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Roads as a means of transportation have been existing from last 5000 years and have proven to be the backbone of Indian 
economy. It has contributed in the transportation of freight as well as passengers to a large extent. With the increasing 
migration, the pressure on the road transport is exponentially increasing, but this is being overlooked by almost everyone. 
Moreover, being the highly accessible public transport it has not gained its momentum. Hence, this study attempts to find the 
key dimensions which passenger consider important in terms of travelling. The data has been collected from 91 roadways 
passengers of Haryana state. Four factors have been extracted by factor analysis and ANOVA have been used to check their 
relationships with demographic variables. It has been noticed that the physical aspects are the most important factors and 
people are more conscious about cleanliness, safety, ease access and comfort rather than price. 
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INTRODUCTION 
From time immemorial transportation sector is providing services and is being considered as a prominent 

part of service industry. In past few decades, service based industries have covered a large part of our economy.  
Due to its positive impact on business profitability, performance, customer satisfaction and customer loyalty,  
it has gained a remarkable attention by practitioners, managers and researchers (Leonard and Sasser, 1982; Cronin 
and Taylor,1992; Gammie, 1992; Hallowell, 1996; Chang and Chen, 1998; Lasser et al, 2000; Silverstro and 
Cross, 2000; Newman, 2001; Suresh Chander et al, 2002; Guru et al., 2003). The success of the service based 
organization basically depends upon the delivery of high quality service and continuous improvement (Thompson 
Desouz and Galc, 1985; Kuo et al, 2013; Spiller et al, 2007). Service quality is the impression of a customer 
regarding the superiority or inferiority of a service provider and its services (Bitner and Hubbert, 1994).  
Usually this definition is applicable for all service organizations and transportation is no more an exception but it 
has different aspect also. Many authors agree that unlike goods, it is difficult to define and measure service quality 
as it is abstract (Parasuraman et al., 1985, Parasuraman et al., 1988; Carman, 1990). From customers’ view point 
service quality is a blend of their expectations and perception (Bateson & Hoffman, 1999; Lovelock & Writz, 
2004; Parasuraman et. al., 1985). 

Indian road network, second largest in the world, covers approximately 46.89 lakh km  
(as of 2013) providing almost 0.7 km of highway per 1000 persons and quantitative road density of  
0.66 km of roads per square km of land. According to the projections of National Transport Development Policy 
Committee (NTDPC) total passenger traffic is expected to grow at about 15 per cent per annum to reach  
168,875 bpkm by 2031-32 from 10,375 bpkm in 2011-12.  
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 Figure 1: International Comparisons of Road Networks 

 
 Source: International Road Federation, World Road Statistics 2011 

 
However in international standards India is far behind the other developed countries e.g. USA has 21 km 

of roads per 1000 persons while France has 15 km of roads per 1000 persons (Source: 
http://en.wikipedia.org/wiki/Indian_road_network#See_also).  With the ever growing population in India, the 
road and rail networks are facing an unprecedented pressure on both quantity and quality. After the 90's the traffic 
percentage in rail and road networks has increased exponentially.   
 
 Figure 2: Passenger Traffic across the Decades 

 
 Source: Online Individual Credit Rating Agency of India (ONICRA) Report November, 2014 
 
  Haryana Roadways, a departmental passenger transport undertaking of the state government, is a 
prominent part of Haryana Transport Department.  It has emerged as a convenient, reliable, safe, economic and 
eco-friendly transportation service using modern methods.  Being the principal service provider of the state, it has 
around 3844 buses being operated by 24 depots and 13 sub-depots covering state as well as neighboring states. 
Everyday around 1.24 million passengers travel and it covers a distance of approximately 1.2 million km/day 
(Source: http://hartrans.gov.in/road_glance.htm). Over the years, Haryana roadways has shown a remarkable 

http://en.wikipedia.org/wiki/Indian_road_network#See_also).
http://hartrans.gov.in/road_glance.htm).
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growth and proved to be a quality service provider. Its major initiative is the introduction of Volvo Ac buses 
(Saarthi) which connect domestic as well as international airport. With this there is an additional facility of online 
reservation for it’s easy access. Moreover, Haryana roadways provide busses with deluxe facilities at ordinary fair 
which makes journey convenient and comfortable.  This did not only curb the level of pollution, but Haryana 
roadways also started CNG bus service with the name 'Haryana Uday'. With all this it has earned a name and 
fame for itself. 'Haryana Gaurav' is another flagship service of roadways which is popularly named as 'Aam 
Aadmi ki khas bus' and provides Deluxe type 2x2 seats, FM Radio, Mobile charger and pneumatically operated 
doors, tinted glass and curtains. 

  
REVIEW OF LITERATURE 

From past few decades, the concept of service quality is viewed in varied ways by different authors. 
Service quality is argued to be the function of customer’s expectations and experience and is directly linked with 
their satisfaction and henceforth loyalty (Oliver, 1997; Zeithaml et al, 1993; Schneider and Bowen 1985 and 
Tornow and Wiley, 1991; Parasuraman, Zeithaml and Berry, 1990). At the same time, service quality has also 
contributed in improving productivity (Garvin, 1983), profitability, market share and return on investment 
(Phillips, Chang, and Buzzell, 1983; Johnson and Gustafsson, 2001), SERVQUAL (Parasuraman et al., 1988) and 
SERVPERF (Cronin and Taylor, 1992) are the two common and most widely used tools for measuring service 
quality. The SERVQUAL scale measures service quality based on the difference between expectations and 
performance perceptions of customers using twenty-two items and five-dimensional structures. In the SERVPERF 
scale, service quality is measured through performance only scores based on the same twenty-two items. 

The above two methods are widely used by the different researchers in varied fields. Parasuraman et al. 
(1983) conducted a study in banking sector where tangibility, reliability, responsiveness, empathy and assurance 
were found to be the prominent factors. Later in 1985, the study was extended by them in service industry where 
the service dimensions were doubled to ten namely tangibility, credibility, communication, security, reliability, 
responsiveness, access, competence, courtesy and understanding. Similarly, Mariyam et al. (2011) worked in 
Nursing (health care) sector and emphasized on the prime factors of SERVQUAL model. 

Sudhakar et al. (2006) found 16 constructs i.e.:  tangibility, credibility, communication, security, 
reliability, empathy, responsiveness, access, competence, courtesy, surveying needs, mistakes, treatment, fairness, 
active margin and need fulfillment in retail banking sector. Chung et al. (2011) conducted a study in railways and 
factors were categorized under three main sub headings i.e. accessibility environment, hardware qualities and staff 
attitude and adaptability. Tourism, tourist behavior and customer satisfaction was also studied by Chen et al. 
(2010) and Iraqi (2006) where personal interaction, physical environment, technical quality and access quality 
was given due importance. Hu et al. (2009) worked on E- Tax and found perceived usefulness, perceived ease of 
use, convenience, security, tangibles, reliability, responsiveness, assurance, empathy as the key dimensions for 
service quality. Later in 2013, a study in audit service quality was carried out by Butcher et al. who found 
relationship, independence and competence as key constructs for service quality.  

Several researchers and authors have explained the service quality. Sasser et al. (1978) gave a 3-D model 
emphasizing on levels of material, facilities, and personnel. In 1982, Gringos identified two aspects of service:  
Technical:  What the customer is actually receiving from the service? 
Functional: In which manner the service is delivered? 

In the same year, Lehtinen and Lehtinen (1982) explained three parts of service quality, physical quality: 
physical aspects of the service (e.g., equipment or building), corporate quality:  company's image or profile and 
Interactive quality: interaction between contact personnel and customers as well as between some customers and 
other customers. 

Later, Parasuraman et al. (1985) gave a GAP model, which became a standard for measuring the service 
quality. Its purpose was to find the gap between the attributes of the service quality from the customers' point of 
view. Apart from its wide usage, it was found to be less applicable in many different sectors. To overcome this 
Cronin and Taylor (1992) suggested a SERVPERF model which develops a quantifiable relation between quality 
and customer satisfaction.  
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Service Quality in Transport 
  To measure the quality of service in transport sector, different researchers have used different model like 
SERQUAL, SERVPERF, Discrete Choice Model, and Structured Equation Model (SEM). Table 1 shows the 
summary of the reviews on service quality in transport. 
Table 1. Summary of Review of Literature for Service Quality in Transport 
Sr. No. Author Area Relations 
1 Mei Ling Tam,           

William H.K. Lam,                  
Hing Po Lo 

Transport Satisfaction level is associated with mode of utility. 

2 Anabela Simoes Public 
Transport 

Perceived quality have direct relation with choice of PT provider. 

3 Sneza Filipovi, Slaven Tica, 
Predrag Zivanovi, Branco 
Milovanovi 

Public 
Transport 
services 

Trend towards change in expected and  perceived  Quality of 
Service (QoS)  within the system of MPPT 

4 Concepcion Roman, Juan Carlos 
Martin, Raquel Espino 

PT quality Behavioral difference between urban and interurban passengers in 
the perception of certain attribute as well as willingness to pay for 
improved service. 

Source: Based on author’s study of  literature 

OBJECTIVES OF THE STUDY 
The study postulates the following objectives: 
 To examine the passengers perceptions regarding the services provided by the Haryana Roadways. 
 To analyze the impact of demographic characteristics of users (such as age, income level, background etc.) 

on the service quality dimensions. 

RESEARCH METHDOLOGY 
 The present study is exploratory and descriptive in nature and the following sampling design has been 
taken: 
 Sample Design 
  Since the objective of the present study was to analyze the service quality perceived by passengers in 
respond to stated dimensions, individual passenger was taken as the sample unit. As the sampling unit was the 
individual respondents, the population is practically infinite hence only non-probability sampling can be used. 
Judgmental sampling has been used in this case but utmost care was taken to include respondents from various 
demographic profiles. The responses were collected from respondents during different times of the day viz. 
morning, after noon and the evenings.   
Sample Size 

The respondents for the present study comprised of the passengers from Bhiwani and Lohani. Lohani is a 
village near Bhiwani and everyday passengers from here travel to Bhiwani for their various requirements of 
health, education, trade etc. A total of 100 respondents were selected during three times in a day and were 
administered in the questionnaire. Nine questionnaires were rejected due to information inadequacy and the data 
was analyzed on the basis of responses provided by 91respondents. 

The respondents were assured of the anonymity of their responses, and were provided with a copy of the 
questionnaire and how the questionnaire was to be filled out was explained to them and then the completed 
questionnaires were collected.  
Data Collection Method 

For the purpose of the study a well-structured comprehensive questionnaire based on five point scale was 
used to measure service quality of Haryana Roadways in Bhiwani. It is pertinent to mention context-specific 
questions were used in the questionnaire based on the study of few excellent service organizations. Questionnaire 
was divided into two sections. First section was designed to obtain demographic information about respondents. 
Second part had a list of 19 services amenities given by the roadways to the passengers. They have to just tick one 
parameter of each facility depending on how they presume the particular facility, ranging from very good to very 
poor.  



26 Apeejay Journal of Management and Technology January 
 

DATA ANALYSIS 
Frequency distribution has been computed for the demographic profile and the responses of the 

respondents. Mean score value is calculated by allocating values of 1,2,3,4 and 5 respectively to the responses 
‘Very Good’, ‘Good’, ‘Average’, ‘Poor’ and ‘Very Poor’ (for the second section). Hence, the lower mean score 
indicates that particular factor/statement was rated good by the respondents. The data collected was analyzed by 
calculating percentages, frequencies and one way ANOVA method. The data was analyzed using SPSS version 
18.0 for windows throughout the study. 

 
Table 2.  Demographic Profile of the Respondents 
Gender Frequency (%) Family Monthly Income Frequency (%) 
Male 52 (57.1) <10000                           40 (44) 
Female 39 (42.9) 10-15000                       27  (29.7) 
Total 91  (100) Above  15000                       24  (26.4)  
   Total                        91  (100) 
Background Frequency (%)  
Rural  56  (61.5)  Age                         Frequency (%) 
Urban 35  (38.5) <20                                30  (33) 
Total 91  (100) 20-25                            49 (53.8)   
  25-30                             6    (6.6) 
Education Frequency (%) 30-35                             4    (4.4) 
Upton 10+2 27 (29.6%) >35                             2    (2.2) 
Graduation 47 (51.6%) Total 91  (100) 
Post graduate 17 (18.6%)   

Total 91  (100)   

Source: Author’s calculations based on primary data 
 

RESULTS AND DISCUSSION 
Key Dimensions (Mean) of Service Quality of Haryana Roadways 

Respondents have allocated different importance to four dimensions of service quality which have been 
discussed in order of decreasing importance as follows: 
Tangibility: Tangibility comprises of the physical aspect of the services like number of buses, infrastructure of 
bus-stand etc. provided by the roadways. The respondents have ranked tangibility as the most important 
dimension of service quality. 
Reliability: Reliability encompasses the ability to perform the promised service dependably and accurately is 
accorded. Facilities like comfort of using the services etc. comes under the reliability. and passengers have put it 
on second priority. 
Responsiveness: Responsiveness refers the roadways facilitator’s willingness to help passengers & provide 
prompt service is accorded third priority. 
Price: Price reveals the economic costs of the facilities provided by the Haryana roadways and the same has been 
ranked the least important dimension of service quality. 
                                                             
Table 3. Descriptive Statistics of the Dimensions of Service Quality 

Dimensions                                                 Mean 
Tangibility                                                 3.4995 
Reliability                                                  3.2857 
Responsiveness                                                  3.2198 
Price                                                 3.1538 

 Source: Author’s calculations based on primary data 
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Tangibility (3.4995) has the highest mean score, reliability (3.2857) ranked second followed by 
responsiveness (3.2198) and price (3.1538) is ranked lowest in quality dimension. It shows that student group is 
ready to compromise on monetary terms for receiving roadways facilities. The inherent intangibility of roadways 
services led the respondents to look for surrogate parameters of quality in reliability which they rightly ranked 
second higher than other quality dimensions 

 
Detailed study of the factors of the Service Quality 

Tangibility 
Table 3 shows that tangibility is the most important factor to be considered in service quality because it 

has the maximum mean value, approximately 3.5. This shows that the passengers give more weightage to the 
tangible part of the services. The physical aspect of the roadways services like; infrastructure of bus-stand, 
cleanliness of bus & bus-stand is more important to the passengers. 
 There are the eleven sub-factors that come under the tangibility factor. Among these services cleanliness 
in toilets & bathrooms is the most important factor having mean 3.70. The second highest factor is first aid 
material, means passengers are concerned about their safety. Generally passengers prefer roadways either when 
there is a time constraint or   when there is no other mode of transport is available. Other services like cleanliness 
in bus-stand area and number of buses on the route are given comparatively low importance. 

Table 4. Descriptive Statistics of Services Provided by Haryana Roadways 
Services  Mean value Services         Mean value 
Timings of buses      3.54 Canteen facility in roadways compound 3.58 
Conditions of buses      3.47 Waiting room facility 3.64 
Cleanliness of buses      3.58 Cloak room facility 3.57 
Cleanliness of bus-stand       3.21 First aid material 3.67 
Cleanliness of toilets & Bathrooms       3.70 Number of buses 3.10 
  Reservation facility 3.43 

Source: Author’s calculations based on primary data 

Passengers are not as much concerned about these factors much, they are concerned about safety in the 
buses. As the people who are daily passengers and having age between twenty to twenty five are more concerned 
about safety as compared to the passengers who are daily passengers but are having age less than twenty years.  

Responsiveness 
Responsiveness refers to the authentic and healthy communication between passengers and roadways 

service providers. Generally there are very limited cases when the passenger comes in direct contact with the 
service providers. Responsiveness covers the following statements as depicted in Table 5. 

Table 5. Descriptive Statistics for Responsiveness  in Haryana Roadways 
Response statements         Mean value 
Behavior of conductor & driver              3.11 
Response to telephone enquiry             3.33 
Response to personal enquiry             3.22 

Source: Author’s calculations based on primary data 

Passengers are more inclined towards receiving the information through telephone enquiry, as it is not 
always possible to go to bus-stand in person and get the information. Respondents are very less concerned about 
the behavior of conductor & driver, because they are much concerned about buses, not roadways employees. 

Reliability 
Reliability refers to the performance of the roadways services. It simply means roadways’ ability to 

perform the promised service dependably and accurately is accorded. Facilities like comfort of using the services 
etc. comes under the reliability. The passengers have put it on second priority with mean value (3.2857). 
Reliability covers following statements as depicted in Table 6. 
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Table 6. Descriptive Statistics for Reliability in Haryana Roadways 

Reliability statements                Mean value 
Safety of travel 3.19 
Comfort of travel 3.38 

Source: Author’s calculation based on primary data 

Respondents who are daily passengers give more preference to the reliability of the services. They are 
much concerned about the comfort and safety with having mean value of 3.38 and 3.19 respectively. 

Price 
The factor price is having the least mean score among all the four factors of service quality. 

Table 7. Descriptive Statistics for Price Charged by Haryana Roadways 
Price statements Mean value 
Prices of foods & snacks at food point 3.43 
Economic travel by buses 2.88 

Source: Author’s calculation based on primary data 

This shows that respondents are not much concerned about the rates of food items and bus ticket. The 
respondent prefers roadways buses when they don’t have alternatives, and at that time they don’t give much 
attention to prices of tickets and other items. 

 
Impact of Demographic Characteristics of Users (such as Age, Income Level, Background etc.) on these 
Dimensions (Services). 

Analysis of Variance has been used to determine whether these dimensions are influenced by the 
demographics. Null hypotheses was framed that there are no significant differences between the service quality 
dimensions among the various categories of demographic variables. If the significance value is less than 0.05 then 
it indicates differences in mean scores among the various categories of independent variables. 

a) ANOVA between various categories of Gender for the Service Quality Dimensions: 
Analysis of variance, given in Table 8, indicates that the significance value of all the service quality 

dimensions is greater than 0.005 i.e. gender has no influence on the dimensions of service quality. It hereby 
means that respondents from all gender perceives all the four dimensions i.e. tangibility, reliability, 
responsiveness, and price equally important. 

Table 8. ANOVA for the Service Quality Dimensions vs. Gender 
  Source=Between Groups Sum of Squares              Df    Mean Square           F            Sig. 
Tangibility .116 1 .116 .229 .634 
Responsiveness .527 1 .527 .495 .484 
Reliability .443 1 .443 .480 .490 
Price .179 1 .179 .282 .597 

Source: Author’s calculation based on primary data 

b) ANOVA between various categories of Background for the Service Quality Dimensions 
Table 9. ANOVA between for the Service Quality Dimensions vs. Background 
  Source=Between Groups Sum of Squares              Df     Mean Square                  F                     Sig. 
Tangibility .181 1 .181 .356 .553 
Responsiveness 2.258 1 2.258 2.158 .145 
Reliability .418 1 .418 .453 .503 
Price .018 1 .018 .028 .869 

Source: Author’s calculation based on primary data 

Analysis of variance indicates that background has no influence on any of the dimension of service 
quality. It means that respondents from both rural and urban groups perceive the tangibility, reliability, 
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responsiveness and price dimensions of roadways transport services as same. With the current developments in all 
sections of the society, background of a person does not matter much. 

c) ANOVA between various categories of Age for the Service Quality Dimensions 
Analysis of variance shown in Table 10 indicates that the respondents from the different age groups differ 

in their responses for the responsiveness factor (Sig value < 0.05). The mean scores for the age category of  
< 20 years was found to be 2.76 while the same was 3.39 for 20-25 years, 4.06 for 25-30 years and 3.28 for the 
age category of 30-35. From this it was observed that the young respondents of < 20 years age rated 
responsiveness good as compared to other age groups. 

 
Table 10. ANOVA for the Service Quality Dimensions vs. Age 
  Source=Between Groups     Sum of Squares          Df        Mean Square                                  F                                         Sig. 
Tangibility 2.974 3 .991 2.034 .115 
Responsiveness 12.173 3 4.058 4.243 .008 
Reliability 2.400 3 .800 .868 .461 
Price 2.979 3 .993 1.604 .194 

Source: Author’s calculations based on primary data 

For the detailed analysis, Post hoc analysis has been applied. Table-11 shows the significant difference regarding 
the services of different age group which again confirmed that the young respondents rated this factor 
significantly different from those of other age groups.  

Table 11. Post hoc Comparisons for Various Categories of Age 
Tukey HSD Responsiveness for the Age group of <20 
(J) Age group of passengers Mean Difference (I-J)              Std. Error                 Sig.
20-25 -.63900* .22671 .030 
25-30 -1.30000* .43736 .020 
30-35                            -.52222 .43736 .632 
Source: Author’s calculation based on primary data  
*. The mean difference is significant at the 0.05 level of significance 

 d) ANOVA between various categories of Qualification for the Service Quality Dimensions 
Analysis of variance indicates that qualification has a strong influence on the dimensions of service 

quality. F-test statistics (Sig value < 0.05) for various dimensions indicate that at least one of the categories of 
qualification differs significantly from the rest in their response to the dimensions. 

 Table 12. ANOVA for the Service Quality Dimensions vs. Qualification 
Source=Between Groups  Sum of Squares              Df       Mean Square           F                 Sig.
Tangibility 8.575 2 4.288 10.253 .000 
Responsiveness 13.209 2 6.605 7.073 .001 
Reliability 12.073 2 6.037 7.535 .001 
Price 13.485 2 6.743 13.684 .000 

 Source: Author’s calculation based on primary data 

The descriptive mean scores, given in Table13, shows that graduate respondents rated all four factors 
(Mean score > 3) bad as compared to other category of respondents.  

Table 13. Descriptive Mean Scores for Various Qualifications 
  Service Quality Parameters       Upton 10+2    Graduation      Post graduate                Total 
Tangibility 3.15 3.79 3.24 3.50 
Responsiveness 2.70 3.57 3.08 3.22 
Reliability 3.19 3.59 2.62 3.29 
Price 2.83 3.52 2.65 3.15 

Source: Author’s calculation based on primary data 
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Post hoc analysis has been applied for in-depth analysis. Table 13-16 show the dimension wise significant 
differences regarding the services of different qualification groups. 
Table 14. Post hoc Comparisons for various categories of qualifications 
Tukey HSD for Tangibility      
(I) Qualification attain by 
passengers 

(J) Qualification attain by 
passengers 

Mean Difference  
(I-J) 

   Std.  
Error 

             Sig.

up to 10+2 Graduation 
Post graduate 

                        -.64682*      .15616 .000 
                       -.09249      .20022 .889 

Graduation up to 10+2 
Post graduate 

                          .64682*      .15616 .000 
                          .55433*      .18303 .009 

Post graduate up to 10+2 
Graduation 

                         .09249      .20022 .889 
                          -.55433*      .18303 .009 

Source: Author’s calculation based on primary data 
* The mean difference is significant at the 0.05 level. 

Post hoc analysis indicates that graduate respondents differ in their opinion regarding Tangibility from the 
respondents of various qualification groups. The primary reasons for the same may be that under-graduate 
students are the beginners as commuters and they enjoy the company of their peers in the travel. On the other 
hand, Post graduate respondents are quite experienced as commuters. Interestingly, under-graduate as well as Post 
graduate students also rated Tangibility as poor but graduate students are more critical in their response. 

Table 15. Post hoc Comparisons for Various Categories of Qualifications 
Tukey HSD for Responsiveness 
(I) Qualification attain by 
passengers 

(J) Qualification attain by  
passengers 

Mean Difference  
(I-J) 

   Std.  
Error            Sig. 

up to 10+2 Graduation 
Post graduate 

                       -.86367* .23335 .001 
                       -.37473 .29919 .426 

Graduation up to 10+2 
Post graduate 

                      .86367* .23335 .001 
                        .48894 .27349 .180 

Post graduate up to 10+2 
Graduation 

                        .37473 .29919 .426 
                       -.48894 .27349 .180 

Source: Author’s calculation based on primary data 
* The mean difference is significant at the 0.05 level. 

Table 15 shows the results of Responsiveness dimension for the different categories of qualifications. 
Responsiveness refers to the authentic and healthy communication between passengers and roadways service 
providers. Over the years the behavior of Roadways staff has always been a concern area for the Roadway 
authorities (Notice 408-09 TI-3 Dated 10-9-2014 
http://hartrans.gov.in/docs/branch_wise_orders/traffic/tr0008.pdf). The same has been reflected in this study. 
Except under-graduate respondents, both graduate & post-graduate respondents were found to be quite unhappy 
with the responsiveness of the staff.  

Table 16. Post hoc Comparisons for Various Categories of Qualifications 
Tukey HSD for Reliability 
  (I)  Qualification attain by 
  passengers 

(J) Qualification attain by 
passengers 

Mean Difference 
(I-J) 

   Std. 
 Error             Sig. 

up to 10+2 Graduation 
Post graduate 

             -.39992 .21614 .159 
              .56754 .27712 .107 

Graduation up to 10+2 
Post graduate 

               .39992 .21614 .159 
.96746* .25332   .001 

Post graduate up to 10+2 
Graduation 

            -.56754 .27712 .107 
     -.96746* .25332 .001 

Source: Author’s calculation based on primary data 
* The mean difference is significant at the 0.05 level. 

http://hartrans.gov.in/docs/branch_wise_orders/traffic/tr0008.pdf).
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 Table 16 represents the results of reliability dimension for the different categories of qualifications. 
Reliability in simple terms means roadways’ ability to perform the promised service dependably and accurately. 
Post graduate respondents rated the overall reliability of the roadways as good but other two categories of were 
not quite happy with the overall reliability of the roadways. 
 Further Table 17 represents the results of price dimension for the different categories of qualifications. 
Graduate respondents indicate the in dissatisfaction towards the prices charged by the roadways but other two 
categories of were quite happy with the pricing of the roadways. One of the reasons may be the same that in 
recent years Haryana Roadways have given many concessions to the post graduate students as well as girl 
students.  
 
Table 17. Post hoc Comparisons for Various Categories of Qualifications 
Tukey HSD for Price 
(I) Qualification attain by 
passengers 

(J) Qualification attain by 
 passengers 

Mean Difference 
(I-J) 

   Std.  
Error Sig. 

up to 10+2 Graduation 
Post graduate 

-.68794* .16951 .000 
               .18627 .21733 .669 

Graduation up to 10+2 
Post graduate 

.68794* .16951 .000 

.87422* .19867 .000 
Post graduate up to 10+2 

Graduation 
              -.18627 .21733 .669 

  -.87422* .19867 .000 
Source: Author’s calculations based on primary data 
* The mean difference is significant at the 0.05 level. 

e) ANOVA between various categories of Income for the Service Quality Dimensions 
Table 18. ANOVA for the Service Quality Dimensions vs. Income 
Source=Between Groups 

                Sum of Squares Df Mean Square F Sig. 
Tangibility 0.925 2  .462 .916 .404 
Responsiveness  .159 2  .080 .074 .929 
Reliability 3.415 2 1.708 1.898 .156 
Price  .082 2   .041 .063 .939 

Source: Author’s calculations based on primary data 

 Analysis of variance shown in Table 18 represents that the significance value of all the service quality 
dimensions is greater than .005 showing that income has no influence of the service quality dimension. So, all the 
four dimensions i.e. tangibility, reliability, responsiveness, and price are perceived equal by respondents from 
various income groups. 

 
DISCUSSION AND CONCLUSION 

The present study was undertaken with the objective of identifying and analyzing the passenger’s 
perception regarding the service quality of the Haryana roadways. Nineteen statements were used which were 
clubbed together as tangibility, reliability, responsiveness and price, the four key dimensions of service quality for 
roadways. In line with previous research (Ilhaamie, 2010), tangibility was found to be the most important aspect 
with the mean score of 3.499. It involves the physical aspect of the service quality followed by reliability (mean 
score 3.285) as suggested by Barabino et al (2012), responsiveness (mean score 3.219) and price (mean score 
3.153). The low weightage to the price clearly indicate that in present condition, passengers are becoming more 
quality conscious. Their emphasis is on the cleanliness, comfort, awareness, promptness and safety rather than 
expense of the travel. 

The second objective was to ascertain the relationship of demographic profile of passenger with quality 
dimensions of roadways services. Here five different demographic parameters were taken into account viz. age, 
background, gender, education, income and their relation with each dimension was analyzed. It was found that out 
of five, three of the demographic parameters i.e. background, gender and income has no significant influence on 
the service quality dimensions. This means all the passengers, whether male and female, of any background i.e. 
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rural and urban, having any level of family income all the four dimensions (tangibility, reliability, responsiveness 
and price) equally important. 

The hypothesis of this study was partially rejected as it was found that age has a significant impact on 
responsiveness. After post hoc analysis, it was evident that there is a significant difference in the perception of the 
respondents having age below twenty and twenty to twenty-five. Evidently their concern for the enquiry related 
service and to the behavior of service provider is much higher than other age groups. This is so because the 
respondents in this category are students and pass holders. 

Qualification has also influenced the service dimension of Roadways. From the results of post hoc 
analysis, it can be easily concluded that qualification is the single parameter which has shown an appreciable 
difference in all the four dimensions of service quality. There is a significant difference in the perception of 
graduates and other category of education dimension. With the growing education level among the citizens, 
people as consumers, are more demanding, evaluating and critical.  

Haryana Roadways is one of the best performers in the country in terms of safety parameters as well as 
fleet updation, but when it comes to service quality parameters, still it has miles to go. 

 
LIMITATIONS OF STUDY 

      Every study is bound up with limitations and constraints. This study is not free from limitations. The 
specific limitations of this study are: 
 The sample size taken for the study is small. The study was focused on one particular route of Haryana 

roadways; hence the results may not be generalized for the entire state. 
 The results of the study are based on perceptions of the respondents. Sometimes respondents may not give 

actual response and results of the study look unreliable.  
 There was time and resources constraint to conduct the study. 
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