
World Applied Sciences Journal 26 (6): 737-743, 2013
ISSN 1818-4952
© IDOSI Publications, 2013
DOI: 10.5829/idosi.wasj.2013.26.06.12257

Correspondin Author: Raazia Irshad, Institute of Business and Management Sciences, UET, Lahore, Pakistan.
 

737

Demographic Variables Impact on Service Climate and Overall Customer
Perception about Service Quality: Evidence from Healthcare Industry

Raazia Irshad, Maryam Hashmi, Abeeda Hassan, Talal Zahid and Sohaib Hassan1 2 1 1 1

Institute of Business and Management Sciences, UET, Lahore, Pakistan1

Faculty at Institute of Business and Management Sciences, UET, Lahore, Pakistan2

Submitted: Oct 12, 2013;    Accepted: Nov 16, 2013;    Published: Nov 23, 2013
Abstract: Demographics play an important role in overall service quality of any organization. The current study
investigates the impact of demographic variables (gender, age, income and education) on service climate and
customer perception about service quality. A total 300 respondents from employees of public hospital of
Pakistan and external customers was selected for research. A reliable scale was used from literature in order to
measure impact of demographic variables on service climate and customer perception about service quality.
Findings indicate that demographics have an equal influence on service climate and customer perception about
service quality; however no difference have found in service climate and service quality perception on the basis
of gender. The results of this study are helpful for the service providers in the industry; they can easily
prioritized demographic variable for their service climate and perception of service quality. The paper concludes
with the discussion on results and this study also contributes in the literature review by focusing on
demographic characteristics. 
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INTRODUCTION This study also fills the research gap by doing

In this era the international competition has been researches there are very few studies on demographic
increased in business [1, 2]. In order to gain sustainable variables that have an impact on service climate and
and long term customers relations and to become customer perception of service quality. The objective of
competitive in the market, most of the organizations focus this study is to see impact of demographic variables on
on customer perception about the quality which they are service climate and customer perception about service
providing in their services [3, 4]. In the broader construct quality in healthcare industry. This study will find out
of “service quality” customer orientation is also an whether or not demographic variables (gender, age,
important part which is effected by human factor dimens income and education) have an impact on service climate
[5, 8] Climate can be defined as “employees’ shared and service quality perception. Finally it will make a
perceptions of organizational policies, procedures and comparison of both groups and will check the impact of
practices”. Climate of organizations also strongly related demographic variables with respect to service climate of
to hospitality industry about customer perception of hospital employees and customer perception about
service quality and employees’ turnover intentions [10]. service quality. Demographic information helps out in
Thus, climate of organizations provides specific targeting and segmentation of market on the basis of
guidelines for employees and their customer feedback. gender, age, income and education level [14, 15]. All
Excellence in service is a key that differentiate one demographic variables have strongest relationship with
industry from other industries due to their better services. marketing prospective [16].
[11]. Particularly service quality is the primary factor for In previous studies, it has been found that among all
competing in hospitality industry [9, 12, 13]. demographic variables age is an important and strongest

research on demographic variables. In previous
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variable that determines the perception of different dissimilarities  among  employees  in  communication
consumers with different age groups. Their ages have an chains on the basis of age, gender, education and income
impact on their attitude and behaviour towards service [32-33].
quality [17]. Furthermore, [18] previous studies suggested The previous researches have shown that service
a “rational assumption” that age is a strongest quality expectations and perceptions are dependent on
determinant that brings changes in behaviour and demographic variables [34-36]. Particularly, in researches
attitudes. In a study [19], they concluded that customer of [35] and [34] a significant relationship of service quality
with age group 55 years and above have high level of dimensions have been found with age and income
expectation  and  perception   about   service  quality. respectively. Furthermore, [36] it found that gender, age
They showed that this age group have attitude and and income were significantly linked to perception of
behaviour towards service quality issue that is more service quality for employees. In order to see the
sensitive, also [20] study supports this statement that difference among diverse demographic groups, these four
older people  are  more  sensitive  about  service quality. variables – gender, age, education and income have been
In a similar way, in banking sector [21] it has been taken in the current research.
concluded  that  over age customers appreciate efficient On the basis of above literature review this study
and quick services. They perceive service quality as an proposed the following hypotheses:
important asset for banks.

[22] Previous research investigated the impact of Hypothesis H1: “Gender has an impact on service climate
income and education and found that people with and there is a difference between males and females
different income and education level perceived service group”.
climate and its quality in different ways. They found that
higher-income level group customers have high Hypothesis H2: “Gender has an impact on customer
expectations regarding service quality as compared to perception of service quality and there is a difference in
low-income level group, because they are more sensitive perception of males and females”.
and conscience about service quality, in this case service
climate become critical for those customers. A study [23] Hypothesis H3: “Age has an impact on service climate
showed that consumers with high income and high and there is difference among various age groups”
education  levels  are  more  concerned  with prior
decision-making on the basis of collected information Hypothesis H4: “Age has an impact on customer
regarding their servicer climate. A study [24] found that perception of service quality and there is a difference in
consumer with high income level expect high quality of perception of various age groups”.
services, because they are willing to pay for the better
service quality and customers with low-income level have Hypothesis H5: “Income has an impact on service climate
low expectation and perception regarding service and there is a difference among various income groups”.
providers. This gives difference in perception for different
income groups. Hypothesis H6: “Income has an impact on customer

A number of studies have been found that the perception of service quality and there is a difference in
gender of customers is also an important factor in perception of various income groups”.
evaluation  of  their  perception  about service provider
[25-29].  It  suggested  that  there  is a significant Hypothesis H7: “Education has an impact on service
difference  in  level  of perception on the basis of gender. climate and there is a difference among various education
A  study  [30]  showed  that status characteristics has levels”.
clear  focus  on  expectations  of  people that contributes
to performance on the basis of demographic information Hypothesis H8: “Education has an impact on customer
(i.e. age, gender and income). Their performance perception of service quality and there is a difference in
expectations are important in making decision and perception of various education levels”.
problem solving on the basis of collected information;
they also showed that individual with high status Hypothesis H9: “Demographics have different impact on
becomes more influential than low status [30, 31]. In service climate of employees and customer perception
previous researches it has been found that there are about service quality”.
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Fig. 1: Hypothesized research model (148) = 0.185, p = .853, there is no difference between the

Hypothesized Path Model: On the basis of above The values in Table 3 shows result for customer
hypothesis researcher develop a path analytical model, as perception that shows there is no statistically significant
shown in Fig. 1. It demonstrates that demographic difference in scores for males (M=2.5, SD=0.79) and
variables (Gender, Age, Income and education) have an females  [M=2.65,   SD=0.74;   t   (148)   =-1.14,   p=.256].
impact on service climate and overall customer perception The result of this study shows that overall gender has no
about service quality. impact in this study for service climate and customer

MATERIALS AND METHODS

The data were collected from Public sector hospitals between-groups analysis of variance was conducted to
of Pakistan and external customers about their perception explore the impact of age on service climate and customer
of service quality of public hospitals. This study contains perception. Table 4 shows values for one-way analysis of
2 different questionnaires. One of them includes the variance (ANOVA) for all age groups. The results of
questions on Service quality which was filled out by Table 4 show that service climate has statistically
hospital employees and other questionnaire was on significant difference at the p<.05 level for the five age
customer’s perception about service quality that was groups [F (3,146) =3.725, p=0.013]. In order to check out
filled out by external customers. A total of 225 the age groups where the difference exist, Post-hoc Tukey
questionnaires  were  distributed   to   managerial  and HSD test was run. It indicated that there is the difference
non-managerial employees of hospitals and 150 usable between mean score for Group 2 (21-30 years) and group
surveys (67% response rate) were returned. Similarly a 5  (50  years  and above). Here the mean difference is
total of 200 questionnaires were distributed to external (mean difference=0.5757) at a level of significant of 0.021
customers and 150 usable surveys (75% response rate) (p<0.05). Similarly for overall customer perception about
were received back Thus total sample size was N=300 for service quality Table 4 shows that there is no statistically
both scales. All the items that were used in this study significant difference as the p>0.05 level for all age groups
have been adapted from previous studies and modified [F (4,145) =0.902, p=.465]. For comparing the impact of
according to context of our research and culture. Multiple different groups of income level on service climate and
questions were used to measure each construct. For customer perception, one-way between-groups analysis
measuring overall Service climate and customer of variance was used. Table 5 shows that statistically
perception of service quality [4] a scale was used which significant difference exists at the p<.05 level for the five
consists of 24 items. Employees responded to each item income groups [F (4,145) =2.695, p=.033] of service
using a 5-point Likert scale ranging from 1 (Poor) to 5 climate. Post-hoc comparisons using the Tukey HSD have
(Excellent). been used to identify difference in groups. This test

RESULTS AND DISCUSSION 2 (20001-40000) and group 5 (80001 & above). Similarly for

First of all, this study used descriptive statistics statistically significant difference at the p<.05 level for the
which showed the total sample percentages of five income groups [F (4,145) =2.59, p=.039]. However the
demographic variables, mean and standard deviation difference is very small so there is a small variation within
values. In order to see the difference between two group groups. Table 6 shows that service climate has a
(male  and  female)  independent  sample t-test is used. statistically significant difference at the p<.05 level for the
One way ANOVA has also been used to compare more four  education  groups   [F   (3,146)   =6.721,   p=.000]  and

than one group (Age, income and education). Table 1
shows the overall sample percentages for each
demographic variable, means and standard deviation
value of both participants for service climate and
customer perception about service quality. Table 2 &
Table 3 contain the results of Independent sample t-test.
From Table 2, t-test of equality of means shows that t

means of Male and female in perceiving service climate.

perception about service quality.

One-Way Analysis of Variance (ANOVA): A one-way

shows that mean difference is significant only for group

customer perception Table 5 shows that there is a
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Table 1: Descriptive Statistics
Service climate Customer perception
----------------------------------------------------------------------- ----------------------------------------------------------------------

Demographics Total sample % Mean value S.D. Total sample % Mean value S.D.
Gender
Male 58 2.45 0.86 53.3 2.50 0.79
Female 42 2.43 0.73 46.7 2.65 0.74
Age in Years
20 & below 2.7 2.31 0.71 14.7 2.55 0.76
21-30 50.7 2.25 0.76 32.7 2.47 0.74
31-40 16.0 2.59 0.89 22.0 2.56 0.82
41-50 16.0 2.54 0.60 18.7 2.58 0.66
51 & above 14.7 2.82 0.94 12.0 2.87 0.93
Income Rs.
Below 20,000 18.0 2.40 0.71 36.0 2.53 0.73
20,0001-40,000 28.7 2.20 0.64 34.0 2.38 0.70
40,0001-60,000 24.7 2.49 0.95 20.0 2.78 0.92
60,0001-80,000 16.0 2.46 0.81 2.00 2.82 0.72
80,0001 & above 12.7 2.90 0.82 8.00 3.00 0.60
Education
Matric & below 4.00 2.44 0.51 8.7 2.50 0.78
Intermediate 4.00 2.53 0.87 10.7 2.78 0.60
Bachelor 47.3 2.15 0.70 48.7 2.40 0.65
Master & above 44.7 2.74 0.83 32.0 2.79 0.92

Table 2: Independent sample t-test for service climate
Equality of Variances t-test for equality of means
----------------------- ------------------------------------------------
F Sig. t df Sig. (2-tailed) Mean Difference Std. Error Difference

SC Equal Variance assumed 2.264 0.135 0.185 148 0.853 0.248 0.13399
Equal Variance not assumed 0.190 144.284 0.850 0.248 0.13050

Table 3: Independent sample t-test for customer perception
Equality of Variances t-test for equality of means
-------------------------- -------------------------------------------------
F Sig. t df Sig. (2-tailed) Mean Difference Std. Error Difference

CP Equal Variance assumed 0.564 0.454 -1.141 148 0.256 -0.14351 0.12582
Equal Variance not assumed -1.145 147.225 0.254 -0.14351 0.12530

Table 4: One-Way analysis of variance (ANOVA) of Age for service climate and customer perception
Service climate Customer Perception
--------------------------------------------------- --------------------------------------------------
Mean Differences Significance Mean Differences Significance

20 years & below 21-30 years 0.57287 0.601 0.07649 0.995
20 years & below 31-40 years 0.98077 0.136 0.00689 1.000
20 years & below 41-50 years 0.94872 0.161 0.03483 1.000
20 years & below 50 years & above 1.14860 0.054 0.32415 0.677
21-30 years 31-40 years 0.40789 0.167 0.08338 0.989
21-30 years 41-50 years 0.37584 0.237 0.11132 0.973
21-30 years 50 years & above 0.5757* 0.021 0.40064 0.329
31-40 years 41-50 years 0.03205 1.000 0.02794 1.000
31-40 years 50 years & above 0.16783 0.948 0.31726 0.625
41-50 years 50 years & above 0.19988 0.906 0.28932 0.726
Overall Significance Between the groups 0.013 0.465
F Statistics 3.725 0.902
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Table 5: One-Way analysis of variance (ANOVA) of Income for service climate and customer perception
Service climate Customer Perception
--------------------------------------------------- --------------------------------------------------
Mean Differences Significance Mean Differences Significance

Below 20000 20001-40000 0.21560 0.800 0.15082 0.843
Below 20000 40001-60000 0.07261 0.996 0.25791 0.562
Below 20000 60001-80000 0.03917 1.000 0.29125 0.966
Below 20000 80001 & above 0.49093 0.236 0.48064 0.272
20001-40000 40001-60000 0.28821 0.482 0.40873 0.133
20001-40000 60001-80000 0.25477 0.712 0.44207 0.861
20001-40000 80001 & above 0.7065* 0.012 0.63146 0.074
40001-60000 60001-80000 0.03344 1.000 0.03333 1.000
40001-60000 80001 & above 0.41832 0.334 0.22273 0.909
60001-80000 80001 & above 0.45175 0.342 0.18939 0.995
Overall Significance Between the groups 0.033 0.039
F Statistics 2.695 2.590

Table 6: One-Way analysis of variance (ANOVA) of education for service climate and customer perception
Service climate Customer Perception
------------------------------------------------ ------------------------------------------------
Mean Differences Significance Mean Differences Significance

Matric & below Intermediate 0.08974 0.997 0.27491 0.763
Matric & below Bachelor 0.29596 0.799 0.10748 0.965
Matric & below Master & above 0.28722 0.814 0.28438 0.624
Intermediate Bachelor 0.38570 0.636 0.38239 0.260
Intermediate Master & above 0.19747 0.930 0.00947 1.000
Bachelor Master & above 0.5831* 0.000 0.3918* 0.030
Overall Significance Between the groups 0.000 0.030
F Statistics 6.721 3.073

Table 7: Comparison between service climate and customer perception

Demographic variables Service climate Customer’s perception of service quality

Gender No impact, no statistically significant difference between group No impact, no statistically significant difference between group
Age Moderate impact, Statistically significant difference between group 2 & group 5 Small impact, no statistically significant difference between groups
Monthly Income Moderate impact, statistically significant difference between group 2 & group 5 Moderate impact, no statistically significant difference between groups
Education Large impact, statistically significant difference between group 3 & group 4 Moderate impact, statistically significant difference between group 3 & group 4

significant difference exist between the mean score for customer perception that support hypothesis H9 for this
Group 3 (Bachelor) and group 4(Maser & above). It study.
indicates that people with higher education are more This research shows that hypothesis H1 & H2 has
serious about good service climate. For customer not supported because there is no statistically significant
perception Table 6 shows that there is a statistically difference between male and female for both service
significant difference at the p<.05 level for the four climate and customer perception and not consistent with
education groups [F (3,146) =3.073, p=.030], also for [27] study that found gender is an important demographic
customer perception Table 6 shows that difference exist variable that plays an important role and it has also impact
between bachelor and master level group. on  service  climate  and customer perception [25, 26, 28].

There is little consideration of the demographics on In this study hypothesis H3 & H4 are supported because
service quality and service climate in the previous studies. the results of ANOVA show that there is statistically
This study contributes in literature by focusing only on significant difference between age groups for service
demographics to check its impact on service quality climate and that difference exist within group 2 and group
perception and service quality climate. On the basis of 5 i.e. 21-30 years and 51 & above, but for customer
above results this study make a comparison between perception there is a small impact on customer perception
impact of demographics on service climate and customer for service quality and no statistically significant
perception about service quality. Table 7 shows the difference between age groups for customer perception.
comparison between results of service climate and These  results  are consistent with literature review which



World Appl. Sci. J., 26 (6): 737-743, 2013

742

shows that age is a strong demographic variable for 6. Ruben B.D., 1995. Quality in Higher Education.
measuring consumer perception, behaviour, taste and Transaction Publishers.
interest [37]. According to literature review studies and 7. Yeo, R.K., 2009. “Service quality ideals in a
result of this research our hypothesis H3 is supported but competitive tertiary environment,” Int. J. Educ. Res.,
hypothesis H4 is not supported. It is also supported for 48(1): 62-76.
this study. The comparison of all demographics for 8. Luria, G. and D. Yagil, 2008. “Procedural justice,
service quality and service climate has been shown in ethical climate and service outcomes in restaurants,”
Table 7. Int. J. Hosp. Manag., 27(2): 276-283.

CONCLUSION 9. Davidson, M., 2001 “The Dimensions of

From results it has been found that for service climate Australian Hotels,”    J.     Hosp.     Tour.   Res.,
income has moderate impact and their exist a statistically 25(4): 444-461.
significant difference between group 2 (20,001-40,000) and 10. Manning, M.L., M. Davidson and R.L. Manning,
group 5 (80,001 & above), which supports our hypothesis 2005. “Measuring tourism and hospitality employee
H5. On the basis of level of income, the research shows workplace  perceptions,”  Int.  J.  Hosp.  Manag.,
that there is an impact of income on customer perception 24(1): 75-90.
about service quality but there is no difference between 11. Pizam, A. and T. Ellis, 1999. “Customer satisfaction
groups. It means that the people belonging to all income and its measurement in hospitality enterprises,” Int.
levels demand good service quality. Thus Hypothesis 6 J. Contemp. Hosp. Manag., 11(7): 326-339.
is partially supported. Similarly for education level, the 12. Chiang,  F.F.T.  and  T.A.  Birtch, 2011. “Reward
hypothesis H7 & H8 are well supported because results climate and its impact on service quality orientation
show that education has an impact on for both service and employee  attitudes,”  Int.  J.  Hosp.  Manag.,
climate and customer perception about service quality and 30(1): 3-9.
also consistent with [23] study that found at higher 13. Kim,  H.J.,  C.  McCahon  and  J.  Miller,  2003.
education level their exist a difference between groups. "Service orientation for contact employees in Korean
Our last  hypothesis  is also supported for this study. casual- dining restaurants.,” Int. J. Hosp. Manag.,
The comparison of all demographics for service quality 22(1): 67-83.
and service climate has been shown in Table 7. 14. Frazier, G.L. and J.O. Summers, 2011.Contemporary

Views on Marketing Practices, Chapter 11: Push and
REFERENCES Pull Strategies in Industrial Markets: A Normative

1. Fornell, C. and J. Mark, 1992. “A National Customer 15. Stafford, M.R., 1996. “Demographic discriminators of
Satisfaction Barometer: The Swedish Experience,” service quality in the banking industry,” J. Serv.
56(1): 6. Mark., 10(4): 6-22.

2. Storbacka, K., T. Strandvik and C. Grönroos, 1994. 16. Lazer, W., 1994. Handbook of demographics for
“Managing Customer Relationships for Profit: The marketing & advertising: new trends in the American
Dynamics of Relationship Quality,” Int. J. Serv. Ind. marketplace, 2  ed. Lexington Book.
Manag., 5(5): 21-38. 17. He, Y., W. Li and K.K. Lai, 2011 “Service climate,

3. Berry,  L.L.,  1995. “Relationship marketing of employee commitment and customer satisfaction:
services-growing  interest,  emerging perspectives,” Evidence from the hospitality industry in China,” Int.
J. Acad. Mark. Sci., 23(4): 236-245. J. Contemp. Hosp. Manag., 235: 592-607.

4. Schneider, B., S.S. White and M.C. 1998. Paul, 18. Hansman, H. and V. Schutjens, 1993 “Dynamics in
“Linking service climate and customer perceptions of market segmentation: A demographic perspective on
service quality: Tests of a causal model,” J. Appl. age-specific consumption,” Mark. Res. Today J. Eur.
Psychol., 83(2): 150-163. Soc. Opin. Mark. Res. - Amst. ESOMAR ISSN 0923-

5. Korunka, C., D. Scharitzer, P. Carayon, P. Hoonakker, 5957 ZDB-ID 10055587 . 211993(3): 139-147.
A. Sonnek and F. Sainfort, 2007. “Customer 19. Callan, R.J. and L. Bowman, 2000 “Selecting a hotel
orientation among employees in public and determining salient quality attributes: a
administration: A transnational, longitudinal study,” preliminary study of mature british travellers,” Int. J.
Appl. Ergon., 38(3): 307-315. Tour. Res., 2(2): 97-118.

Organizational Climate in Four- and Five-Star

Framework. Marketing Classics Press.

nd



World Appl. Sci. J., 26 (6): 737-743, 2013

743

20. Wang, C.H., K.Y. Chen and S.C. Chen, 2012. “Total 29. Luoh, H.F. and S.H. Tsaur, 2011 “Customers’
quality management, market orientation and hotel perceptions of service quality: Do servers’ age
performance: The moderating effects of external stereotypes   matter?,”   Int.   J.   Hosp.  Manag.,
environmental  factors,”  Int.  J.   Hosp.  Manag., 30(2): 283-289.
31(1): 119-129. 30. Ridgeway, C., 1991. “The Social Construction of

21. Javalgi, R.G., J.J. Belonax and A.M. Robinson, 1991. Status Value: Gender and Other Nominal
“Mature Consumers in the Financial Services Characteristics,” Soc. Forces, 70(2): 367.
Marketplace - Potential Market Segments,” J. Prof. 31. Stafford, M.R., 1996. “Demographic discriminators of
Serv. Mark., 6(1): 81-107. service quality in the banking industry,” J. Serv.

22. Scott, D. and D. Shieff, 1993 “Service Quality Mark., 10(4): 6-22.
Components and Group Criteria in Local 32. Hoffman, E., 1985. “The Effect of Race-Ratio
Government,” Int. J. Serv. Ind. Manag., 4(4): 42-53. Composition on the Frequency of Organizational

23. Farley, J.U., 1964, “Why Does ‘Brand Loyalty’ Vary Communication,” Soc. Psychol. Q., 48(1): 17.
over Products?,” J. Mark. Res., 1(4): 9, N. 33. Lincoln, J.R. and J. Miller, 1979. “Work and

24. Ganesan-Lim, C., R. Russell-Bennett and T. Dagger, Friendship Ties in Organizations: A Comparative
2008. “The impact of service contact type and Analysis  of  Relation  Networks,”  Adm.  Sci.  Q.,
demographic characteristics on service quality 24(2): 181.
perceptions,” J. Serv. Mark., 22(7): 550-561, Oct. 2008. 34. Gagliano, K.B. and J. Hathcote, 1994 “Customer

25. Al-Tamimi, H.A.H. and A. Al-Amiri, 2003. “Analysing Expectations and Perceptions of Service Quality in
service quality in the UAE Islamic banks,” J. Financ. Retail  Apparel  Specialty  Stores,” J. Serv. Mark.,
Serv. Mark., 8(2): 119-13. 8(1): 60-69.

26. Ganesan-Lim, C., R. Russell-Bennett and T. Dagger, 35. Thompson, A.M. and P.F. Kaminski, 1993.
2008. “The impact of service contact type and “Psychographic and lifestyle antecedents of service
demographic characteristics on service quality quality expectations: a segmentation approach,” J.
perceptions,” J. Serv. Mark., 22(7): 550-561. Serv. Mark., 7(4): 53-61, Dec. 1993.

27. Iacobucci, D. and A. Ostrom, 1993. “Gender 36. Webster, C., 1989. “Can Consumers be Segmented on
differences in the impact of core and relational the Basis of their Service Quality Expectations?,” J.
aspects of services on the evaluation of service Serv. Mark., 3(2): 35-53.
encounters,” J. Consum. Psychol., 2(3): 257-286. 37. Neal, C.M., P. Quester and D.I. Hawkins, 2001.

28. Kumar, A. and H. Lim, 2008. “Age differences in Consumer Behaviour: Implications for Marketing
mobile service perceptions: comparison of Generation Strategy. McGraw-Hill Education.
Y and baby boomers,” J. Serv. Mark., 22(7): 568-577.


