saves me time.

	Ease of use
	Using self-service machine does not take me much effort.

	Reliability
	Self-service machines are reliable and accurate when using them.

	entertainment
	I always have fun using self-service machines in ASDA.
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Objectives of the study
1. To find out if both male and female perceive all the four service quality dimensions differently or in the same way.
2. To find out if both male and female perceive customer satisfaction of self-service machines in the same way or differently. 

ANALYSIS

Table 1 shows how male and female perceive speed.
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	Graph 1 shows how male and female perceives peed.
The results for finding out the customer perception about the question (using self-service machine saves me time) shows that they were 7 men who strongly agreed and 5 women who strongly agreed. Both men agree that self-service machines save them time during the buying and selling process in ASDA supermarket Mitcham.
EASE OF USE
Table 2 shows how male and female perceive ease of use.
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Graph 2 shows how male and female perceive ease of use.  
The findings for ease of use in ASDA were this research has been done shows that male have a higher positive perception about the ease of use of self-service machines than their female counterparts. There were 12 male and one female who strongly agreed that using self-service machines does not take too much effort. Twelve women in the study agreed that self-service machines are easy to use in ASDA while shopping. Only two male where neutral and no female where neutral. None of them disagreed nor strongly disagreed.
Reliability
Table 3: shows how male and female perceive reliability.
[image: ]

Graph 3 shows the different customer perceptions about reliability.
Entertainment
Table 4 shows the different customer perception about entertainment.
[image: ]

Graph 4 shows the different customer perception about entertainment.

The graph above shows that women strongly agree having fun while using the self-service machines in ASDA but however more men agreed that self-service machines are fun.




Table 5: shows the different customer perception about customer satisfaction.
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Graph 5: shows the different customer perception about customer satisfaction
The customer perceptions for both male and female were almost same. Five male are highly satisfied with the self-service machines in ASDA while four female are highly satisfied. Eight male and nine female agree that the services of self-service machines are satisfactory and nor male female disagree or strongly disagree about the satisfaction of self-service machines.
Conclusion
In conclusion, male find the self-service machines more speedy,  easy to use, more reliable than the women however the women enjoy or have more fun using self-service machines in ASDA more that the men. Men are more satisfied with using the self-service machines than women. 
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Table1: data collection.
	
sno
	Q1
	Q2
	speed
	answerspeed
	M
	F
	ease
	ease
	M
	F

	1
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	2
	B
	A
	7
	5
	B
	A
	9
	1

	2
	2
	1
	B
	B
	8
	8
	B
	B
	5
	12

	3
	3
	2
	B
	C
	0
	0
	B
	C
	2
	0

	4
	3
	2
	B
	D
	0
	0
	B
	D
	0
	0

	5
	5
	1
	A
	E
	0
	0
	A
	E
	0
	0
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	14
	3
	1
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	1
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	16
	4
	2
	A
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	2
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	1
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	25
	4
	1
	B
	
	
	
	C
	
	
	

	26
	3
	1
	B
	
	
	
	B
	
	
	

	27
	5
	1
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	28
	3
	2
	A
	
	
	
	A
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3. Questionnaire
Dear respondents, I kindly request you to fill up this questionnaire .It is for academic purpose only.
QUESTIONAIRE
AGE:
1.  <23 years                    2. 23 – 30                  3. 30-45
4.  45-55 	  5. Above 55 
GENDER 
 1. Male                 2. Female 		
Please tell me about the experience you always have while using self-service machines in ASDA supermarket Mitcham by ticking in the appropriate box below.
	
	STRONGLY AGREE
	AGREE
	NEUTRAL
	DISAGREE
	STRONGLY DISAGREE

	SPEED
Using  self-service machine  saves me time.
	
	
	
	
	

	EASE OF USE
using self-service machine does not take me much effort.


	
	
	
	
	

	 RELIABILITY
 Self-service machines are reliable and accurate when using them.
	
	
	
	
	

	ENTERTAINMENT
I always have fun using self-service machines in supermarkets.
	
	
	
	
	

	Overall am satisfied with the way self-service machine work in supermarkets.

	
	
	
	
	




MALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	7	8	0	0	0	FEMALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	5	8	0	0	0	MALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	9	5	2	0	0	FEMALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	1	12	0	0	0	MALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	5	8	2	0	0	FEMALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	2	10	1	0	0	MALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	0	8	4	2	0	FEMALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	3	4	5	0	0	MALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	5	8	2	0	0	FEMALE	STRONGLY AGREE	AGREE	NEUTRAL	DISAGREE	STRONGLY DISAGREE	4	9	0	0	0	


image2.emf
ease of use MALE FEMALE

STRONGLY AGREE 9 1

AGREE 5 12

NEUTRAL 2 0

DISAGREE 0 0

STRONGLY DISAGREE 0 0
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reliability MALE FEMALE

STRONGLY AGREE 5 2

AGREE 8 10

NEUTRAL 2 1

DISAGREE 0 0

STRONGLY DISAGREE 0 0
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entertainment MALE FEMALE

STRONGLY AGREE 0 3

AGREE 8 4

NEUTRAL 4 5

DISAGREE 2 0

STRONGLY DISAGREE 0 0


image5.emf
satisfied MALE FEMALE

STRONGLY AGREE 5 4

AGREE 8 9

NEUTRAL 2 0

DISAGREE 0 0

STRONGLY DISAGREE 0 0
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speed MALE FEMALE

STRONGLY AGREE 7 5

AGREE 8 8

NEUTRAL 0 0

DISAGREE 0 0

STRONGLY DISAGREE 0 0


