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SYNOPSIS

This thesis investigates client satisfaction and service quality in the quantity surveying
profession. Whilst many reasons abound for dissatisfaction with the construction industry,
this thesis focuses on client satisfaction with the provision of quantity surveyors’ services.
To this end, a greater understanding of the psychological processes involved in making a
satisfaction decision is required and is achieved by the presentation of the theory of
consumer satisfaction. It was found that consumer satisfaction is the result of meeting or
exceeding expectation with performance. Furthermore, performance is not measured in
technical terms, but as a result of client perceptions. Perceptions are at the heart of this
thesis. This study investigates the relationship between client perceptions and quantity
surveyors’ perceptions of the same.

A pilot study was undertaken to provide indicators on whether a perceptional disparity
exists between clients’ opinion of service quality and those held by quantity surveyors.
Having established that a disparity exists between client expectations and perceptions of
performance, as well as a gap in quantity surveyors’ perceptions of their service delivery,
the study was continued. To this end a model for quantifying service quality was applied,
namely the SERVQUAL Instrument as proposed by Parasuraman et al. (1988). The
Instrument measures expectations and perceptions, permitting the calculation of service
quality gaps. The model was replicated, save for the inclusion of an extra dimension
which encompasses problems of service germane to the quantity surveying industry. It
was found that out of the 30 aspects of service presented to clients, 27 items received
negative scores. These negative scores represent areas of poor service quality and
moreover, client dissatisfaction. When examining the determinants of service quality,
clients indicated dissatisfaction on all accounts. Furthermore, the service feature
Reliability presented the greatest disparity and was also indicated as being the most
important aspect of service quality to clients.

Quantity surveyors were also surveyed to measure their perceptions of what they believe
clients expect, as well as their perceptions of their own performance. To this end,
quantity surveyors’ perceptions of the delivered service is far higher than that perceived
by clients. The findings of this study suggest that quantity surveyors are delivering poor
service quality and therefore, room for improvement exists. Areas requiring improvement
are delivering service on time, responding to clients timeously, keeping the client
informed of project progress and treating the client as a valuable member of the design
team, amongst others. Quantity surveyors need to focus on these areas of poor service
quality in order to enhance client satisfaction.
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CHAPTER 1: INTRODUCTION
1.1 Background

The services provided by quantity surveyors are essentially those associated with the financial
management of building projects (Willis and‘Ashworth, 1987). These services are employed
by clients who are involved in the procurement of construction projects. Since the client’s
primary objective is the proéurement of a building, quantity surveyors’ services are sought

as part of the process used to achieve this goal.

The quantity surveying profession enjoys work reservation, in that it is protected by the
Quantity Surveying Act of 1970 and practitioners are required to register with the Council
for South African Quaﬁtity Surveyors. To register as a quantity surveyor, a Bachelors degree
and three years experience is required before undertaking the Professional Test of
Competency. This provides protection for registered quantity surveyors limiting opposition
and thus, competition. Lack of competition may result in complacency in an organisation,
and moreover this can be magnified within a protected environment. It is therefore imperative
that professional service providers, such as the quantity surveying profession concern
themselves with client satisfaction and the level of service quality provided. At the centre of
any business venture is the customer,- since without customers there simply would be no

business. .
This research project was undertaken to examine the level of service provided by the quantity

surveying profession and the extent to which client satisfaction is achieved.

In the sectién that follows, a background to the service sector is presented, indicating the
growth and thus, importance of this sector. Thereafter, the methods employed by professional
practices generally and more specifically, the quantity surveying profession is discussed. The
importance of client satisfaction is elucidated and its relationship to service quality explained.
The purpose of this section is to provide a background to the problem statement and thus,

the formulation of the hypothesis, which is later presented.



1.1.1 Emergence of the service sector

The Western countries’ global economy has seen the emergence of the service sector over |
the past two decades (Quinn and Gagnon, 1986; De Souza, 1989; Ghobadian et al., 1994)
to the extent that the service industry accounts for 30% of world trade (Naumann, 1995). To
further illustrate the importance of the service sector, Ghobadian et al. (1994) present the
contribution of the service sector to the gross domestic product (GDP) for the following *first
world’ countries: in 1989 services accounted for 69 per cent of the GDP in the United States
of America; 62 per cent in the United Kingdom; 60 per cent in Germany and 67 per cent in

France.

Whilst Ghobadian et al. (1994) illustrates the importance of the service sector to the GDP
of the above ‘first world’ countries, the question arises about the importance of the service
sector in South Africa. South Africa is not classified a ‘first world’ country, but is rather
regarded as being a middle-income country (Hoogvelt,1982). The distinction between low-
income and middle-income countries is defined by the World Bank in 1978 as countries
where per capita income is below 360 dollars per annum (Hoogvelt, 1982). The low-income
countries comprise mostly Sub-Saharan African countries such as Ethiopia, Somalia and
Chéd; and the more populated countries of Asia, namely, India, Pakistan, Bangladesh and
Sri Lanka (Doro et al., 1989).

In 1990, the service sector contributed 16,25% to the gross domestic product in South
Africa. Although this contribution to the GDP is substantially lower than that for the first
world countries, the emergence of the service sector cannot be ignored. The South African
service sector has grown from 14,85% of the GDP in 1983, to 16,25% in 1990, constituting
a growth of 9,42% (South Africa Reserve Bank, 1991). The figures presented for the South
African service sector comprise only ‘pure’ service provision and do not take into account
the service aspect of industries such as mining, manufacturing and construcfion. Dotchin and
Oakland (1994), citing Deming (1980), state that 44% of employment in manufacturing
companies comprise people engaged in service provision. It éould thus be argued that the
total contribution of the service sector would be greater than that presented above, taking into

account Deming’s proposition.



Along with the emergence of the service sector there has been a corresponding increase in
research into this area. Scant research existed on the service industry in the 1980’s, but an
emergence in the literature pertaining to client satisfaction with the service industry is

apparent (Naumann, 1995).
1.1.2 Possibility of a future decline in the service sector

Having established the evolution df the service sector in the global economy and more
specifically, in South Africa, concerns are noted of the possibility of a decline in growth of
this sector. Moreover, it is contended vby Quinn and Gagnon (1986) that the service sector
may decline in economic importance in the same manner as the manufacturing industry if not
properly managed. The manufacturing industry declined as a result of lack of attention to
quality, an emphasis on scale economies and short-term market orientation. Whilst Quinn and
Gagnon (1986) raise this concern, the opportunity for growth in the service sector is also

identified through the provision of service quality, value for money and client orientation.

Furthermore, Brown and Swartz (1989) indicate that client sensitivity and competition are
two further reasons for decline in the purchase of services. Clients are becoming more
sensitive to poor service quality and are more inclined to "shop around." In addition to this,
the growth of competition results in tougher business conditions. Thus, if service providers
become complacent in the provision of service quality, a decline in the growth of their
organisation is possible as well as a consequent effect on the service economy as a whole.
Having stated this possibility, the provision of service qualify and attaining client satisfaction

are presented as the essence of achieving growth in the service sector.

Having discussed the possibility for both growth and decline in the service sector generally,
the section that follows focuses on the professional service sector and the means by which
work is procured in such organisations.

1.1.3 Methods employed by professional pracﬁ'ces for work procurement

Unlike goods and commercial services which rely on aggressive marketing strategies,

S



professional services are governed by ethical and legal restraints imposed by professional
societies, certification boards and other such governing bodies (Bloom, 1984). Whilst
constraints on the marketing of professional services in South Africa have been relaxed to
a degree in recent years, problems exist in broadening the customer base. The increased
number of professionals in fields such as law, architecture and dentistry has resulted in
competition for customers (Bloom, 1984). In order to maintain or attract new clients, a
professional practice has to keep thé client satisfied. This would require establishment of

client expectations and the means by which these can be fulfilled.

Wilson (1984) contends that the number and size of professional practices have grown. In
the past, the professions comprised small groups of individuals serving a small clientele. '
Understanding their needs and maintaining high levels of communication were easily
attainable. However, professions are no longer a ‘privileged minority’ and client needs are

becoming increasingly demanding (Wilson, 1984).

In an era of consumerism, where malpractice suits are increasing, professionals are no longer
held in the same reputable light (Bloom, 1984; Brown and Swartz, 1989). Attention to
service quality and client satisfaction in professional practice is of extreme importance in

maintaining the client base or expanding it.

Brown and Swartz (1989) stress the importance and distinctiveness of the professional service
encounter and contend that most of the research work in this area is general and descriptive.
In an attempt to further this body of knowledge, Brown and Swartz (1989) perceive their
work to be one of the first empirical studies of any service encounter to consider the
perceptions of both parties; that is, the service provider and service consumer. Brown and
Swartz (1989) found that the entire service encounter is evaluated, and not just the interaction
with the professional service provider. It is suggested that professionals should adopt a broad
perspective when defining and examining their service offerings and assessing their clients’
evaluations. A further recommendation by Brown and Swartz (1989) is that the service
provider should adopt a proactivé dpproach in monitoring service quality. This view is based
on empirical findings establishing consumer reluctance to complain when a negative service

- encounter occurs (Brown and Swartz (1989), citing Quelch and Ash, (1981)). Due to the



intangible nature of professional services, Brown and Swartz (1989:97) suggest that clients
may ‘
"seek and evaluate surrogate indicators of quality, including such factors as para-

professional staff behaviours, office ambience and even signage.”

Finally, their investigation established the importance of altering professional behaviour to
become more client-oriented and less task- and self-oriented. By effectively implementing the
aforementioned strategy, the emphasis being on matching service provision with client

expectations, an adjustment of client expectations and experiences should result.
1.1.4 Methods employed by professional quantity surveyors for work procurement

Research in Australia has shown that work procured by quantity surveyors is based on word-
of-mouth, positive previous experience and recommendations from colleagues (Orlovic,
1993). This is true of South Africa ‘where only limited marketing is provided for by the
statutory body of the quantity surveying profession, namely the Council for South African
Quantity Surveyors. Furthermore, Phillips (1990) states that South African quantity surveying
practices are reluctant to accept the need for marketing their services for several reasons.
Firstly, quantity surveyors do not perceive the provision of their service as a commercial
practice, but rather as one of “serving the client." Their disdain for commercialism prevents
the acceptance of the need for marketing (Phillips, 1990). Furthermore, Phillips (1990)
believes that due to misinterpretation of the Code of Ethics proposed by the Council for
South African Quantity Surveyors, members restrict their marketing strategies unnecessarily.
Lastly, quantity surveyors are seen to equate marketing with selling and are thus reluctant
to become involved in investigating marketing strategies. This reluctance to pursuing
marketing strategies is supported by Bowen and Rwelamila (1995) who found that little
published material exists on the subject of work procurement for quantity surveying practices,

moreover, on professional marketing strategies for the quantity surveying profession.

Whilst Preece and Moodley (1996) acknowledge the necessity of marketing and promotion
of services in the construction industry, they suggest that the short term benefits of marketing

need to be supported by service quality which will have long term implications. Furthermore,



they suggest that professional practices have focused on their own internal marketing
functions, and have failed to focus on the raison d’etre of services marketing, that being, the
relationship between client and service provider. Moreover, Preece and Moodley (1996)
suggest that the attainment of client satisfaction will result in the following: repeat purchase
of the service; positive word-of-mouth; the improvement of the organisation’s reputation and
lastly, the increasing of customer loyalty. The aforementioned advantages of client
satisfaction represents a positive means of procuring future work. To this end, Preece and
Moodley (1996) call for a Total Client Satisfaction approach where all members of staff are
committed to keeping the client satisfied.

Achieving client satisfaction through service provision appears to be the necessary edge
required by quantity surveying practices in maintaining their client base and for the procuring

of future work. Having so stated, the affects of client dissatisfaction are presented.
1.1.5 The effects of client dissatisfaction on work procurement

Cardozo (1965) contends that customer satisfaction will result in the repurchase, acceptance
of other similar products and positive word-of-mouth publicity. Ghobadian er al. (1994),
citing Horovitz (1990), states that a dissatisfied customer will divulge a negative experience
to more than three other people. Orlovic (1993) confirms that a dissatisfied customer will not
complain to the service provider, but will not return. De Souza (1989), drawing conclusions
from the Technical Assistance Report Program (TARP), a study commissioned by the United
States Federal Government, acknowledges the results of a dissatisfied customer. In the TARP
study it was found that nine out of ten disappointed ‘buyers’ never repurchase from offending
companies. Furthermore, Rabeler (1991), in investigating the importance of maintaining the
client base in the consulting engineering field, quoted several statistics in support of his
investigation. In addition to these, further quotations are presented which indicate the

importance of keeping the customer satisfied.

| "Sixty-five per cent of the average company’s business comes from its present satisfied
customers. " (Szabo, 1989:17)



"The average business spends six times as much to attract new customers than it does
to keep old ones. Yet customer loyalty is in most cases worth ten times the price of
a single purchase.” (LeBoeuf, 1987:13)

"A typical dissatisfied customer will tell eight to ten people about his problem. One
in five will tell twenty. It takes twelve positive service incidents to make up for one
negative incident.” (Le Boeuf, 1987:13)

Le Boeuf (1987) provides a further statistic in relation to service quality. He states that
businesses proffering poor service quality are likely to loose market share at a rate of 2
percent per year whilst those delivering high service quality will increase their market share
at a rate of 6 percent per year. In addition to this, whilst the former business will average

1 percent return on sales, the latter will accrue 12 percent return on sales.

The effects of client satisfaction or lack thereof on business growth provide a strong case for
the provision of high service quality and thus, keeping the client satisfied. In a service sector
that cannot subscribe to aggressive marketing strategies and price competition (only limited
price competition is allowed by the Council for South African Quantity Surveyors since 1986)
but must rely upon positive past experiénce and word-of-mouth, the aforementioned strategy

provides a means of maintaining and expanding the client base.

Aside of the general warning of Brown and Swartz (1989) regarding the effects of harsh
competition on professional practices, a competitive business environment will exacerbate the
problems associated with client dissatisfaction. The Chairman of the Western Cape Chapter
of the Association of South African Quantity Surveyors (ASAQS) is quoted by Lewis (1995)
as stating that the building industry, including the quantity surveying profession, is
‘desperately short of work.’ Borne out of the aforementioned business climate, will be fierce
competition amongst quantity surveying practices for a share of the available work. Under
highly competitive conditions such as these, it will be thé professional practice with the
ability to understand the needs of the clients, and exceed such requirements, that will

experience the necessary growth.



The changing political climate in South Africa since 1992 has resulted in the lifting of
sanctions as well as the possibility of outside investment. Organisations which had formerly
withdrawn from South Africa due to international pressure have returned. Moreover,
organisations that had never been involved in South Africa, now have the opportunity to
establish local offices. These prospective organisations may include quantity surveying firms
looking for new business opportunities, which will lead to greater competition for the local

quantity surveying firms.

The current competition experienced, in addition to the affects of client dissatisfaction on
future work procurement calls for an inquiry into the means by which client satisfaction can

be attained in the provision of quantity surveying service.
1.1.6 Research into client satisfaction with quantity surveyors’ service

Bowen and Edwards (1985) raise the issue of whether quantity surveyors know what clients
require as distinct from what they are given. Only limited research into the needs and
perceptions of clients in South Africa has been undertaken (Procter et al., 1993). Procter et
al. (1993) found that only 50% of clients were "satisfied" with quantity surveyors’ services.
In this study, the focus of the research was on client satisfaction with construction cost advice
as apposed to the provision of the enrire service encounter. The lack of satisfaction with
“construction cost advice as proposed by Procter e al. (1993) suggests that this area of

research requires further in-depth study.

Bowen (1993) investigated client and architect requirements in terms of communication
theory, and Pearl (1992) researched client and architect reqﬁirements in terms of accuracy.
However, no conglomerate study has been undertaken in South Africa to establish levels of

client satisfaction and specific areas of dissatisfaction with quantity surveyors’ services.

A survey undertaken in the United Kingdom into client satisfaction indicated that 36% of
clients rated quantity surveyors’ services to be "acceptable/poor" (Anon.,1990). The
investigation was undertaken by a firm of quantity surveyors who received over 300

respondents to the questionnaire. The objective of this research was to tailor the provision



of services more accurately to the client’s needs. Failure to notify the client of cost problems
during or after their occurrence resulted in client dissatisfaction. This survey indicated

dissatisfaction with the service provided by quantity surveyors in the United Kingdom.

An earlier study, undertaken by Greig (1981), into client satisfaction with quantity surveyors’
services, lacks a theoretical framework of client satisfaction. Greig (1981) contended that
client satisfaction was dependent on the accuracy of forecasts, the use of cost planning
techniques, advice received on costs-in-use and the accuracy of cash flow forecasts. Whilst
thes; factors may influence the level of client satisfaction attained, Greig (1981) did not

investigate other factors that may affect satisfaction.

Researchers such as Ahmed and Kangari (1995), Preece and Moodley (1996) and Dulami et
al. (1996) have recently contributed to service quality programs in construction organisations,

indicating the need for such a philosophy.

Given the importance of maintaining client satisfaction through the delivery of service
quality, a paucity of research is noted in this field. The quantity surveying profession is in
need of guidelines suggesting the determinants of service quality germane to this profession

which will positively impact on client satisfaction.
1.1.7 Measurement of client satisfaction

The nature of satisfaction per se is such that it is impossible to measure without
understanding the roots of this emotion. Leiss (1976) proposes that, in order to achieve
satisfaction, the nature of human needs must be established, and thus the means by which
these can be fulfilled, identified. The premise of client satisfaction is establishing client needs
and ensuring that these are fulfilled (Cardozo, 1965). Anderson (1973) states that cuscomer
dissatisfaction may be measured by the degree of disparity between expectation and perceived
product performance. This view is acknowledged by Brown and Swartz (1989), who state
that satisfaction occurs when the outcome meets or exceeds the client’s expectations. The
notion of disparity between expectation and perceived performance may thus be applied to

the service industry. To measure client satisfaction, the needs and expectations of the client



should be identified and the means by which these can be fulfilled, established.

Shostack (1977) proposed that all products and services exist on a tangibility/intangibility
continuum. Although goods are tangible, Shostack (1977) argues that a physical product may
have a degree of intangibility. For example,'in the case of the sale of a car, the after-sale
guarantee will be an intangible aspect of the transaction. In the same way, services, being
intangible, have a degree of tangibility. For example, when taking an airline flight, the
physical appearance of the aircraft, inside and out, will constitute a tangible aspect of the
service encounter. It is due to the intangible nature of the service encounter that makes the

degree of satisfaction attained difficult to gauge (Samson and Parker, 1994).

Ahmed and Kangari (1995) assert that in the construction industry the client’s requirements
involve translating the construction needs into a design, that specifies technical characteristics
and performanée criteria, conformance to specifications as well as completing the building
of the facility within the allocated time and cost. Furthermore, it is stated that in addition to
these factors three other elements, namely client orientation, communication skills and

response to complaints need to be considered in attaining client satisfaction.

It is apparent from available literature that there are no precise tools for measuring
satisfaction. However in the service industry, the provision of superior quality service will
result in client satisfaction. Therefore, the measurement of service quality will provide a
means of gauging client satisfaction. This approach follows the methodology of Samson and
Parker (1994) who measured client satisfaction through establishing the level of service

quality provided in the Australian consulting engineering industry.
1.1.8 Impact of service quality on client satisfaction

Lewis (1991) suggests that, although no precise definition of service quality exists, service

quality may be characterised as "a measure of how well the service matches customer’s

expectations. " This viewpoint is supported by Ghobadian et al. (1994:49) who state that
"quality in a service organisation is a measure of the extent (o which the service

delivered meets the customer’s expectations. "
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Alternatively, an attitudinal approach to service quality is presented by Parasuraman et al.
(1985) where perceptions are under consideration as opposed to actuality. In terms of this
approach, service quality can be measured by the disparity between client perception of the
service recéived, and client expectation prior ro the service encounter. Although the
interpretation offered by Lewis (1991) and Ghobadian et al. (1994) differs from the
attitudinal approach presented by Parasuraman et al. (1985), the notion is one of disparity

in what is received and what is expected.

Having argued that client satisfaction occurs when expectations are fulfilled or exceeded, it
is thus reasonable to assume that client satisfaction/dissatisfaction is a function of service

quality.
This relationship may be expanded algebraically as:
Equation 1:

CS/D = f (service quality)
where:

CS/D = Client satisfaction or dissatisfaction

Ahmed and Kangari (1995) identify client satisfaction as one of the key elements of Total

Quality Management (TQM). TQM is considered a |
"complete management philosophy that emphasises overall satisfaction through the
continuous improvement of products and processes. However, before the stage of
satisfying the client is reached a concerted effort is needed to understand client

requirements” (Ahmed and Kangari, 1995:36).
This is true of client satisfaction: client requirements should be established in order to assist

the quantity surveyor in understanding how the service provision may be adjusted to provide

a quality service.
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1.2 Problem statement

The quantity surveying profession, as is the case with most professions, do not subscribe to
aggressive marketing strategies. Due to professional body regulations, professional practices
are afforded limited use of advertising and therefore, need to investigate alternative methods
of maintaining and expanding their client base. Client satisfaction through the provision of
service quality has been identified as a factor in the maintenance and growth of the service
sector in general and more importantly, in the professional service sector. Failing to provide
superior service quality, will result in client dissatisfaction. Client dissatisfaction results in
negative word-of-mouth, lack of customer loyalty and a poor reputation, amongst others

which will negatively affect the growth of the client base.

To date, no investigation into the level of service quality provided by quantity surveyors in
South Africa has been undertaken. To this end, no categoﬁcal information exists on client
expectations, client perceptions of performance and the determinants of service quality in
respect of quantity surveyors’ service. Therefore, quantity surveyors are not aware of
whether a perceptionial gap exists between their perceptions of service and their clients’ |
‘perception of the same. Aside of the general information that exists on service quality,

quantity surveyors have no guidelines upon which to base a service quality program.
Such lack of information precludes the tailoring of quantity surveyors’ service to suit client

expectations, the attainment of satisfaction and the insurance of future growth of the quantity

surveying profession.

1.3 Hypothesis

It is hypothésised that quantity surveybrs are unaware of client perceptions of the level of

service quality provided, and their resultant satisfaction.
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1.4 Objectives of the research

The objectives of this research project may be listed as being:

To establish a theoretical fram-eworkvof client satisfaction, per se.
To present the literature surrounding service quality.

To provide a theoretical framework for client identification, their respective needs and

objectives and the service required generally, and those germane to South Africa.

To investigate client expectations and perceptions of quantity surveyors’ performance in

South Africa facilitating the measurement of possible perceptional gaps.

To measure quantity surveyors’ perception of their performance as well as their perception

of client expectation.,

To assess the extent to which gaps exist between clients’ and quantity surveyors’ perceptions

of quantity surveying service in South Africa.
To identify the factors affecting service quality in South Africa.

1.5 Research methodology

The objectives of the research project will be attained using the following research

methodology:
1. Undertake a literature review of client satisfaction and the identification of models thereof.

2. Present a literature review of service quality and the identification of models thereof.
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3. Establish the theory of the current practice of quantity surveyors, in general, and those

germane to South Africa.

4. Perform a pilot study, interviewing ten client representatives and quantity surveyors from
ten practices in the Western Cape, to ascertain their opinion of factors affecting client

satisfaction and service quality.

5. Execute a national questionnaire survey to clients and quantity surveyors, incorporating
an appropriate service quality model where a battery of expectation and perception of

performance questions are posed.
- 6. Provide an analysis of the findings of the national questionnaire survey.

7. Draw conclusions and make recommendations.

1.6 Limitations |
1.6.1 Consumers of ;quantity surveying service

The term "customer" refers to the recipient of a product or service whilst the term "client"
is used in respect of professional service. Flood (1993) draws a distinction between the
internal and external customer/client. This is a distinction commonly held in the area of Total
Quality Management (TQM) (Culp et al.,1993). The external customer/client is the
organisation or party who purchase and utilise the service. In this research project, it is the
building client who is the external customer/client. The external customer/client could also

be extended to those who may use the building.

Internal customers/clients include people within the organisation to whom information or
- service is provided. In the case of the traditional building procurement process, the internal
customers consist of the members of the design team. Since the appointment of the quantity

surveyor can be made by the architect (Ferry and Brandon, 1991), keeping the architect
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satisfied would be important in securing future work. Notwithstanding the architects’
contribution to the quantity surveying profession for future work, it is not within the scope
of this research to examine architects’ needs and expectations as well as their perceptions of
quantity surveyors’ pé_rformance. Furthermore, due to the differing needs of the architect to
the client, it is proposed that such a study would provide another useful insight into the

performance of the quantity surveying professidn.

For the purposes of focus, only the building clients of South Africa have been surveyed in

terms of their expectations and perceptions of performance of quantity surveying practice.
1.6.2 Other factors causing dissatisfaction with the construction industry

This study is particularly interested in service quality and client satisfaction. It is a study of
the delivery of service examining perceptions of both clients and quantity surveyors. This
thesis, however, does not take into account the aspects of service related to the core sérvice.
The core service broadly encompasses the very reasons clients approach quantity surveyors,
that is, for financial management services in respect of the construction process. For
purposes of focus, the assumption made is that, whilst the execution of the core service is
important, it is not tﬁe only aspect of service that equates to service quality and renders the
client satisfied. Aspects such as reliability, responsiveness, 'empathy and assurance, amongst
others, are the issues at the heart of. this thesis. It is not within the scope of this thesis to
include exploratory research into the core service, notwithstanding their importance in
establishing client satisfaction. Furthermore, many works abound on issues relating to the
core service such as accuracy in estimating (Pearl, 1992) and cost planning and control
(Ferry and Brandon, 1991), amongst others. Therefore, this thesis assumes the core service
to be appropriate and investigates service quality in respect of client and quantity surveyors’

perceptions of such.

Furthermore, the primary objective of a client in the construction industry is to procure a
building. In order to do so, clients require the professional services of building consultants,
of which, a quantity surveyor may be one. Given the complexity of the building process, the

number of consultants required namely, architects, engineers and quantity surveyors, amongst
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others and the uniqueness of each procurement project, many reasons abound for client
dissatisfaction with the procurement process. In Chapter 5, some of these reasons are
elucidated but are not of central focus to this thesis. This research is only interested in the
clients’ satisfaction with the service delivery of the quantity surveying profession in South

Africa.
1.6.3 Services provided by quantity surveyors

Quantity surveyors perform services within the realm of financial management. The nature
of their services varies depending on the type of procurement method utilised. Procurement
in South Africa does not always follow the traditional method, but often hybrid systems are
adopted and the services and involvement vary accordingly (Hindle and Rwelamila, 1993).
To this end, this thesis is not concerned with the type of procurement method adopted, but

focuses rather on the level of service provided to building clients, per se.
1.7 Structure of the thesis

Having presented the background to the problem, the hypothesis, research objectives and
methodology in Chapter 1, the following four chapters present an analysis of the literature
pertaining to client satisfaction and service quality in the provision of quantity surveyors’

services.

Chapter 2 presents the theory of consumer satisfaction. This chapter presents the development
of the theory of consumer satisfaction, focusing on the most prominent studies permitting a
forum for the discussion of expectation, performance, effort and repeat purchase behaviour,
amongst others. Whilst this chapter relates to "goods," the findings can be considered in
terms of "services" as well. The term "product” merely relates io the goods, services, or

the combination of the two, being sold.

Thereafter, the relationship between client satisfaction and service quality is expounded in
Chapter 3. However, the main focus of Chapter 3 is on the theory of the provision of service

quality. In addition, the SERVQUAL Model is presented and argued for its applicability to
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this study.

In Chapter 4, the nature of building clients is presented, as well as their reSpective needs and
objectives. Thereafter, a brief account of the services provided by quantity surveyors is
presented. Since Chapter 4 presents literature of an international nature and Chapter 5 serves

to focus on the South African experience.

Chapter 5 serves to provide an insight into dissatisfaction germane to South Africa, and
presents an overview of appropriate literature. This chapter elucidates the need for published

work in the field of client satisfaction and service quality in South Africa.

|

Having presented a theoretical backgrdund, Chapter 6 contains the findings of a pilot study
where 10 client representatives and 10 quantity surveying practices were surveyed. This
preparatory research sought to establish areas of dissatisfaction as well as a comparison of
expectations and perceptions to establish indicators on whether a perceptional gap exists in
the mind of clients. Furthermore, quantity surveyors were asked similar questions which
permitted the comparison of opinions between clients and quantity surveyors on the same

aspects of service.

i
1

Chapter 7 presents thé findings of the application of the SERVQUAL Instrument to a national
sample of clients and quantity surveyors. This highly refined instrument contains questions
generic to all service organisations and allows for flexibility in the service industry to which
it is being applied.

Finally, conclusions are drawn and recommendations made regarding the factors affecting
service quality as well as level of service quality in the provision of quantity surveyors’

services. This is presented in Chapter 8.
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CHAPTER 2: THEORY OF CONSUMER SATISFACTION
2.1 Introduction

This chapter serves to provide a theoretical framework of the theory of consumer satisfaction.
Since satisfaction is an indistinct concept researchers have investigated the underlying factors
affecting satisfaction such as expectation, perceived performance and effort, as well as the
relationships which exist between these factors. Whilst this chapter provides the key research
works which focus on consumer satisfaction with the provision of goods, it serves as a point
of departure in the development of theories regarding satisfaction. These theories on
satisfaction provide an insight into expectation and perception of performance, which apply

equally to the provision of service.
2.2 Developmént of the theory of consumer satisfaction

Literature on consumer satisfaction theory began in the 1960’s with Cardozo’s (1965)
research being the first study to use empirical data. Key research papers are presented below
in chronological order to indicate the development of the theory. Based on the development
presented below, research in consumer satisfaction began with studies involving only one
period in time (Cardozo, 1965, Olshavsky and Miller, 1972). These studies consider
satisfaction to be a static concept, thereafter longitudinal studies were undertaken by Oliver
(1980), La Barbera and Mazursky (1983) as satisfaction was considered to be a dynamié
process. As the theory developed, conceptual variables were introduced into the studies such
as artitude and intention. The relationships between the conceptual variables were tested over
periods of time and under varying conditions. Evident in the development of the theory, is
the attempts of each researcher to define or redefine satisfaction, attitude, expectations and

the relationships that exist,' under varying conditions (such as high and low effort conditions).
2.3 Study on effort, expectation and satisfaction

Cardozo (1965) investigated the impact of customer effort and expectation on satisfaction.

The motivation for research was that no definitions or discussions existed in the field of
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marketing or economics on the impact of customer effort and expectation on customer
satisfaction. In order to set up testable hypotheses regarding the relationship between effort,
expectation and evaluation, Cardozo (1965) drew on two branches of psychological theory,
namely "contrast” theory and "dissonance" theory. These theories, as discussed hereunder,
predict the possible mentall processes which occur as a result of disconfirmation.

Disconfirmation occurs when 2 disparity exists between expectation and performance.

2.3.1 Contrast theory

Contrast theory implies that subjects who are negatively disconfirmed, will magnify the
difference between the performance expected and the performance actually received. For
example, a customer may patronize a restaurant which he has heard is good and therefore
has high expectations of it. However, when presented with bad service or an unappetising
meal, the customer may state that that was the worst meal he had ever eaten, that the service
was terrible and the food unfit for human éonsumption (Cardozo, 1965). The customer’s
expectations were negatively disconfirmed and since the outcome was not of great
importance, the customer was free to contrast prior expectation and product performance.
When expectations are not matched by product performance, contrast theory suggests that
the contrast of expectation and product performance will cause the consumer to magnify or
exaggerate the disparity. Such behaviour is expected only under conditions where the subject

has not invested a high degree of effort.

In the field of marketing, this theory suggests that slight understatement of the product

quality will result in greater consumer satisfaction. Understatement of a product will cause

consumers to have lower expectations of the product performance. The objective performance
will be greater than the expected performance and result in client satisfaction. However,
-understatement of the product should not cause potential customers to ignore the product and

look for other similar brands.
2.3.2 Festinger’s theory of cognitive dissonance
The second theory, known as Festinger’s (1957) theory of cognitive dissonance, proposes the
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opposite effect of a negatively disconfirmed experience. A customer who receives a product
of less value than the product expected, will minimise the disparity. This is called cognitive

dissonance.

This theory is based on individuals having cognitions based on past experience, the
environment, beliefs and attitudes. These cognitions are stimulated by other people.
Moreover, consumers have cognitions of products based on information received. Information
can be received by means of advertising, word of mouth from associates and salespeople.
These cognitions form a level of expectation. Once product or service performance has taken
place, the customer will form a cognition of what was presented. In order to reduce
psychological discomfort, the customer will attempt to minimise the difference in cognitions,

if a disparity exists.

Festinger’s (1959) theory postulated that when individuals experience mental discomfort
because two cognitions are psychologically dissonant, the individual will change or distort

one or both cognitions to result in the cognitions being more consonant (Cardozo, 1965).

This theory applied to a consumer situation, proposes that if a disparity exists between the
consumer’s expectation and the objective performance of the product, the consumer is
stimulated to reduce the psychological discomfort by changing his perception of the product
to bring it in line with his prior expectation (Cardozo, 1965). The consumer’s perception of
the product will occur in between the objective product performance and the consumer’s

expectation.

2.3.3 Effects of customer effort

Cardozo (1965) identified that customer effort would affect the overall level of satisfaction
attained. Customer effort includes all the physical, financial and mental sacrifice made by
the consumer in obtaining a product. Cardozo (1965) suggested various methods of adjusting
customer effort. For example, the amount of information available can be reduced, making
it difficult for the consumer to find the relevant information. This would result in extra

customer effort. On the other hand, copious amounts of information may be made available
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making the customer expend considerable effort in processing the information.

Cardozo (1965) considered two conditions where high and low effort were expended and
products received of less value than that expected. Cardozo (1965) postulated that when a
customer expends high effort and receives a product of less value than expected, cognitive
dissonance will occur. The customer will either lower his prior expectation or increase his
~ perception of product performance, so as to reduce any mental discomfort. However, when
a customer expends little effort and receives a product less valuable than expected, the
consumer will tend to magnify or contrast the disparity between expectation, effort and

reward. Behaviour of this nature would support contrast theory for the low effort condition.
2.3.4 Cardozo’s experiment

Cardozo’s (1965) experiment initially involved 107 students who were asked to evaluate the
performance of a ballpoint pen. Out of 107, 19 subjects were disqualified as they were
considered to be "suspicious of the procedure” (Cardozo, 1965:246). Although all subjects
received the same 39c pen, subjects understood that the pens received were those chosen

from samples supplied by the manufacturers and displayed in the catalogue.

In order to manipulate the subjects level of expectation, two shopping catalogues were used.
The catalogues contﬁined descriptions and prices of ballpoint pens. In the high expectation
catalogue, the price median of the pens was $1.95. In the low expectation catalogue, the
prices ranged between 29c and 59c, with the average price being 39c. The catalogues
contained 31 items each. In order to manipulate effort, the low effort subjects were required
to look through the catalogue and write down one feature which impressed them for half the
items shown. This activity took approximately 15 minutes. The high effort subject were
asked to write down five features which impressed them for all 31 items. To achieve this,

subjects worked for approximately 1 hour.

Furthermore, a dependent measure was used to assess the product and shopping experience.
After receiving the pen and completing the shopping task described above, subjects were

required to complete a questionnaire. Subjects were asked to place an "X" on a 100mm long
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line, where O represented "very inferior" and 100 represented "vastly superior." The
questionnaires were rated by measuring the distance from zero to the point where the "X"

crossed the line.
Findings:

Cardozo (1965) found that where little time, energy and effort where expended the outcome
was not important to the subjects. Low effort subjects who expected a pen of superior quality
and received one of less value, were free to contrast their expectations against product
performance. This resulted in subjects rating the pen undesirable. In terms of dissonance
theory, the low effort subjects were able to deny high expectations as they had invested

modest time and effort in acquiring the pen.

" The high effort, high expectation subjects expended considerably more time and energy in
obtaining the pen. Due to the amount of effort expended, the product performance became
important to the subject. The disparity between the expectation of a high quality product and
the receipt of product of low value resulted in dissonance. The dissonance could only be
reduced by lowering the previously high expectation or raising the evaluation of the product.
Subjects subscribing_;to dissonance theory, gave a more favourable rating of the product so
as to reduce any dissonance experienced. Cardozo (1965) stated that since subjects in the
high expectation group (where the average price of the pens in the catalogue was $1.95) had
received a pen worth 39c, the disparity between what was expected and the product actually
received was indeed: great. Thus, the reduction in dissonance to create a favourable rating

could not entirely bé overcome due to the size of the disparity.

Cardozo (1965) found thét the expenditure of greater effort may result in a more favourable
evaluation of the product. Although Cardozo (1965) did not intend the re-questioning of the
aspect of convenience in the shoﬁping task, he concluded that greater shopping effort may
result in repeat purchasing. Furthermore, Cardozo (1965) suggested that marketers should
not create expectations that cannot be fulfilled by the product as this may lead to no initial
sale, no repeat sale and possibly unfavourable word-of-mouth product evaluations. Lastly,

Cardozo (1965) concluded from his study that client satisfaction may not only be dependent

27



on product performance but also the experience surrounding the acquisition of the product.
Thus, client satisfaction can be considered a "global concept” more than just the product

evaluation.

The research undertaken by Cardozo in 1965 was the first study on effort and expectation
(Anderson, 1973). This work was followed by Olshavsky and Miller (1972) who undertook
an investigation into the co-relationship which exists between expectations, product

performance and perceived product quality. The research findings are presented below.

2.4 Study on expectation and performance

Olshavsky and Miller (1972) investigated the effect of disconfirmation of expectancy for a
product in both positive and negative directions. The motivation for this study resulted from
two conflicting schools of thought. Olshavsky and Miller (1972:19) stated that
"it is commonly believed by advertisers that a little positive exaggeration in product
promotion favourably influences a consumer’s judgement of product quality."
On the other hand, Engel et al. (1968) were of the opinion that overstatement or
understatement of product quality would not always achieve a positive product evaluation.
Based on these conflicting schools of thought and the fact that Cardozo (1965) had not
investigated the impact of a positive disconfirmation, Olshavsky and Miller (1972) undertook
the following study.

They considered two levels of expectatioﬁ and performance. This resulted in the following
four conditions: high expectation - high performance (HE-HP), high expectation - low
performance (HE-LP), high performance - low expectation (HP-LE), low performance - low
expectation (LP -LE). They hypothesised that high expectation and low performance subjects
who are exposed to overstatement, and thus negatively disconfirmed, will rate product quality
higher than those subjects whose expectations were realistically low. The second hypothesis
stated that low performance and high expectation subjects, who are exposed to
understatement, and therefore positively disconfirmed will rate the product lower than those

subjects whose expectations are high.
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The study involved 100 male undergraduate students who were asked to evaluate several reel-
type tape recorders. This product was chosen for a number of reasons. Firstly, it is a product
relevant to students. Secondly, the range of price, quality and performance is wide. The
~perceived performance of the recorder is easily manipulated by varying the quality of the
recording. Lastly, the performance of the tape recorder is sufficiently complex to use

promotional claims to alter expectation and thus, evaluation.

The subjects were given descriptions and brand names of the tape recorders and then shown
the corresponding machines. Subjects listened to recordings through high quality headphones.
These headphones were connected to a central control room where various tapes were used
to manipulate performance. The tape recorders seen by the subjects weré, unbeknown to
them, for display purposes only. The high and low performance tapes were recorded on a
good quality recorder. The low performance tape included background noise, distortion and
limited frequer{cy response. The high performance tape represented a high quality recording

and only a limited amount of background noise was noticeable.

The descriptions givén for the high and low expectation condition included a rating of the
performance attributes of the machines. For example, the description of the high quality
condition included: "Flutter and Wow - Extremely low. Under 0.1% rms at 7.5 ips. Speed
accuracy - Excellenit” (Olshavsky and Miller, 1972:20). The low expectation condition-
included information‘ such as: "Flutter and Wow - Approximately 5% rms at 7.5 ips - Poor.

Speed accuracy - Fair to poor" (Olshavsky and Miller, 1972:20).

The subjects were réquired to listen to 1 minute of recorded voice and recorded music.
Thereafter, subjects rated the recorders on a 7 point scale from "worst possible” to "best
possible"” against their own perception of an ideal or perfect recorder. The performance
attributes which the subjects were required to rate included frequency response, freedom
from distortion, background noise level, flutter, speed control, fidelity for voice, fidelity for
music and overall performance. Finally subjects were asked to rate their level of knowledge

1

of tape recorders.
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Findings:

Statistical analyses of the results indicated that they were significant. The results supported
both hypotheses preéented above. Olshavsky and Miller (1972) proved that both
understatement and overstatement do not result in unfavourable product evaluation. It was
intended that a large discrepancy between expectation and performance be created for those
subjects in the high expectation-low performance and low expectation-high performance
categories. The object;ive was to test whether any evidence of the contrast effect existed as
found in Cardozo’s (1.965) study. Olshavsky and Miller (1972) found that whether subjects
were positively or negatively disconfirmed, the subjects’ evaluations of performance tended

to be assimilated toward manipulated expectations.

The findings of the study indicate that both understatement and overstatement do not result
in an unfavourable product evaluation as proposed by Cardozo (1965). Cardozo’s study was
criticised because the scale used for high expectation condition was different than for the

study involving the low expectation condition.

2.5 Effect of disconi‘irmed expectancy on perceived performance

1

|
Following research by Cardozo (1965) and Olshavsky et al. (1972), Anderson (1973) raises
several concerns in' consumer satisfaction research. Firstly, he criticises research into
consumer behawour satisfaction and its underlying causes as being based largely upon
speculation. Furthermore, Anderson (1973:38) points out that

"no satisfactory literal definition has yet been developed for consumer satisfaction or

dissatisfaction in the literature of marketing."

Lastly, it is confirmed by Anderson (1973) that the research undertaken by Cardozo (1965)
and Olshavsky er al. (1972), presented above, were the only two experiments undertaken up

until then. Furthermore, these experiments displayed conflicting results.

Four psychological theories were considered, namely cognitive dissonance (assimilation),

contrast, generalised negativity and assimilation-contrast. Two of the theories were used to
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explain Cardozo’s (1965) research, namely contrast theory and cognitive dissonance. Since
these two theories were discussed earlier, only generalised negativity theory and assimilation-

contrast theory will be presented in the section that follows.
2.5.1 Generalised negativity theory

Anderson (1973) cites the study undertaken by Carlsmith and Aronson (1963) to explain
generalised negativity theory. Carlsmith and Aronson (1963) hypothesised that any
disconfirmation of an expected result will be perceived as less satisfying than if the
expectancy had been confirmed. Although this hypothesis seems to suggest a result which is
self-evident, the findings of the study suggested that a contrary theory exists, namely

generalised negativity theory.

In this study, éubjects were given sweet and bitter solutions to taste. It was assumed that
most subjects  would find sweet solutions pleasant and bitter solutions unpleasant. The
expectations of the subjects were manipulated by being told to expect either a sweet or bitter
solution. Carlsmith and Aronson (1963) found that when the sweet solution was expected and
subjects received the bitter solution, a rating of more bitter was reported. This would support
contrast theory. Alternately, when the bitter solution was expected and the subjects received
sweet solutions, a rating of less sweet was reported. This assimilation toward the expected
taste, supports assimilation theory. Since the result of manipulating expectations resulted in
two conflicting findings, Carlsmith and Aronson (1963) found that

"any disconfirmed expectancy results in a hedonically negative state which is

generalised to objects in the environment" (Anderson, 1973: 40).
However, applying this theory to the field of marketing, ‘it suggests that marketers should
attempt to raise expectations to a level which can be fulfilled. Creating expectancy which is
not consistent with actual product performance will not increase the consumer’s evaluation

of the same.
2.5.2 Assimilation-contrast theory

Assimilation-contrast theory, as it’s name suggests, is a combination of assimilation theory
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and contrast theory. This theory proposes that .individuals have zones or latitudes of
acceptance, rejection and neutrality. In the case where product performance differs only
slightly from prior expectations, individuals will tend to minimise this disparity, and thus, |
support assimilation theory ( or cognitive dissonance theory). However, when individuals
experience a large disparity between expectation and product performance, the difference will
tend to be magnified or exaggerated. In this case, subjects would support contrast theory.
Whether assimilation or contrast effects develop is a function of the relative disparity
between expectations and actual prbduct performance (Anderson, 1973:41).
Assimilation-contrast theory suggests that marketers should attempt to create customer
expectations at a level which will not cause consumers to experience a great disparity

between expectation and perceived product performance.
2.5.3 Anderson’s experiment

Anderson’s (1973) study involved 144 students enroled in an undergraduate marketing
course. The product being evaluated in this study was a ballpoint pen with a retail price of
$1.00. Prior to receiQing the pen, the subjects were required to read the product information.
In order to manipulate expectations, product information categorised into six conditions was
provided to students.‘. These six conditions ranged from "substantially understated the product
features" to "substzfmtially overstated the product features.” In one condition, subjects
received no producf information. Half the subjects in each condition were required to
complete a questionﬁaire prior to receiving the ballpoint pen. This served to ensure that the
expectations being created by the product information were in the desired direction and
intensity. The subjects were allowed time to test and examine the pen. Thereafter, the
subjects were required to rate the pen on 15 visual and performance criteria. Secondly,
subjects were asked to provide an overall rating for their respective pens. LaStly, it was
required that the price of the pens be estimated on a modified logarithmic product rating
scale, which ranged from $0.04 to $64.00.

Findings:
The results of the experiment indicated that the product information provided created
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expectations of such a nature that product performance was positive, supporting assimilation
theory. However, where expectations had been raised to a very high level (i.e. product
features were substantially overstated), product ratings indicated a decline for all three
overstatement categories presented above in accordance with assimilation-contrast theory.
Anderson (1973) concluded from this study that for relatively simple products, consumers
reach a threshold of rejection once the disparity between expectation and product
performance become unacceptably large. Consumers will then rate product performance less

favourably than at a lower level of expectation.

Anderson (1973) suggested that the reason the contrast effect had not been experienced in this
study was that the product was of sufficiently low value (a one dollar pen) so as not to cause
surprise or disappointment upon testing and evaluating. Anderson (1973) also found that
product ratings were higher for the condition where the pen was accurately described
compared to the condition where no information was provided. This supports the findings in
Cardozo’s (1965) study that the processing of product information constitutes a commitment
to the product, which in turn, results in a higher product evaluation. Anderson (1973)
suggests that marketers should aim at providing consumers with relevant product information

which will achieve a higher level of customer satisfaction.

Anderson (1973) contends that if customer satisfaction is a function of the disparity between
expectation and product performance, then promotional exaggeration, will result in consumer
dissatisfaction. Anderson (1973:43) states that

"if consumer expectations are a function of promotion, and satisfaction is a function

of expectations, then satisfaction may be considered a function of promotion. "

Having stated this, Anderson (1973) indicates that expectations are not only a. function of
promotion, as consumers may have unrealistically high expectations of products due to a
"widespread faith" in research and the possibility of modern technology. Anderson (1973)
concludes by proposing that products and services that require deep personal and financial
commitment, may result in differing effects on consumers’ perceptions of pefformance. This
contention follows the suggestion by Olshavsky and Miller (1972) that product differing in

complexity impacts on product evaluation of performance.
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2.6 Satisfaction as a function of expectancy disconfirmation

Oliver (1980:460) having reviewed the literature that was current for that time, stated that
"little evidence in the product performance area could be cited to support the
seemingly vobvious conclusion that satisfaction increases as the
performance/expectation ratio increases. "

The purpose of the study undertaken by Oliver (1980) was to test the relationship between

expectation, disconfirmation, satisfaction, attitude and purchase intention. Oliver (1980)

suggested that the strength in his study was in the methodology adopted as an actual purchase

situation over a reasonable period of time was investigated.
2.6.1 Adaptation level theory

Oliver (1980) used adaptation level theofy to explain how expectations are influenced.
Expectations create a "frame of reference" against which outcome is measured. Performances
which exceed expectation and thus result in positive disconfirmation, are considered to be
above this point of reference. In the same way, outcomes which result in negative
disconfirmation will fall below this reference point. Adaptation level theory suggests that
"one perceives stimuli only in relation to an adapted standard” (Oliver, 1980:461).
This adapted standard is the result of influences such as environment, physical and
psychological attributes of the stimulus. Once the adaptation level has been established,
positive and negative influences on evaluation will not alter the subject’s level or position.
However, should the influence be sufficiently great, the impact will cause the subject to alter
his evaluation. .
Level of expectations about product performance can be considered an adaptation level
(Oliver, 1980). Oliver (1980) citing Helson (1959) proposes several factors that affect the
‘adaptation level, namely, the product including prior experience and brand connotations,
secondly, the context or environment in which the product is being sold, and lastly, the
consumer’s own characteristics and perceptual distortion. Oliver (1980) introduces the notion
of "post-decision deviations” from the adaptation level which arises as a result of product

performance meeting, exceeding or falling short of prior expectation. Oliver (1980:461)
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proposes that satisfaction may be

"an additive combination of the expectation level and the resulting disconfirmation”
In other words, satisfaction, as presented above, has been regarded as a static concept where
only one encounter has been taken into account. Oliver (1980) considers that expectation,
product performance ‘and the subsequent satisfaction decision occur at various stages.
Subsequent product pﬁrchases may affect the level of satisfaction if the adaptation level is
altered. Oliver (1980) states that adaptation level theory may provide a useful framework for

the interpretation of satisfaction decisions.

2.6.2 Cognitive post-purchase consequences

Oliver (1980) cites a cognitive model proposed by Howard and Sheth (1969:147) where
attitude is considered in the post-purchase satisfaction decision. Attitude constitutes cognitions
~ of an emotional nature which influences the satisfaction decision (Oliver, 1980). The model

proposed by Howard and Sheth (1969) is presented below:

Equation 1:

¥
r

A +2 =f(S1+I = Ax) + Al

where: :

;

A, = pre-purchase éptitude,

S,.; = immediate posft-purchase satisfaction, and
A,,, = revised post-purchase attitude

t = time

- This model assumes that consumers have a pre-purchase attitude, which includes expectations
and anticipated satisfaction. This is followed by satisfaction which occurs after product
purchase and product evaluation. Satisfaction is 'followed by a revised attitude toward the
product. The model indicates that the revised post-purchase attitude is a function of a

cognitive comparison between anticipated satisfaction (4,) and satisfaction actually received
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(51+2)-

This post-purchase model can be extended further. Expectations can be considered as belief
probabilities of attribute occurrence. Firstly, these beliefs serve to provide the foundation for
attitude formation and secondly, they serve as an adaptation level for subsequent satisfaction
decisions. Thus, attitude is a function of expectation, and satisfaction a function of
expectation and perceived disconfirmation (Oliver, 1980). Furthermore, post purchase
attitude occurring at ¢, can be considered a function of pre-purchase attitude occurring at ¢,

and perceived satisfaction/dissatisfaction. These statements can be notated algebraically, as:

attitude (f,) = f (expectations)
satisfaction = f (expectations, disconfirmation)

attitude (;) = f (attitude (¢,), satisfaction)

Furthermore, Oliver (1980) introduces the concept of “"purchase intention." Satisfaction
affects future purchase intention as well as post-purchase attitude (Oliver, 1980). Post-
purchase attitude will also have an effect on purchase intention. Prior purchase intention at
¢; may act as an adaptation level for future intention occurring at ¢,. This can be written

algebraically as follows:

intention (¢,) = f (attitude (¢,))

intention (#,) = f (intention (z,), satisfaction, attitude (z,))
2.6.3 Oliver’s experiment

Oliver’s (1980) study comprised two stages involving a non-recurring federal flu vaccination
program. The study involved two thousand residents of a south-central American city who
were chosen by systematic random sampling from the relevant telephone directory.
Furthermore, a thousand students from a state university were selected randomly to
participate in the study. The subjécté were mailed a questionnaire for the first study which
measured attitudes and intentions toward the flu vaccination. Twenty-eight per cent of the

‘residents and 45% of the students responded to the survey. A second questionnaire was
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mailed to those who responded to the earlier questionnaire, resulting in a 79% and 76%
response rate from residents and students respectively. Eighty per cent of the residents and
66% of the students agreed to have the vaccination. The physical number of subjects involved
in this study were 291 residents and 162 students who would receive the vaccine and 65 and
86 residents and students respectively who would participate as "non-vaccinees." A
demographic profile of the sample was undertaken which indicated that a disproportionate

number of males, whites and residents in high income brackets was evident in the study.

‘Subjects participating in this study were aware of eight possible consequences occurring from
receiving the flu inoculation. Subjects were asked to rate the possibility of these consequences
occurring, having received the flu shot, on a five point scale ranging from "no chance" to
“certain." Furthermore, a nine item semantic scale was used to measure subjects attitudes
toward receiving the flu vaccination. Oliver (1980) surveyed subjects’ intention by asking
what the probaibility was of receiving the inoculation on a 11 point scale ranging from "no

chance" to "certain."

Having received the vaccination (the post-exposure condition), subjects were asked to
evaluate any problems associated with having received the shot, on a 7 point scale. The scale
ranged from "much more serious than expected” to "much less serious than expected."” On
a similar scale, subjects were asked to rate the benefits to be had from receiving the
inoculation. The subjects participating in this study who had not taken the vaccination were
asked to rate whether? their satisfaction level for not having taken the inoculation. Finally,
subjects were surveyed on their intention in the future to have the flu inoculation again. This
question was similar td the question of intention used in the pre-exposure condition (i.e. prior

to receiving the inoculation).
Findings:

Having tested and analysed the data, the following findings were presented. The sequence
of post-purchase events are as follows: satisfaction, attitude, intention. Secondly, the effect
of disconfirmation does not only affect satisfaction but also attitude and intention. In other

words, all post-exposiire measures are affected. Disconfirmation is independent of all pre-
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exposure measures and therefore exogenous to the system. Oliver (1980:465) states that
"satisfaction, in turn, is a function of disconfirmation and a linear combination of
pre-exposure variables. "

Oliver (1980) proved that atfirude is the major determinant of adaptation level. Furthermore,

post-exposure attitude and satisfaction influence future purchase probabilities. Oliver (1980)

found that the results were similar for subjects who did not take the vaccination.
Disconfirmation is unrelated to any of the exposure variables, whereas satisfaction
is significantly related to disconfirmation in both samples and to pre-exposure attitude
in the student sample (Oliver, 1980:465).

Oliver’s (1980) study differed from other studies in that the experiment was conducted over
a seven month period, unlike studies by Cardozo (1965), Olshavsky and Miller (1972) and
Anderson (1973) whose studies were undertaken over a short period. Oliver’s study indicated
vthat the adaptaiion level held by consumers was found to be consistent over a period of time.
In studies undertaken over a short period of time, subjects are able to recall their prior
expectation, whereas over a longer period adaptation level theory is supported as subjects are
not able recall their prior expectations. Oliver (1980) stated that a future study should attempt
to measure disconfirmation at a timing subsequent to the measurement of satisfaction.
Disconfirmation can also be considered as a cognitive comparison between the adaptation
level and actual product experience. When disconfirmation is experienced it determines the

degree to which the adaptation level is likely to be adjusted for future evaluations.
2.7 A longitudinal assessment of consumer satisfaction

La Barbera and Mazursky (1983) recognise that the significant studies discussed above
mainly consider satisfaction to be a static dependent variable. However, La Barbera and
Mazursky (1983) state that longitudinal research is required to test the feedback mechanisms
involved in the post-purchase behaviour. This study examined multiple consecutive product
purchases which had to date (1983) not been investigated in the theory of consumer

satisfaction.
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2.7.1 A cognitive model of repeat purchase behaviour

Satisfaction is considered a dynamic mechanism in the purchase-repurchase process. Intention
(D) at time ¢, as proposed by Oliver (1980), is determined by three components namely, prior
intention (I, ), satisfaction and current attitude (4,). Previous intention serves as an adaptation
level for current intention while satisfaction serves a mediator between pre-purchase and post-
purchase intention. It thus follows that intention is a function of previous intention,

satisfaction and attitude. This is presented in Equation 1, below:

Equation 1:
1, = f (I, SAT, ATT)

where:

1, = current intention
I, = prior intention
SAT = satisfaction

ATT, = current attitude

La Tour and Peat (1979:434) conclude that
"attitude and satisfaction are both evaluative responses to products, it is not clear
whether there are any substantive differences between the two."
Oliver (1980) differentiates between satisfaction and attitude, by proposing that the
satisfaction effect (elation or disappointment) is of finite duratiori, whilst attitude is the global

feeling consumers have toward purchase.

The model below presents the cognitive process involved in successive purchase-repurchase
events. Prior intention results in a purchase P, and the resultant satisfaction (SAT).
Satisfaction or dissatisfaction serves as a mediator for future intention and thus, repurchase.

The cognitive process illustrated below is based on repeat purchases of the same brand.

Il-l - Pl_) SAT_)II_)PI+I
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From this cognitive process a model, presented in Equation 2, can be derived for the repeat

purchase of a product.
Equation 2:
PI+I =f(lt’ SAT’ Pn It-I)

where

P ., = the repeat purchase

I, = current intention

SAT = satisfaction with product P,
P, = product purchased at ¢

I ., = prior intention to purchase

If current intention is a function of prior intention and satisfaction, then satisfaction can be

considered a function of prior intention as proposed algebraically by Equation 3 and 4 below.
Equation 3:
Il = g (It-I: SAT)

Equation 4:
SAT = g (II-I)

2.7.2 La Barbera and Mazurskys’ hypotheses

'La Barbera and Mazursky (1983) postulate that the relationship between cognitive variables
and decision implications may vary depending on whether consumers are brand loyal or
switch brands. In the following equation, RP and SW represent repeat brand purchase
behaviour and switching behaviour respectively. P,,,, indicates the following purchase of a
product, and therefore RP and SW can be interchanged with P, ;, depending on the behaviour

of the consumer. The hypotheses of their study are represented in the models represented
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below:

Hypothesis 1:

I[\RP>I\SW

It is hypothesised tha‘t the mean intention is greater for consumers who repurchase the same

brand than for those Who switch brands.

Hypothesis 2:
SAT\RP>SAT\SW

It is hypothesised that the mean level of satisfaction measured in consumers who repurchase

the same product is higher than for those who switch brands.
Hypothesis 3:
I,\RP>1 ,\SW

It is hypothesised that the prior intention to repurchase is greater for those consumers who
repurchase the same?brand than for those who switch brands.
;:
: : _
Hypotheses 4 and 5 below state that current intention to repurchase will be greater than the
prior intention for ré!peat purchases (RP) and in the case of brand switchers, prior intention
will be greater than !current intention.

Hypothesis 4:
Z\RP> I,\RP
Hypothesis 5:
LSw<I \SW
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Lastly, Hypothesis 6 is contained in the following quotation:

"satisfaction/dissatisfaction from brand consumption is hypothesised to amplify the
differences in the intent_ibn levels between groups over time” (La Barbera and
Mazursky, 1983:395).

Hypothesis 6:

(I\RP) - (I\SW) > (I,\RP) - (I,\SW)

2.7.3 La Barbera and Mazursky’s experiment

Subjects involved in the study undertaken by La Barbera and Mazursky (1983) were selected
from a sample of 500 people listed in 5 randomly selected telephone directories in
Connecticut. Out of the sample, 180 people agreed to participate in the study, however this
number was reduced to 125 on the basis of a further selection criterion. Subjects were asked
to indicate how often they purchased 24 grocery products listed in the questionnaire. Only
those subjects who purchased at least 12 out of the 24 groceries listed, on a fortnightly basis,

~were selected.

Subjects were required to complete a questionnaire on a bi-monthly basis over a five month
period. Subjects were informed of the importance of accuracy of their contribution and were
rewarded with five books of S & H Green Stamps (grocery vouchers). Having undertaken
a pretest of the questionnaire, La Barbera and-Mazursky (1983) finalised the questionnairé
which involved 24 grocery products such as coffee, detergent and tissues, amongst others.
Subjects were surveyed on three items including the brand currently being purchased for each
of the 24 products, the level of satisfaction with the current brand, and subject’s intention
to repurchase the current brand. Furthermore, subjects were required to state whether brands
had been purchased or used between the current and previous questionnaire. Out of the 125
subjects who began the study, 38 members discontinued the survey, reducing the survey to

87 members. This represented 48% of the 180 members who previously indicated interest
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in this study.
Findings: - j

Results of the 10 questionnaires were analysed initially to indicate the product classes which
most closely represented a two-week inter-purchase period. Since the results would be
utilised in aggregate form, the purpose of this screening was to eliminate bias which may
occur due to inconsistency in repurchase of certain products. Five product classes were
selected for the analysis which included coffee, margarine, toilet tissue, paper towels and

macaroni.

La Barbera and Mazﬁrsky (1983) evaluated the schools of thought surrounding the use of an
overall summary measure of satisfaction and the measurement of satisfaction byv a
combination of attributes. Whilst Day (1977) states that measuring overall consumer
satisfaction is an acceptable method of measurement, Czepiel and Rosenberg (1976) contend
that "single-item overall measure" is more representative of a summary of subjective
responses. Oliver (1980) in the study presented above makes use of summative scales to
. measure satisfaction/dissatisfaction. La Barbera and Mazursky (1983) argued that a multiple-
item measure would have discouraged participation and over a period of time may have
resulted in inaccurate answers. Following suggestion from psychometricians such as Deutcher
(1966) and Kimberly (1976) who contend that modification of the scales in a longitudinal
Study is acceptable,%i_ La Barbera and Mazursky (1983) utilised an overall measure of

. . Lt
satisfaction and intention.
]

La Barbera and Mazursky (1983) found that the intention to repurchase increases and then
stabilises as consumers repeat their purchase of the same brand. Furthermore, the
examination of the éognitive process involved in a purchase experience supported the role
of satisfaction as a longitudinal perspéctive as opposed to the earlier theories as proposed by

Cardozo (1965) which considered satisfaction to be static in nature.

La Barbera and Mazursky (1983) found that the adaptation level is resistant to change, which
was consistent with findings of Oliver (1980). It was found that although satisfaction affects
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intention, it did not affect the adaptation level of each group. Thus, overall satisfaction
attained impacts significantly on the revised intention to repurchase. La Barbera and
Mazursky (1983), based on the analysis of the results, identified different behaviour for
brand loyal consumers and those consumers who switch brands. Measurement of the mean
intention to repurchase was significantly different for brand loyal shoppers and "switchers."
La Barbera and Mazursky (1983) divided the sample on the basis of whether or not the brand
was repurchased. It was found that a stronger relationship existed between pre- and post-
purchase intention for brand loyal consumers than for those who switched brands. Thus,
brand switchers tend to be more sensitive to dissatisfaction from the consumed brand than
brand loyal consumers. La Barbera and Mazursky (1983) also found that even though
consumers may experience high levels of satisfaction with a product, this would not preclude

the purchase of a different brand where coupons and special sales offers were provided.

Furthermore, satisfaction and intention increase as the loyalty to the brand increases.
Repurchase behaviour is explained by the experience gained from the on-going repurchase
of a particular brand. La Barbera and Mazursky (1983) suggest that management should
initially attempt to create a high level of satisfaction with the purchase of a particular brand
and thereafter, maintain a reasonable level of satisfaction. La Barbera and Mazursky (1983)
suggested that future research into client satisfaction using longitudinal design should be

continued.
2.8 Summary of the development of the theory of consumer satisfaction

Cardozo (1965) investigated the relationship between effort, expectation and satisfaction. In
order to understand the impact of expectation on satisfaction, Cardozo drew from two
psychological theories, namely contrast theory and cognitive dissonance. Based on contrast
theory, Cardozo (1965) suggested that slight understatement of product quality will result in
greater consumer satisfaction. Cardozo (1965) found that when little time, energy and effort
were expended, the outcome was not important to the consumer. However, when high effort
was expended the outcome was of greater importance. Subjects subscribing to contrast theory
would magnify their disconfirmed expectation whilst those subjects subscribing to cognitive

dissonance would attempt to minimise the disparity between the prior expectation and the

44



disconfirmed expectancy..

Olshavsky and Miller (1972) investigated the relationship between high and low expectation
and high and low performance. Expectation was manipulated by over and understatement of
the product evaluated. Olshavsky and Miller (1972) found that both understatement and
overstatement do not result in an unfavourable product evaluation. They found that subjects
did not subscribe to the contrast effect as suggested by Cardozo (1965), but tend to assimilate

their evaluations of performance towards the manipulated expectations.

- Anderson (1973) criticised the work of Cardozo (1965) and Olshavsky et al. (1972) above,
stating that the results of their experiments conflicted. Anderson’s (1973) study investigated
the effects of overstatement and understatement of product performance on perceived product
performance. Anderson (1973) found that where the disparify between product performance
and expectation were significantly small, subjects would assimilate their evaluations toward
the expectation created. However, where the disparity was great, subjects would subscribe
to the contrast effect, thereby magnifying the disparity. This supports assimilation-contrast
theory. Anderson (1973) suggested that consumers reach a threshold of rejection once the
disparity between expectation and performance become unacceptably large. Anderson
concluded that marketers should aim at providing consumers with relevant product
information to achie\}e a higher level of satisfaction.

If consumers’ expectations are a function of promotion, and satisfaction is a function
of expectations, then satisfaction may be considered a function of promotion
(Anderson, 1?73:43).

" The intention of Oliver’s (1980) study was to test the relationship between expectation,
disconfirmation, satisfaction, attitude and purchase intention. Based on adaptation level
theory, Oliver (1980) suggested that satisfaction was not a static concept, but that the post-
purchase evaluation would affect subsequent attitude and intention. This hypothesis was
confirmed: attitude is a major determinant of adaptation level. Therefore, post-purchase
attitude and satisfaction would influence future purchase probability. A model is présented
that takes into account the dynamic nature of the satisfaction decision. It was found that the

sequence of post-purchase events is as follows: satisfaction, attitude and intention.
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Disconfirmation does not only affect satisfaction, but attitude and intention.

La Barbera and Mazursky (1983) investigated the consecutive product purchases. Their work
investigated the relationship between intention, satisfaction, repeat purchases and brand
switching. They fourid that the intention to repurchase increases and then, stabilises as
consumers repeat their purchase of the same brand. It was also found that satisfaction and
intention increase as the loyalty to the brand increases. La Barbera and 'Maiursky (1983)
based their research on a longitudinal assessment of satisfaction, as did Oliver (1980) above,

stating that satisfaction is not a static concept but a dynamic process.
2.9 Conclusion

Client satisfaction presents a highly theorised debate based on attempting to understand the
process of human cognitions. The theory that has been presented is based on the available
literature focusing on the schools of thought most often prescribed. Satisfaction, owing to its
nature, appears to be difficult to measure. Therefore, the models that are presented are of
a conceptual nature, and thus, do not permit a quantitative assessment of customer
satisfaction. The development of the theory of customer satisfaction provides a basis for
understanding the process involved in creating expectations, product evaluation and the
ensuing satisfaction decision. Repeat purchase behaviour was also discussed to investigate the
factors involved in cfieating consumer loyalty.
N
For the sake of clari;y, the findings of the literature review and corresponding conclusions

A
are presented, hereunder:

(i) Consumer satisfaction is related to the product evaluation meeting or exceeding the prior

expectation.
(i) Product evaluation is the perception held by the client.

(iii) Expectations form a frame of reference against which outcome is measured. Various

~stimuli can alter expectation. However, adaptation level theory suggests that stimuli are
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perceived according to the adapted standard. Therefore, where stimuli are sufficiently great,
the subject will alter their adaptation level accordingly. Furthermore, expectation can be
manipulated by sour¢es such as promotion, brand connotation, prior experience and the

environment in which it is sold, amongst others.

(iv) Four psychological theories exist which explain the cognitive processes involved in

arriving at a satisfaction decision.

Contrast theory

Contrast theory states that when an individual is negatively disconfirmed (expectation is
greater than performance) and has invested little effort, he/she will magnify the difference
between expectatioh and performance. This theory suggests that subjects are free to contrast

their perceptions since little effort was expended.

Cognitive dissonance (assimilation theory)

In some cases, where a disparity is experienced between expectation and performance
(negatively disconfirmed) the consumer will attempt to change their perception of expectation
or performance to make their thoughts more consonant, and thus minimise the disparity.
Generalised negativift'y theory

This theory suggests that whether an individual is positively (performance greater than
expectation) or negat}vely disconfirmed (expectation greater than performance), in both cases

the outcomes will be represented more negatively.

Assimilation-contrast theory
This theory combines the first two theories above and suggests that zones of acceptability,
neutrality and rejection exist, depending on the size of the disparity between expectation and

performance and the vested interest in the outcome.

(v) Products and services vary in complexity, importance and involvement. This in turn

impacts on the product evaluation and the satisfaction decision.
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(vi) When a customer expends a great amount of energy, the outcome of the transaction is

considered more important.

(vii) It is contended that satisfaction is not a static concept, but a dynamic process. That is,

satisfaction levels are subject to change over time.

(viii) Post purchase evaluation affects subsequent attitude and intention. The sequence of post-

purchase events is: satisfaction, attitude and intention.

(ix) Attitude is a global evaluation of product performance, whereas satisfaction is considered

to be transaction specific.

(x) Satisfaction and intention to repeat purchases increase as the loyalty to the brand
increases. Moreover, once the consumer has reached a level of repeat purchase intention and
remains loyal to a brand, their satisfaction and intention to repeat the purchase increases.

This demonstrates an inter-related relationship of intention, brand loyalty and satisfaction.
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CHAPTER 3: THEORY OF SERVICE QUALITY

!
3.1 Introduction

In Chapter 2, the devlelopment of the theory regarding consumer satisfaction was presented.
The literature available prior to the 1980°s was written from a marketing perspective. Thus,
the literature presented investigated the relationship between expectation, perceived
performance and the resultant satisfaction. Attempts at altering expectation were undertaken
to permit the assessment of their impact on satisfaction. Researchers such as Cardozo (1965) |
borrowed from the theory of psychology to understand the possible reactions to
disconfirmation. The development of the theory of customer satisfaction provides a

foundation for investigating satisfaction in the service sector.

Having provided an insight into consumer satisfaction in the previous chapter, where the
disparity between expectation and the perceived performance is considered, this chapter
focuses on the theory of service quality. The theories expounded and presented in this chapter
draw on the consumer satisfaction theory, for insights into expectation and perceptions.
Therefore, whilst Chapter 2 presented theory in respect of "goods," which apply equally to
services, this chapter draws on the postulations made and presents a theory of the provision
of service quality. Furthermore, in this chapter, the differences between "goods" and
"services" is demons;trated. The differences are presented to indicate the difficulties in
evaluating and maintafining quality in the service sector. The presentation of the differences
do not negate the abpropriateness of applying the theory of consumer satisfaction (as
discussed in Chapter r2) even though the writers of the day wrote in terms of "products" or

"goods."
Before presenting the theory on services and service quality issues, the relationship between

consumer satisfaction and service quality is expounded. Service quality and consumer

satisfaction are related concepts and this relationship is explained below.
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3.2 Client satisfaction and service quality

Both "customer satisfaction" and "service quality” can be considered indistinct constructs.
Customer satisfaction is not easily measurable as the models for satisfaction are largely.
conceptual (Anderson, 1973, Oliver, 1980, La Barbera and Mazursky, 1983, Bolton and
Drew, 1991). In Chapter 1, it was suggested that client satisfaction is a function of service
quality. This proposition is based on the investigation of the definition of each. The following
definition proposed by Davidow and Uttal (1990:19) indicate that satisfaction is the disparity

between expected service and perceived service:

"Satisfaction, or lack of it, is the difference between how a customer expects to be

treated and how he or she perceives being treated. "

This definition of satisfaction represents the premise held by writers such as Cardozo (1965)
and Olshavsky and Miller (1972). The definition of service quality presented by Ghobadian
et al. (1994:49) focuses on the customers perception of the difference between expectation and

service delivered:

" "Quality" in a service organisation is a measure of the extent to which the delivered
service meets the customer’s expectations.” (Ghobadian et al., 1994:49)
and
"Service quality is a measure of how well the service level delivered matches customer
- expectations. Delivering quality service means conforming to customer expectations

" on a consistent basis. " (Lewis and Booms, 1983:99).

Based on the definitions presented, customer satisfaction is a function of service quality and

can be algebraically represented in Equation 1 below, as:

Equation 1:
CS/D= f{service quality)
where '

CS/D = Client satisfaction and dissatisfaction
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This model is dependent on the definitions of both "customer satisfaction” and "service
quality." Both terms are subject to the perspective held by the researcher presenting the
definition. De Souza (1989) expresses the difficulty in defining quality as it is dependent on
the orientation of the researchers. Accordingly, from an engineering perspective it is defined
as "meeting the specifications set by management” (De Souza, 1989:21). However, from a
marketing perspéctive, De Souza argues that quality can be defined as “meeting customer
specifications and needs" (De Souza, 1989:21). Three dimensions that define quality from
a strategist’s point of view include: quality is a performance perceived by the customer, it
is measured against competition and lastly, it provides value by being set at the correct price
(De Souza, 1989).

In the literature presented in Chapter 2, the term ‘“attirude” is distinguished frdm
"satisfaction,” where the former is considered a global evaluation of service performance
(Oliver, 1980). "Satisfaction” is considered to be transaction specific. To pérmit a greater
understanding of the relationship between these concepts and that of service quality,
Parasuraman et al. (1988:15) provides the following explanation:

"service quality is a form of attitude, related but not equivalent to satisfaction, and

results from a comparison of expectation with perceptions of performance. "

This indicates that these three concepts are not equivalent, but are related. The relationship
between service quality and client satisfaction which is contained in Equation 1 above is

clearly suggested in the quotation.

Cravens et al. (1988) criticise marketing professionals who have regarded service quality as
a function of manufacturing and distinctly separate from marketing. Instead, Cravens et al.
(1988) subscribe to the concept of roral quality control (as it was known at the time), stating
that quality is the responsibility of all parties involved in an organisation. Total quality
control has evolved into Total Quality Management (TQM) and is defined by Oakland
(1995:18) as follows:

"TOM is an approach to improving the competitiveness, effectiveness and flexibility

of a whole organisation. It is essentially a way of planning, organizing and

understanding each activity, and depends on each individual at each level."
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~ The following quotation from Cravens e al. (1988:286) indicates the relationship between

quality and customer satisfaction:

"The ultimate measure of high quality is achieving customer satisfaction. "

The customer should be the central focus of any quality improvement programme. Cravens
et al. (1988) concur with Parasuraman et al. (1985) that the customers’ perceptions of service
quality should be established to indicate the important determinants that would increase
customer satisfaction. Marketing professionals have the necessary tools for establishing the
market segment, performing market research into customer expectation and perceptions of

performance.

The advantages of delivering superior service quality cannot be overstated. The consequences
of customer dissatisfaction and the advantages of superior service quality delivery was
presented in Chapter 1. Within the section that follows on service quality, a literature survey
is presented dealing with services, per se, and then focusing on service quality. This will
provide a foundation for examining the professional services of a quantity surveyor and the

determinants for improved service quality of the same.
3.3 Characteristics of services

3.3.1 Introduction

The section that follows deals initially with the unique nature of service showing how
services differ from products. Service differentiation as proposed by Levitt (1980) is
presented to indicate the aspects of a product or a service which can be enhanced to maintain
or increase the client base. Thereafter, the classification of services is discussed in terms of
high and low contact, complexity of service efc. as presented by writers such as Shostack
(1987). The purpose of a discussion of services is due to the difference in the marketing of
goods as opposed to services. Looking at the differences and commonalities permits a greater

understanding of the provision of service quality and related issues.
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3.3.2 Nature of service

Zeithaml, Parasuramén and Berry (1985), investigating problems and strategies in service
marketing, state that it is not only the difference between goods and service marketing that
should be established bﬁt the differences between services themselves. The following section
describes the four major differences betWeen goods and services, namely, intangibility,
heterogeneity, inseparability and perishability. Zeithaml et al. (1985) illustrate by means of
a literature search thét the unique nature of services is universally documented by authors
such as Judd (1968), Berry (1975), Bateson (1977), Shostack (1977), Grénroos (1978, 1979),
Levitt (1981), and Lovelock (1981). This is by no means an exhaustive list of authors who
have published on the unique nature of service provision. Dotchin and Oakland (1994) state
that the classification of services will provide a useful insight into the improvement of

managing and controlling the delivery of services, thus improving customer satisfaction.
3.3.2.1 Intangibility

Products and services differ in nature, as products are mostly tangible. A product can be
examined, touched and evaluated prior to purchase. Services, on the other hand, are
performances. A performance cannot be measured and tested prior to being purchased. The
intangible nature of services make the evaluation of service quality difficult for the provider
to assess. Levitt (1981) contends that a degree of intangibility is inherent in both goods and
services. Although goods are mainly physical items, the product being purchased may have
a degree of intangib;ility. For example, where a customer purchases a motor vehicle (the
physical product), the purchase may include an after-sale agreement where the dealer
undertakes to attend to complaints the customer may have regarding the vehicle. The after-

sale agreement constitutes the intangible aspect of the purchase of a physical item.

3.3.2.2 Heterogeneity

Service provision invariably contains a high degree of personal interactivity. The humanistic

aspect of service provision will result in varied levels of performance owing to the varying

nature of individualg. No two people are alike, and thus the probability of performance being
|
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_the same from one service encounter to another, is very small. Customer requirements may
differ within one area of service provision. Service providers may tailor the service from one
customer to another dépending on their needs. Essential to customer satisfaction is controlling
the unnecessary vaﬁaéion from one serviée performance to another. Furthermore, a firm may
understand the customers requirements, but the service received may not necessarily be the

service the firm intenided delivering.
3.3.2.3 Inseparability of production and consumption

Goods are generally produced, sold and then consumed. This process allows for a quality
control mechanism to be installed. However, services cannot be produced prior to the service
encounter. A service is consumed as it is produced. The need for producing the correct
service at the correct time is thus, of the essence, as there is no opportunity to make a second
attempt. Since most services are produced and consumed simultaneously, quality occurs

during service delivery.

Customer involvement in the production of the service may have an impact on outcome of

the service. For example, in the case of hair cuts, the client will inform the hairdresser of

the style and length of hair to which it must be cut. Should the service provider, namely the

hairdresser, misunderstand the input or specification of the customer, the result of the service

provision may be difssatisfaction. Thus, -the client’s input becomes critical to the service
j

performance. |

3.3.2.4 Perishability

Services cannot be stored. Services are time dependent processes. Once the service encounter
has occurred, it cannot occur again, in the same way that a product may be used repetitively.
Examples of perishability of services is an unsold seat on an aircraft, cancelled appointment
with a doctor. Service organisations such as banking institutions may have an hour in a day
that is unused by tellers having no customers. These hours cannot be stored for times when
there are queues, they simply perish. Service providers are often challenged by the difficulty

in synchronising supply and demand.
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3.3.3 Service differentiation

According to Davidow and Uttal (1990:22): ,
"Customer seri"vice means all the features, acts, and information that augmént the
customer’s abfility to realise the potential value of a core product or service."”

Levitt (1980) propose!fs that when selling a product or a service, the focus of the sale should

be established. A prohuct or service contains four value-adding aspects which constitute the

product being purchased. For example, the purchase of a motor vehicle is not just for
transportation. The pﬂrchase decision will include tﬁe shape, colour, performance, inherent
status in owning the vehicle, the after sale service amongst others. By differentiating between
the generic, expected, augmented and potential products, clarification is lent to the marketeer
of products or services (Levitt,1980). Although the term "product” has been used in each
category of differentiation, it can equally be adapted to the service industry. To illustrate the
applicability of Levitt’s (1980) differentiation, an example from the service industry is

presented for each of the categories below.
3.3.3.1 The generic product

The generic product ;s the core aspect of the transaction. It constitutes what is needed. Levitt
(1980:85) describes this as being "the fundamental, but rudimentary, substantive ‘thing.’"
Levitt (1980:85) cor?)tends that customers never just purchase the "generic" product, but
purchases }
"something tllzat transcends these designations - and what that ‘something’ is helps
determine from whom he’ll buy, what he’ll pay and whether, in the view of the seller,

he’s ‘loyal’ or ‘fickle.’"

The following example of the generic product in the service sector is presented to illustrate
the applicability of Levitt’s (1980) differentiation. In the case of a passenger wishing to fly
between two cities, the generic product being purchased is transportation; or in the case of

dining out at a restaurant, the generic product being purchased is food.
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3.3.3.2 The expected product

The expected product includes the minimal purchase conditions. For example, in the case of
the purchase of a piece of steel, the steel is the generic product and convenient times for
delivery are an examrple of the expected product. Levitt (1980) states that there are four
dimensions to the expécted product. Firstly, delivery includes convenience and responsiveness
on the part of the supplier. Secondly, the terms of payment should not be unreasonable and
customers should be made aware of any increase in price or any hidden costs.'Thirdly, the
expected product includes support efforts which constitute the supplier providing the customer
with advice or support if the product purchased has special applications. Lastly, Levitt (1980)
contends that it is not abnormal for customers to expect suggestions from the supplier on

efficient or cost-effect ways of utilising the generic product.

The examples above are extended to indicate the expected product. The expected product in
the first example of air transportation would be features such as reliable departure times i.e.
no delays in taking-off or friendly personnel at the airport and on the flight. The expected
product for the example of dining out would include features such as fresh and tasty food,

no delays in receiving the meal and friendly waiters or waitresses.

3.3.3.3 The augmenflezd product
|

The augmented prod(ixct represents the aspects of a product which transcend the expectations
of a customer. Augf‘nenting the generic product adds voluntary or unprompted additional
features. Examples of product augmentation, in the case of purchasing steel, would be
improving the product, extending terms of payment or scheduling the delivery of steel. Levitt
(1980) states that it is not always possible to enhance products beyond the expectation of the
customer without incurring additional costs. In fact, certain customers may prefer lower
prices to product augmentation. Lastly, Levitt (1980:87) states that

"the augmented product is a condition of a mature market or of relatively experienced

or sophisticated customers. "
Sophisticated customers may reach a point where there are no further features that can be

added, leaving the seller in a price competition with competitors. The seller should then
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consider what additional features could be offered to maintain those sophisticated customers.

Possibilities for the augmented products are presented for the earlier examples. For the first:
example of air transportation, a complimentary meal, free drinks and entertainment in the
form of music and movie channels on national flights, would constitute the augmented
product. In the second example, the augmented product of dining out may include a

complimentary aperitif on arrival or the chef visiting each table after the main course.
3.3.3.4 The potential product

Levitt (1980) states that the potential product are the aspects of product that can be presented
to maintain or attract new customers. The limitations to the potential product are financial
constraints such as the budget and the seller’s imagination. Market research is recommended

as a means of establishing the nature of the potential product to the client.

The potential product on the purchase of a flight might include larger seating area per person
and making the flight more comfortable or in the case of dining out, the use of high quality

glassware, crockery and cutlery.

It can be seen from ihe examples presented, to clarify the differences between the various
product levels, that what was once provided as the augmented product, may become accepted
by potential customers as the norm, and their expectation may increase to absorb the
augmented product iﬁto the expected product.

3.3.4 The classification of services

Levitt (1981) states that "goods" and "services" should be referred to as "tangibles" and
"intangibles" and that even the most tangible of products have a degree of intangibility. Often
companies place more emphasis on the intangible aspect of the service to make it more
attractive to customers. The intangible aspect of a tangible product encompasses the

"promises” made by the seller to make the tangible product more attractive.
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Furthermore, Levitt (1981) proposes that it is often the physical surroundings or appearance
of staff that confirm :or change customer expectations. Where the generic product is less
tangible, presentation becomes increasingly important as customers use this as a surrogate
for reality. Levitt (1§81) states that it is more difficult to keep customers when intangible
products are being sdld. This is due to the high degree of personal input in the production

of intangible producté.

Shostack (1987) prof)oses that the performance of a service is a process. The nature of
processes is dichotomous, as it can be described by firstly, the complexity of the process and
secondly, by the di‘:)ergence. The complexity of the process encompasses the steps and
sequences that constitute the process. The "executional latitude or variability" of the process
is called the divergénce (Shostack, 1987). Examples of the complexity of process is
demonstrated when comparing book-keeping with accounting. Accounting incorporates many
more functions than does book-keeping. Divergence in the process is where the performance
of the service varies from performance to performance. Services can contain both complexity
and divergence. Shostack (1987) cites examples such as architecture, law and consulting,
which are largely professional services, as being highly divergent and complex as the service
provider is required to adapt the service to the needs of the customer. |

Shostack (1987) contends that manipulating the complexity or divergence of a process can
alter the market position of the service provided. Professional services have moved toward
lowering divergence by specialising in a particular aspect of that service. In the past,
attorneys dealt with all aspects of law, however, a metamorphosis has occurred and attorneys
specialise in aspects of law such as media or trademarks. Reducing divergence, results in
greater process standardisation, cost reductions and increased quality control. Identifying the
degree of complexity and divergence in the service being provided may illuminate areas -
where the service can be standardised, reducing costs and providing the customer with

superior service.

Dotchin and Oakland (1994) citing Ruston and Carson (1985) state that there are three
approaches in the marketing literature to the differences between goods and services. Kotler

(1980) suggests that the commonalities between goods and services should be highlighted
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rather than the differences. The second point of view held by writers such as Lovelock
(1984) and Gr"onroos (1983), suggests that the areas of differences Should be investigated
to take a different approach in the marketing of goods and services. The last point of view
suggests that all service organisations should adopt an appropriate and individualised .

marketing strategy for the service being sold.

Lovelock (1983) considered service delivery dichotomous in nature: firstly, services can be
directed at people or things, and secohdly the service act can be tangible or intangible.
Lovelock (1983) proposed that where services are directed at a person, thus involving a high
level of contact, customer satisfaction can be strongly influenced by the interaction of the
service provider and the customer. However, low contact services are usually directed at
physical objects. Lovelock (1983) stated that low contact services provide better opportunity

for standardisation resulting in greater control from the service organisation.
3.4 The provision of quality in the service sector

3.4.1 Definitions of quality

The definition of quality in the service industry generally is accepted to be the measure of
the extent to which service providers meet the needs of the customer (De Souza, 1989,
Parasuraman et al., 1985, Lewis, 1991). Ghobadian et al. (1994) present five generic
categories for the definitions of "quality."

|
3.4.1.1 Transcendent |
This definition of quality in this category is "innate excellence." It is not possible to identify
the determinants of transcendent quality as it is based on the recipients perception of

unequalled properties. Transcendent quality is largely a transference of what the recipient

considers "worthy." This is extremely difficult to measure as it varies between customers.
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3.4.1.2 Product led

Product led quality considers the "units of goodness" packed into products or services
(Ghobadian er al., 1994). This definition also makes quantification difficult as "units of
goodness" is a relative term. However, a distinction can be drawn between higher and lower

quality of service depending on the recipients perception of the same.

3.4.1.3 Process or supply led

This approach to quality equates to "conformance to requirements.” This definition would
probably be useful to organisations providing a standard service where contact is considered
low. For example, standard services such as postal services, refuse collection dr public
transport can édopt a process led definition of quality due to the standard nature of the
service provision. Ghobadian et al. 1994 cites Crosby (1980) as a main proponent of this

definition of quality.
3.4.1.4 Customer led

The customer led definition of quality focuses on fulfilling customer requirements. This pre-
supposes that it is possible to identify the requirements of the customer and then set about
fulfilling them. This definition is very useful for service organisations where high contact,
labour-intensive and a highly skilled knowledge base is required for transaction. These
include professional services, such as law and accounting, education and consultancy amongst

others.
3.4.1.5 Value led

Value led quality implies a trade-off between quality, price and availability. It can be defined
as "cost to the producer and price to the customer"” or "meeting the customer’s requirements
in terms of quality, price, and availability” (Ghobadian et al., 1994:48). It is proposed that

the customer evaluates all three factors namely, quality, price and availability in the same
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evaluation decision.
3.4.2 Definitions of service quality

Based on the definitions presented above, service quality can be considered to be customer-
led. The customer should be the focus of any quality improvement programme. Therefore,
for the purposes of this research, service quality will be defined as it is by marketing
theorists. ; '

"Service quality is a measure of how well the service level delivered matches customer
expectations. Delivering quality service means conforming to customer expectations

~ on a consistent basis” (Lewis and Booms, 1983:99).

Crosby (1980) 'altemately defines quality from the Japanese perspective: “zero defects - doing
it right the first time. " Furthermore, service quality is considered more difficult to control
than goods quality owing to its nature. That is: services are intangible, heterogenous,

inseparable from production and consumption and perishable.

It has been proposed by Kyj (1987) that service quality provides the competitive edge.
Furthermore, service quality has been recommended as a means of product differentiation
in the present era of consumerism.

i

3.4.3 Determinants of .{jervice quality

- Lewis (1991) cites the three dimensions of service quality as proposed by Gronroos (1983).
These dimensions include: the technical quality of the actual service performance, the
Sfunctional quality of the process and lastly, the corporate image based on the technical and

functional quality.

Garvin (1987) proposes eight dimensions of quality to sérve as a framework for strategic
analysis of goods and services namely, performance, features, reliability, conformance,

durability, serviceability, aesthetics and perceived quality.
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Parasuraman et al. (1985:47) propose 10 determinants of service quality. These determinants
are considered at the forefront of service quality research (Naumann, 1995; Ghobadian ez al.,
1994). |

Reliability: performing the service consistently and dependably

Responsiveness: the "willingness or readiness" to perform a service; providing the customer

with a prompt service .

Competence: The person performing the service should have the knowledge and competence

to perform the required service.
Access: Access to the service implies approachability and ease of contact.

Courtesy: Staff should be friendly, courteous, respectful and polite when dealing with the

customer.

Communication: Communication means addressing the customer in a manner that is
understood. This includes factors such as explaining to the customer what the service

incorporates, the cost of the service and when the customer can expect delivery.

Credibility: Customers need to be able to trust the service provider. It requires that the

service provider have the customers best interests at heart.

Security: Security encompasses physical and financial security. It also means that service

providers should be confidential with their customers details.

Knowing the Customer: This requires the service provider to understand the specific needs

of the customer and altering the service to suit the same.

Tangibles: Tangibles include all the physical aspects of the environment in which the service

is being provided. It includes the appearance of staff, physical appearance of the equipment
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and the quality of the stationary.

Ghobadian et al. (1994: 64) proposes that a quality model should
"enable management to (i) identify the sources of quality, (ii) discover the quality

problems, (iii) pinpoint the causes of the observed quality problem (iv) offer possible

courses of action. "
3.5 A quantitative model for measuring service quality

In the section that follows the conceptual model of service quality which preceded the
SERVQUAL Instrument will be discussed as well as the development of the latter

quantitative instrument.
3.5.1 Developrhent of the model

Parasuraman et al. (1985) pioneered the development of service quality literature by
introducing a conceptual model of service quality in 1985. These researchers found that little
exploratory and empirical research had been undertaken in the development of an instrument
for measuring service quality. Parasuraman ef al. (1985) found that most of the literature
pertaining to service quality had evolved from the literature on “goods quality " and had been
adapted for the service industry. To develop the theory on service quality, Parasuraman er
al. (1985) selected 4 national service industries in the United States and undertook in-depth
interviews with 14 executive officers on service quality issues. The four service industries
included: retail banking, credit card management, security brokerage and product repair and
maintenance. The survey undertook to establish what service providers consider key attributes
to service quality as well as what they perceive their customers to consider the same.
Furthermore, 12 focus groups of consumers from the above four industries were established
to discuss service quality issues, such as factors constituting high quality service, reasons for

satisfaction and dissatisfaction, and factors important in evaluating service quality.

Based on the surveys and discussion groups, Parasuraman et al. (1985) found that a set of

"gaps" exist between the perceptions of consumers and service providers which can influence
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the delivery of quality service. Having established these service delivery "gaps,"
Parasuraman ez al. (1985) were able to develop a conceptual model which is presented in

Figure 3.1.

The model indicates five "gaps" in the delivery of service quality and is split into two
sections. The section below the dotted line indicates the problems the service provider may
experience in the delivery of service quality. Below the dotted line are the factors that impact
on the consumer which may alter their perceptions of the service received. In section 3.5.2

below the five gaps illustrated in the conceptual model will be presented.
3.5.2 Service performance gaps
3.5.2.1 Gap 1: Customer expectation and management perception of expectation

The first gap is evident in the difference between consumer expectations of service and
management’s (or the service provider’s) perception of the same. It is indeed possible that
the service provider is unaware of customer expectation and therefore, will be unaware of
the short-comings of the service provided. Moreover, the service provider may be unaware
of the strengths in the service delivery that are pivotal in maintaining the customer base.

This gap could be overcome by management or the service provider becoming more aware
of customer expectation;s. Customer surveys can be undertaken to solicit their opinions on
expected performance. This information will permit an assessment of any discrepancy
between customer expectation and management’s perception of the same. Furthermore,
features important to the customer can be identified and the service can be shaped to suit

these expectations, facilitating a higher degree of satisfaction and service quality.
3.5.2.2 Gap 2: Service quality specification gap
The second "gap" is one internal to the service organisation. This gap is the result of the

difference between management’s perception of the service expected and its translation into

service quality specifications. Parasuraman et al. (1985) state that whilst management may
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be aware of customer expectations, several factors exist which prevent the delivery of the
expected service. Examples of such factors include lack of commitment by management to
service quality, resource constraints, fnarket conditions and short-term profit orientation.
Furthermore, Zeitham! ez al. (1990) state that undertaking a service quality programme may
require a change in thinking within the organisation or even the purchasing of new
technology. Often change in an organisation is opposed as management may feel comfortable

with the existing structure, line of thinking or technology (or lack thereof).
3.5.2.3 Gap 3: Service delivery gap

Ideally, management should identify customer expectations through market investigation and
thereafter, translate these expectations into service provision specifications. Even though
management may have followed this process and provided employees with guidelines or
specifications for service delivery, the performance of the service is dependent upon the
"front-line" employees ability to adhere to such standards. Since it is the front-line staff who
have the most contact with the customer, the outcome of the service transaction is dependent
on the individual’s performance. The high degree of "human" contact in the service delivery
process makes standardisation of delivery very difficult to monitor. This is exacerbated by
the degree of variance from employee to employee and also, the individual’s own variance

from one service performance to another.
3.5.2.4 Gap 4: External communication gap

Gap 4 enéompasses the difference between actual service performance and the promises made
through external communication channels. External communications include the company’s
own media coverage such as promotions and advertising. Parasuraman et al. (1985) suggest
that organisations should not attempt to promise a level of service that cannot be attained in
reality. The consequences associated with overstatement, as presented by Olshavsky and
Miller (1972) were discussed in Chapter 2 under section 2.4 and indicate that exaggeration
of performance does not increase customer satisfaction. Furthermore, it is contended that
service organisations often do not inform their customers of the extent of their quality drive.

Customers are often unaware of ways in which organisations attempt to improve the service
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offered. For example, in a securities brokerage firm a rule may exist that prevents stock
brokers from taking advantage of "good deals" instead of passing them on to the customers.
Informing customers :of aspects of service such as this, that are not readily apparent, may

improve their perceptions of service quaiity.
3.5.2.5 Gap 5: Expected service - perceived service gap

Lastly, gap 5 represents the difference between the expected service and the perception of
the service actually received. Parasuraman et al. (1985) propose that Gap 5 is a function of
all the discrepancies within each gap. This can be algebraically represented in Equation 1,

below as:
Gap 5 = f(Gap 1, Gap 2, Gap 3, Gap 4)

The focus groups interviewed unanimously agreed that delivering high service quality occurs
when the service received meets or exceeds the customers prior expectation. Factors
positively influencing this gap are those where the service provider performs beyond the
expectation of the customer. Alternately, this includes negative aspects of service delivery

where customers feel that the service provider is unwilling rather than unable to help.
3.5.3 The SERVQUAL Instrument

The conceptual model presented above, having resulted from the exploratory research
undertaken by Parasuraman ef al. (1985), is the basis of the development of the SERVQUAL
instrument. The underlying premise of the SERVQUAL instrument is that perceived quality

is being measured as apposed to objective quality.

The exploratory research presented above also culminated in 10 determinants of service
quality, namely Reliability, Responsiveness, Competence, Access, Courtesy, Communication, '
Credibility, Security, Understanding the customer and Tangibles. Furthermore, 97 items were
agreed upon, relating to the 10 dimensions above, as being statements that would indicate the

level of service quality being attained. Each item was reworded to permit an “expectation”
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and “perception” statement respectively. Following the methodology proposed by Churchill
(1979) for scale development, Parasuraman et al. (1988) worded approximately half the
statements positively and the remaining negatively to illuminate answers of a conflicting
nature. A seven point scale against which statements were rated was used, representing
strongly agree (1) to strongly di&agree (7). This instrument was then administered to 200
respondents, across five service categories namely, appliance repair and maintenance, retail
banking, long-distance telephone supply, security brokerage and credit card management,
where each service category was allocated 40 respondents. These service categories were

selected to represent a broad cross-section of dimensions.

Purification of the model began by establishing the coefficient alpha for each dimension,
which ranged from 0.55 to 0.78 and indicated that the deletion of certain items would result
in greater alpha values. The criterion for deleting items was based on the strength of the
relationship between the score on the item and the summation of the scores on all other items
making up the relevant dimension. Items with a low correlation to the dimension were
discarded. The coefficient alpha for each dimension ‘was recomputed, as well as the item-to-
total correlations to eliminate further items. This iterative process was undertaken several
times until only 54 items were left with alpha coefficients ranging from 0.72 to 0.83 across

all ten dimensions. |

Parasuraman et al. (1988) then examined the dimensionality of the instrument by performing
factor analysis of the different scores on the 54 items. It was found that the factors may not
be independent of e;ach other and that some degree of overlap may exist over the 10
dimensions. In order to investigate whether inter-correlations existed, an oblique rotation was
performed on the 10 factor solution. It was found that several items had high factor loadings
and when removed, resulted in certain dimensions becoming meaningless due to their low
correlations with the remaining items. This resulted in a reduction in the number of
dimensiohs previously suggested. Furthermore, certain items were reassigned to different
dimensions due to the results of the factor loading. Thereafter, the alpha values and item-to-
total correlations computed which resulted in further deletion of items until 34 remained. Out
of the original 10 dimensions, five dimensions remained, namely: Tangibles, Reliability,

Responsiveness, Understanding/knowing the customer and Access. The remaining items,
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Communication, Credibility, Security, Competence and Courtesy were reduced to two
dimensions namely, Empathy and Assurance. Parasuraman et al. (1988) stated that the results
of the correlation testing and the factor loading suggested "seven fairly unique facets" of
service quality. High alpha values were established among items within each dimension
indicating good internal consistency. Furthermore, a reliability test was performed resulting
in a high value of 0.94.

The second stage of the scale purification required that new data be collected and tested using
the existing 34 item instrument. Two hundred respondents were surveyed regarding their
expectations and perception of performance for the following service companies, namely a
bank, credit card company, a firm offering repair and maintenance services and a telephone
company. The following four sets of analysis were performed: alpha values, factor loading,
oblique rotation and cross validation. These statistical analyses indicated consistency amongst
the sets of data. However, two differences in the results were observed. Firstly, the alpha
values and item-to-total correlations were lower than for each dimension in the earlier test.
The factor loading matrices showed an overlap between dimensions D4 and DS and D6 and
D7. Parasuraman et al. (1988) stated that further scale purification was necessary since these
results were consistent over the four data sets. Thirteen items were deleted, culminating in
a 22 item instrument. Communication, Credibility, Security, Competence and Courtesy were
combined to form the dimension named "Assurance.” Furthermore, two dimensions were
combined to form "Empathy” namely, Understanding/knowing the customer and Access.
Lastly, Parasuraman' ef al. (1988) performed reliability and validity tests on the 22-item
instrument, resulting'! in the total scale validity being close to 0.9. These results showed the
scale to have sound and stable psychometric properties.

Table 3.1 indicates the five dimensions of the SERVQUAL Instrument and presents the
essence of each dimension. Furthermore, the last column indicates the statement numbers
assigned to each dimension. The SERVQUAL instrument containing the 22 statements
proposed is contained in Appehdix A.
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Table 3.1 The five dimensions of the SERVQUAL Instrument

Physical facilities,
equipment, and appearance

of personnel.

Statements 1-4

Ability to perform the

promised service

dependably

Statements 5-9

Willingness to help
customers and provide

prompt service

Statements 10-13

Knowledge and courtesy of
employees and their ability
to inspire trust and

confidence

Statements 14-17

Caring, individualised
attention the firm provides

its customers.

Statements 18-22

t

Whilst Zeithaml ez al. (1990) propose such a highly refined model for measuring service

quality whose determinants are generic to service industries, it is suggested that the model

be adapted to suit the service industry at hand.
1
3.5.4 Criticisms of t}']'ze SERVQUAL Instrument

L)

Carman (1990), ackri'\owledging the work presented by Parasuraman et al. (1985, 1988)
investigated several questions regarding the validity of the SERVQUAL Instrument, namely,
1 .

: how many dimensidns are there and how generic are they?

: to what degree canithe wording be changed?-
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: how valid is it to analyse the difference between expectations and perceptions?
: is it necessary to administer the expectation battery?

: what is the relationship between expectation and importance?

Carman (1990) replicated the Parasuraman er al. (1988) study using 26 of the original
statements over three service industries, namely, in the tyre replacement industry, job
placement industry and dental care service. Each questionnaire contained questions specific
to the respective industry but also a measure of the original 26 SERVQUAL questions. By
means of factor analysis, Carman (1990) identified the factors that loaded well with each
other. The findings indicated that three of the original ten factors, namely, tangibles,
reliability and security were apparent in all three service industries. Furthermore, it was
found that the combination of Understanding the customer and Access into the dimension of
Empathy was not appropriate. Emanating from these findings, is the fact that when a
particular aspéct of quality is important to customers, it is likely that such a dimension will
be broken down into sub-dimensions. Furthermore, Carman (1990) recommends that, whilst
the dimensions recommended by Parasuraman et al. (1985) are generic, they are not so
generic that users of the SERVQUAL Instrument should not evaluate their own service
setting for important quality issues and add additional items and factors. Carman (1990)
recommends that at least seven of the original ten dimensions be retained until such time as
they are proved to be not unique to service industries. With regard to the question of word
changing, Carman (1990) indicates that this would be necessary for the application to various
service settings, but prior to commercial application would require a validity and reliability

test.

Carman (1990) criticises the premise upon which the SERVQUAL Instrument is based,
namely expectation and perception of performance. It is suggested that expectations will vary
between settings and therefore, perceptions of quality will depend on the prior expectation.
For example, a customer’s expectations of dining out at a restaurant will differ from those
held when frequenting a steakhouse. Carman (1990) suggests that customers should complete
the expectation battery prior to the service encounter and then complete the perception battery
after service delivery. In this case, the expectations would not be influenced by the

perceptions of performance. The writer’s opinion, however, is that if a client wishes to
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magnify his/her perceived disparity between expectation and. performance, this should
indicate the importance of that aspect of service. Lastly, Carman (1990) recommends the

application of the SERVQUAL Instrument to professional services.
3.6 Service quality applied to the professional service sector -

Brown and Swartz (1989) contend that whilst the importance and distinctiveness of the
professional service encounter is acknowledged, only limited research has addressed this
topic. Due to the high level of contact in the professional service encounter, it is imperative

to examine both the service provider and the client’s perception of service provision.

Brown and Swartz (1989) propose, analytically, the disconfirmation paradigm where

individuals evaluate a service offering by comparison with prior expectation:

Oi = Xi-Ei
and

Xi = AE<i)
where -

Oi = evaluation outcome for encounter i
Xi = expectations for encounter i
Ei = experiences for encounter i, and

E <i = experiences prior to encounter i.

Based on the model of service quality developed by Parasuraman et al. (1985), Brown and
Swartz (1989) attempted to simplify this model to suit the provision of professional services.
The emphasis of their research was to highlight the dyadic nature of the service transaction
and its impact on the evaluation of the service outcome. Firstly, the perceptions of service
quality held by the service provider will determine the design and delivery of the service
offered, and secondly, the consumer’s perception of the service received will provide a direct

evaluation of the transaction. Brown and Swartz (1989) identified three gaps, namely: the gap
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between client expectation and their experiences, the gap between client expectation and
professional perceptions of client expectation, and lastly, the gap between client experiences

and professional perceptions of client experiences.

The first study on service quality in the professional service industry was undertaken by
Brown and Swartz (1989). The study focused on the medical field and examined the
relationship between physician and patient. Thirteen physicians involved in private practice
and specialising in primary health care were selected. The doctors were asked to provide the
names and addresses of the patients seen in the previous month. The sample size of patients
surveyed was 2414 and yielded 1128 responses to the questionnaire. Patients were assured
of anonymity in a covering letter endorsed by the respective doctors. The doctors,
alternately, received a questionnaire with identical questions to those asked of the patients,
and were asked to respond in the way they assumed their patients would respond. This would
permit a direct assessment of the difference in doctor and patient perception of service
quality. The questions were structured in such a way that each of the 10 determinants of
service quality would be represented in the questionnaire. A 5 point Likert-type scale was
used for respondents to indicate their responses, with 1 representing "strongly agree” and 5

representing “strongly disagree."”

By using principal components analyses of patients responses to the set of expectation and
experience statements, the underlying dimensions were identified. Varimax rotation was used
to analyse each of the groups with a factor loading of 0.5 or greater. Three factors were
identified in the expectation statements, accounfing for 39% of the variance, whilst in the

experience statements, six factors were identified, accounting for 51% of the variance.

Brown and Swartz (1989) found that all three gap types influence the service outcome. This
indicates that whilst client perceptions of service quality is important, the perceptions held
by the professionals when combined with the former, provide an useful insight into the
service transaction. It was also found that it is not only the contact with the doctor that
impacts on service evaluation but also the behaviour of staff and brochures available,
amongst others. The conclusion is thus, that the entire service encounter is subject to

evaluation, and not just the interaction with the professional service provider. Furthermore,
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the findings of this study suggest that consumers are reluctant to complain especially when
professionals are involved. Brown and Swartz (1989) recommend that professionals adopt a

broad perspective when assessing client perceptions and thus, service quality.

3.7 Summary

(i) The definitions of service quality and client satisfaction indicate that a relationship exists
between the two. Whilst service quality is meeting the client’s expectation through the
provision of service, client satisfaction is the result of such provision. It is postulated that

client satisfaction is a function of service quality and can be represented algebraicaily, below:

CS/CD = fl{service quality)
where '

CS/CD = Client satisfaction or dissatisfaction

(ii) Whilst researchers refer to satisfaction, it is proposed that "attitude" is actually meant.
Satisfaction is transaction specific, whilst attitude is a global concept. For the purposes of
this thesis, satisfaction will be considered as it has been defined, as the disparity between

expectation and performance.

(iii) Perceptions are more important than actuality in service quality research as it is the

perception of the client that is important.

(iv) Services have a unique nature, in that they are intangible, heterogenous, the production

is inseparable from the consumption and services can not be stored (perishable).

(v) The provision of service has several levels, namely, the generic product, that is, the core
aspect of the transaction. The expected product is the additional aspects of service that the
client expects. The augmented product is the aspect of service that transcends the expectation
of the customer. Lastly, the potential product is the aspect of service which will maintain or

expand the customer base.
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(vi) Services also vary with respect to the complexity and divergence of the task. These
include contact, duration, variety and frequency amongst others. The factors will affect the

clients perception of the importance of various service attributes.

(vii) Quality, per se, can be defined according to excellence, units of goodness packed into
each unit, conformance to demand, as well as meeting requirements within the set cost to the
producer. Customer led quality is placing the clients’ needs at the centre of the service

provision.

(viii) Whilst various researchers have suggested determinants of service quality, Parasuraman
et al. (1985) propose ten generic determinants. These include Reliability, Responsiveness,
Competence, Access, Courtesy, Communication, Credibility, Security, Knowing the customer

and Tangibles.

(ix) Depending on the type of service provision, the determinants will differ in importance.
For example, security is more important to clients of the law industry than customers of a

fast food service.

(x) Parasuraman et al. (1985), the proponents of a conceptual model of service quality,
indicated five gaps in service delivery. They undertook an in-depth study into providing a
22-item questionnaire with an expectation and perception of performance battery. This
provides a basis for measuring service quality as the determinants are generic. They do

suggest that the instrument be adjusted to suit the service industry at hand.

(xi) Five gaps were identified which include customer expectation and management
perception of expectation disparity, service quality specification gap; service delivery gap,

the external communication gap and lastly, the expected service and perceived service gap.

(xii) Carman (1990) provided insights into the shortcomings of the SERVQUAL Instrument.
Firstly, he concluded that the five SERVQUAL dimensions are not completely generic and
that there should be at least seven of the ten original dimensions. Furthermore, he stated that

the greater the importance of the dimension, the more likely it will be that sub-dimensions
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will be created. Furthermore, changes in wording of the proposed questions, requires that
the model be tested for validity, thereafter. Carman (1990) also questioned whether perceived
quality is not affected by the prior expectation. Therefore, it would be imperative to first
measure expectation before service delivery, and then measure performance. Carman (1990) |

thus disagreed with measuring expectation once performance had occurred.

(xiii) Brown and Swartz (1989) acknowledge the work of Parasuraman et al. (1988) and state
that this dyadic approach is applicable in the provision of professional services. Instead of
assuming the five gaps presented by Parasuraman et al. (1988), Brown and Swartz (1989)
indicate that three gaps exist which include the gap between client expectations and their
perceptions of performance; the gap between client expectations and professionals’ perception
of the same; and lastly, the gap berween client experiences and professionals’ perception of

the same.
3.8 Conclusion

The presentation of the literature regarding service quality provides an insight into the
analysis of quantity surveying service. Furthermore, the problems associated with the
provision of service and maintaining service quality are related to the lack of quality control
mechanisms. This is due to the nature of services where production and consumption occur
simultaneously and each service encounter differs due to the high degree of human

involvement.

Service provision is not only related to the quality of the "generic product” or core service,

but also to additional dimensions which constitute quality, such as providing the service on

~time, providing the service right the first time and being approachable and helpful.

Parasuraman et al. (1985) have identified five generic dimensions. In addition, through
rigorous testing and research, they have developed the SERVQUAL Instrument, which is the
only quantitative measure of 'service quality. The Instrument permits the identification of
factors affecting service quality and the establishment of service quality ga;;s. It is proposed
that the application of such a model to the quantity surveying profession in South Africa will

assist in proving the hypothesis stated in Chapter 1.
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CHAPTER 4: THEORY OF QUANTITY SURVEYING SERVICES
4.1 Introduction

Whilst in Chapter 2 the theory of client satisfaction was reviewed emphasising the importance
of meeting or exceeding consumer expectation, Chapter 3 investigated the nature of services
and the theory surrounding service quality. This approach highlighted the ‘importance of
fulfilling, moreover exceeding, the customer’s requirements, to ensure satiSfaction and thus,
the probability of re-engagement by the client. Based on the broad nature of the literature
presented in these earlier chapters, this chapter provides a more specific view of the service

relevant to this study, namely the service provided by quantity surveyors.

This chapter begins with a presentation of the literature pertaining to the nature of building
clients, indicating the various categories and combinations of clients. Thereafter, client needs
and objectives are identified in terms of the building industry as well as in terms of quantity
surveyors’ services. An account of quantity surveyors’ services is presented as well as client
expectations of the same. Lastly, suggestions from the literature are presented on the

requirements for the delivery of a quality service in the quantity surveying profession.

Franks (1991) concurs with the suggestion in Chapter 1 of the importance of the customer
and contends that the client is the driving force in the building industry, maintaining it’s
existence and requiring change of it. The changing needs of the client, have resulted in the
building industry evolving into a delivery system of buildings which is complex and divergent
(Bennett and Flanagan, 1983). Although generally client needs are the same in terms of cost,
time and quality, each building project is unique, and consequently, so are the needs of the
client. Therefore, the importance of the client should not be underestimated, nor the

complexity of their needs in respect of building and specifically, quantity surveyors’ services.
In the section that follows, the nature of the client body is discussed in terms of whether their

spending is of a private or public nature; their level of sophistication, and whether their

intention to build is for their own use or for investment purposes.
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4.2 Nature of the client

Several methods of categorising have been offered to distinguish between client organisations.
These categories include level of client sophistication, client experience and purpose of
building (Bennett and Flanagan, 1983). Masterman (1992) presents a tree diagram of the
categorisation of client organisations that incorporates most of the recognised groupings such
as public and private sector organisations (Archer, 1990). The categories are presented in

Figure 4.1 below and are discussed under the respective headings that follow.

Clients
|
Public Private
Experienced Experienced Inexperienced
Primary Secondary Primary Secondary Secondary
constructors constructors constructors constructors constructors
Government - Central Property Maiﬂ]y Maiﬂ]y
funded and companies large active medium
development local and industiral and small
agencies and government developers commercial industrial
local authorities and retailing commerical
organisations and retailing
organisations

Figure 4.1 Categories of clients [Masterman, 1992: 140]
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4.2.1 The private sector client vs the public sector client

Masterman (1992) states that traditionally clients have been categorised into public and

private sector clients.

Archer (1990) identifies the government of the day as a client of the building industry and
more specifically, the quantity surveyor as one of the important players in the delivery
process. It is considered that "accountability" is a major concern of government |
organisations, as taxpayers expect fransparency and accountability from the elected
government. Furthermore, employing the services of a quantity surveyor on public sector
works may have the following benefits to government. Firstly, increased value for money
resulté in the more efficient use of capital, resulting in more buildings procured for the same
cost. Secondly, Archer (1990) contends that such efficient usage of taxpayers money will
ultimately result in greater support for the government of the day. Lastly, more efficient

spending on buildings procured by government may result in the lowering of the tax burden.

The distinction between internal and external clients (Flood, 1993) was presented in Chapter
1 and is applied here again, but in the context of the public sector client. Whilst internal
clients are involved in the initial product, the external client is the body for whom the
product is intended. It can thus be concluded that the taxpayer is the external client of the
building industry where related to public sector spending. The public create the need for the
procurement of public buildings and provide government departments with the financial
resources to do so. The actual public works departments act as internal clients to the building
industry in providing taxpayers, the external clients, with buildings that serve the public’s
needs.

Willis and Ashworth (1987) caution. that procedures for the public sector client’s
requirements rﬁay differ largely from that of the private sector client. Quantity surveyors
employed by the public sector should be sensitive to the needs of the public sector client. The
public sector client is accountable for public money and often the requirement for controlling
cost is more stringent in the public sector than in the private sector (Willis and Ashworth,
1987: 133).
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Private sector clients will vary enormously, from those who are undertaking once-off
procurement projects to those who build regularly for investment purposes. The needs and
requirements of the private sector client will vary greatly from that of the public sector
client, depending on their intention for the procured building. Furthermore, private sector
clients generally have a greater degree of freedom in the method chosen for procurement and
thus, in the contract procedure. Public sector clients usually have their own in-house
consultants such as architects, quantity surveyors and engineers who perform the design and
financial functions. However, this is not true for all public sector clients as work is
occasionally given to private consultants. The quantity surveyor involved in public sector
projects would need to be sensitive to the differing nature of their requirements, particularly
in respect of procurement methods and documentation. However, having stated that the
public and private sector clients’ nature and needs differ, the critical issue facing

quantity surveyors and all other professionals is meeting the client’s needs consistently.
4.2.2 Experienced and inexperienced clients

Nahapiet and Nahapiet (1985) investigated the differing contractual arrangements entered into
by clients and found that clients differ in their combination of expertise, risk, flexibility and
spending potential. The 1level of expertise held by clients is related to their frequency of
undertaking project procurement. Therefore, Nahapiet and Nahapiet (1985) draw a distinction
between clients with differing levels of project experience based upon the frequency with
which clients procure buildings. Based on the research undertaken by Nahapiet and Nahapiet
(1985), Masterman (1992) proposes that clients who build or commission a new project more
than once every five years can be considered as experienced clients whilst those who procure

buildings once every five years or less can be categorised as inexperienced clients.

‘Masterman (1992:138) proposes a list of characteristics demonstrated by experienced and

inexperienced clients respectively.
Characteristics of the experienced client include:

(i) demonstration of expertise in managing and controlling construction projects.
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(ii) maintenance of in-house expertise such as design consultants and construction managers.

(iii) demonstration of the ability to produce a comprehensive brief stating the organisation’s

requirements in terms of time, cost, quality and functionality.
(iv) the possession of a comprehensive knowledge of construction practice and procedures.

(v) the indication of a desire to be involved with the project throughout the design and

construction phases.

(vi) demonstration of good communication skills when dealing with members of the design

team.

(vii) the possession of a knowledge of procurement systems and being adept at selecting a

suitable system for their particular project.

Clients displaying characteristics such as these indicate a high degree of sophistication.
Accordingly, Masterman and Gameson (1994) state that the client’s requirements will be
consistent with the level of experience. Thus, experienced clients may have realistic
expectations of the professional team. This is consistent with the theory presented in Chapter
2, where customers, in general, form attitudes over time which are based on previous
interactions and experiences. This results in clients adapting their expectations to reflect the

service they are likely to receive.

Masterman (1992) presents a list of less positive characteristics which represent the

inexperienced client. These characteristics are listed below:

(i) a lack of expertise in managing and controlling construction projects. |

(ii) little knowledge or understanding of construction practice and procedure.

(iii) inability to prepare a comprehensive brief which indicates the primary objectives.
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(iv) a desire to be involved in the project which is inconsistent, intermittent and random.

(v) a desire to make changes to the project involving time or cost implications for which the

client is unwilling to accept responsibility.

(vi) a tendency to be influenced by external parties other than the consultants on construction

procedures.

(vii) a demonstration of weak communication skills when dealing with the professional team
and a tendency to reject professional advice on the most suitable procurement process for

their respective objectives.

The inexperienced client would require more assistance in translating their objectives in
respect of the project into a brief. Moreover, the inexperienced client may not have identified
the objectives and their relative importance for the building project until consulting with
members of the design team. Once the objectives of the building project have been
established, the procurement process suitable to the client’s needs can be selected with the

help of the quantity surveyor.
4.2.3 Primary and secondary constructors

Nahapiet and Nahapiet (1985) propose that clients differ according to their purpose for
building. More specifically, there are those clients who procure buildings for their own use,
such as a factory for manufacturing, and those who procure buildings as their main source
of income. Primary constructors are those clients of the building industry who procure
buildings as their main business activity. An example of primary constructors would be
property developers. Alternately, secondary constructors can be described as those who
procure buildings for their own u&age. For example, a factory being build for the
manufacture of a product, in which case the cost to the client of the building may be a small

percentage of the organisation’s turnover.
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4.2.4 Client combinations

Based on the above characteristics the following combinations are presented. Masterman and
Gameson (1994) have assigned alphabetical and numerical categories to the four
combinations: "A" and "B" represent secondary and primary constructors respectively and
"1" and "2" represent inexperienced and experienced respectively. Masterman and Gameson
(1'994):argue that "primary inexperienced" clients are unlikely to exist since clients who
procure b'uildi’n'gs as their main source of income are unlikely to have any recent or relevant

connection with the construction of buildings.
4.2.4.1 Secondary inexperienced (Al)

Masterman and Gameson (1994) state that secondary inexperienced clients are faced with
several difficulties when procuring a building. Firstly, clients of such a nature are invariably
ignorant of the building process and require assistance as soon as the decision to build is
made. The client is usually heavily influenced by the first point of contact with the industry
which will affect his/her choice of procurement. The architect is generally the first point of
contact with the construction industry for inexperienced clients. If the architect is not well
versed in procurement selection, the client may become involved in a less than satisfactory
method of procurement for his respective needs. An unsuitable choice of procurement for the
client’s needs may leave the client disillusioned with the building process. Secondly,
secondary inexperienced clients tend to allow the "construction experts" to have power over
their relationship. This often results in the client following unnecessary "wisdoms and
whims" of the consultants (Masterman and Gameson, 1994). These "wisdoms and whims"
may include suggestions that are unnecessary in meeting the client’s needs, but may indeed
serve those of the consultants. Furthermore, communication between the client and consultant
may also be challenging in establishing the client’s needs and objectives due to the client’s

lack of understanding of the intricacies of the building industry.
4.2.4.2 Secondary experienced (A2)

Secondary experienced clients build regularly for their own purpose. The size of the project
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varies, but generally the nature of building required remains the same. These clients
frequently have a high degree of in-house expertise but employ external professionals for
projects (Centre for Strategic Studies in Construction (C.S.S.C.), 1990). Masterman and
Gameson (1994) suggest that secondary experienced clients need to recognise their
limitations. This is particularly important when clients are faced with a different type of
building to construct than that which is hormally procured. It is contended by Masterman and
Gameson (1994) that clients may not identify the need to alter the process for projects of
differing nature. This exteﬁds to the client’s perception of the professional’s ability to offer
highly flexible advice. Masterman and Gameson (1994) provide the following example: an
architect who has designed airport terminals for many years may not be sufficiently flexible

to design a corporate head office building.
4.2.4.3 Primary experienced (B2)

Masterman and Gameson (1994) suggest that the primary experienced clients are large
organisations such as insurance houses and pension funds who invest in the property industry
for high returns. Clients such as these tend to present exact requirements and expect
adherence to the same. Masterman and Gameson (1994) contend that it is the dissatisfaction
of the primary experienced client that has resulted in the change in the traditional system of
building procurement. These clients possess knowledge bases equivalent to their consultants

and are able to articulate their building objectives clearly.

The needs and objectives of the client will depend largely on the nature of the client.
Establishing the client’s level of experience and intention for building will facilitate the
identification of the client’s needs and objectives. If satisfaction is to occur, client needs and
objectives should be established in terms of their expectations of the building project and
more specifically of the professional services of the quantity surveyor, amongst other project

consultants.
4.3 Clients’ needs and objectives

Clients, irrespective of their nature, have a common purpose: the procurement of a building.
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In order to achieve this, clients are required to invest in the services of "consultants” such
as architects, quantity surveyors and engineers. These consultants guide the client through
the process of delivery of the building. The building procurement process should be
applicable to the needs of the client to ensure overall satisfaction with the project. However,
the focus of this research is on the professional services of the quantity surveyor and thus,

the needs of the client in respect of such service should be elucidated.
4.3.1 Needs and objectives of clients within the building industry

Time, cost and qualityhare generally accepted as being the triad of client objectives (Ferry
and Brandon, 1991). It is proposed that the client’s brief should not only contain their needs
in respect of aesthetic and technical criteria, but also the client’s objectives in respect of
time, cost and quality (National Economic Development Office (N.E.D.O.), 1975).
Masterman and Gameson (1994) recognise though, that these three objectives are
"interrelated and conflicting” and often it is impossible to maximise one without
compromising one of the other objectives. Hughes and Williams (1991) concur by stating that
an imbalance occurs when one factor is neglected which results in a corresponding
detrimental effect upon the other factors. These writers liken the relationship between time,
cost and quality to the angles of a triangle and state, according to mathematics, that len}t-hg
size of one angle is changed, the size of the other two angles are consequently adjusted.
Thus, time, cost and quality share a similar rule. Furthermore, Hughes and Williams (1991) <=-—

criticise the building industry for focusing only upon cost and time and neglecting qualit)%—/
Clients should be informed of this relationship so that unrealistic expectations are not created

with regard to maximising time, cost and quality.

Time, cost and quality requirements are ofteﬁ referred to without explaining what the likely
requirements are for each. Ferry and Brandon (1991) provide examples of what the
requirements may possibly be in terms of cost and time. Time requirements may include: the
shortest possible construction time from inception to turning the key, shortest contract period
from the time contractor starts on site; guaranteed completion date requested by client or
offered by contractor; early completion unwelcome; phased construction to accommodate

heavy plant installation (such as the installation of TV transmitters) and handing over the
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building sections. These examples proposed by Ferry and Brandon -(1991) indicate the
numerous possible objectives that may be considered “time requirements.” In the same way,
the options for cost requirements can be equally numerous. Ferry and Brandon (1991:14)
present an exhaustive list from which some examples of cost requirements have been
selected, namely: low total project coSt; low cost in relation to units of accommodation, best
combination of capitai and maintenance cost; minimum capital commitment by client until
project completed ie. contractor to bear some risk. Ferry and Brandon (1991) propose other
cost requirements which clients may expect from the QUantity surveyor, rather than needing
to state it as a primary cost objective. These include good budgetary control,; good forecast
of cost at contractual commitment and timing of cash flow to optimise the client’s capital.
The list of cost requirements presented above may not be mutually exclusive and thus, the

client may opt for a combination of these.

Furthermore, Masterman (1992) contends that on the question of time as an objective, the
client often does not want to pay extra for an earlier completion. Moreover, clients are more
interested in value for money on building projects and that the buildings are delivered
timeously. Furthermore, it is contended that clients are generally most vague about building

duration requirements than any other aspect of building.

The client’s requirements for quality can be defined as value for money. The Royal Institute
of Chartered Surveyors (R.I.C.S.) (1991) state that clients require quantity surveyors to take
quality into account when balancing cost. Clients require the maximisation of value, to add
to the final value of the building and to the value of the client’s business. In the past,
quantity surveyors have been criticised for their "narrowness of vision" in being too cost-
orientated and overlooking the virtues of quality or value for money (R.I.C.S., 1991).
Quality can be considered in design by providing the client with a functional building where
the client’s needs in terms of accommodation, aesthetics amongst others, are optimised.
Quality need not only be viewed as value for money, but the client’s request for the
implementation of a quality management prdgrém which incorporates all members involved

in procuring the building project.
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Bennett and Flanagan (1983:27) present a comprehensive list of client needs which are the

result of case studies of UK and US projects. The following list of client needs is presented:

(i) functional building, at the right price

(ii) quality, at the right price (value for money)

(iii) speed of construction

(iv) a balance between capital expenditure and long term ownership costs

(v) recognition of risks and uncertainty associated with the project

(vi) accountability in the public sector

(vii) innovative design, high technology building

(viii) maximisation of tax benefits _

(ix) flexibility to change the design during construction

(x) the ability to reflect the client’s activities and image

(xi) minimising Jfuture maintenance costs

(xii) the need to keep existing buildings operational during the construction of additional
work.

(xiii) a desire to ‘be involved and to be kept informed of progress throughout the project

duration.

This list of client requirements indicates the challenge that faces the construction industry,
and especially the professionals who are normally entrusted with the management function
of building projects. Keeping the client satisfied in terms of project performance requires that
building professionals exhibit, not only inherent ability in performing their own primary
function, but also the ability to function as.a team within the selected procurement system

to achieve the objectives presented above (Naoum and Mustapha, 1994).

This research project is mainly concerned with the service provided by quantity surveyors,
the level of service quality achieved and the resultant satisfaction attained by meeting the
client’s requirements. Therefore, the section that follows will deal with needs and objectives

~ of clients in respect of quantity surveyors’ services.
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4.3.2 Needs and objectives of clients with respect to quantity surveying services

Clients employ the serv1ces of any professmnal as a result of their own inability to perform
the task required. Chents of the building industry employ quantity surveyors for their
expertise in performing the financial function associated with the building process. As
presented above "cost" is one of the primary objectives of the client. Furthermore, Ferry and
Brandon (1991) state that it is unlikely that clients have no financial constraints or an
unlimited budget. The importance of financial control coupled with the client’s vulnerability

due to lack of expertise, requires that the quantity surveyor deliver a high quality service.

The R.I.C.S. (1991) present the following client requirements in respect of quantity
surveyors’ services:

(i) performing the financial function as an extension of the client’s organisation.

(ii) performing tasks with the client’s best interests at heart.

(iii) demonstrating a pragmatic and realistic approach to the project.

According to the R.1.C.S. (1991) the “"pragmatism and realism" demonstrated by quantity
surveyors is highly valued by clients. Moreover, it is the quantity surveyor’s intimate
knowledge of construction procedures that provide a solid basis for the development of
professional services. The R.I.C.S. (1991) contends that it is the ordered and analytical
procedures required of the quantity surveyor to quantify building work that provides such a

sound basis for construction procedures.

Furthermore, accurate early cost advice was found by the R.1.C.S. (1991) to be an important
requirement of clients in respect of quantity surveyors’ services . This is indeed a challenge
to quantity surveyors, as uncertainty usually exists in the exact needs of the client and with

respect to design aspects at an early stage of the project.

According to the R.I.C.S. (1991) clients require a commitment to cost control, not only from
the quantity surveyor, but from all members of the construction proceés. Moreover, cost
control is more than ensuring that the costs do not exceed the early estimates. Cost |

management includes anticipating problems and informing the client timeously so that cost
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effective solutions can be found and implemented.

The R.I.C.S. (1991) raises the concern of clients regarding quantity surveyors’ integrity.
Clients require quantity surveyors to act independently of other parties to the building
process. Moreover, clients require independent advice from quantity surveyors free from
vested interests. Furthermore, quantity sur(zeyors should carry out their duties as though they

were an extension of the client’s organisation.
4.4 Quantity surveyors’ services

Willis and Ashworth (1987:19) present the definition of quantity surveying according to the
Royal Institute of Chartered Surveyors:
" ensuring that the resources of the construction industry are utilised to the best
advantage of society by providing, inter alia, the financial management for projects
and a cost consultancy service to the client and designer during the whole

construction process. "

Willis and Ashworth (1987:19) list the following summary of the work done by a quantity

surveyor:

(i) Preliminary cost advice and approximate estimating

(ii) Cost planning including investment appraisal, life-cycle costing and value analysis.”
(iii) Contractual procurement and tendering procedures.

(iv) Preparation of contract documentation.

(v) Evaluation of tenders received.

(vi) Cash flow forecasting, financial reporting and interim payments.

(vii) Final accounting and settlement of contractual disputes.

(viii) Cost advice during use by client.
Quantity surveyors act as a link enabling the designer to understand the cost consequences
of the brief, the contractor the construction sequences of the design and the client or building

owner the financial impact of the building (Hinds, 1992).
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Furthermore, Willis and Ashworth (1987) have identified four areas where quantity surveyors
require skill to perform their function namely, economic, légal, technological and
managerial. Economic skill requires that quantity surveyors understand the time value of
money as well as being able to provide advice on cost efficiency in building. Legal skill
incorporates a sound knowledge of law pertaining to building contracts as well as other
aspects of law for the purposes of settling disputes and evaluating the legal validity of claims.
The third skill required by quantity surveyors is of a technological nature. Technological skill
can be described as the knowledge required to understand the building process and the
building products utilised. This skill is important for measuring the building project and
providing comparative cost advice for various aspects of design. Managerial skill is necessary

for the organisation of work and the performance of the administrative function.

Irrespective of the procurement system selected, the quantity surveyor may be required to
perform a combination of any one of the operations as represented in the following sub-

section (Willis and Ashworth, 1987 and Ferry and Brandon, 1991).

4.4.1 Establishing the brief

As discussed earlier, clients such as the secondary inexperienced client, do not possess the
ability to compile an explicit brief. ‘The brief is the most useful tool in establishing the
client’s objectives and consequent requirements. The brief should indicate the client’s needs
in respect of the cost limit, project duration, accommodation and speed of construction.
Establishing these needs will assist in establishing the most appropriate method of
procurement. The briefing process should elucidate the client’s desire to be involved and
their ability to participate in design decisions. Furthermore, the nature of the client can be
established in accordance with the categorisations presented above which will indicate the
level of assistance and communication needed to interface with the client. The quantity
surveyor can use the briefing process as a forum for establishing the client’s requirements

of the quantity surveying function.

Hinds (1992) suggests that the quantity surveyor’s role in the initial stage when the scope of

the project is being formulated is of extreme importance, as it is at this stage when the
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client’s expectations are being formulated with regard to the project performance.
4.4.2 Establishing the budget

Part of establishing the brief is setting the cost limit or budget. The client will require the
QUantity surveyor to estimate the cost associated with the building required. According to
Willis and Ashworth (1987) the quantity surveyor is often presented with incomplete or
vague information to be used as a basis for setting the budget. It is contended that clients
generally remember the first estimate only and become dissatisfied when the costs exceed the
initial estimate irrespective of whether they have ordered changes through the design and

construction of the building.
4.4.3 Assistance in selection of a procurement system

Since the quantity surveyor will assist in establishing the brief, and thus will understand the
client’s primary objectives, advising on the method of procurement is appropriate. Choosing
the most suitable method of procurement in accordance with the client’s requirements will
assist in attaining client satisfaction with the building process. Davenport (1994) states that
the construction professionals are required to guide the client in the selection of the
procurement system which will achieve satisfaction with the investment as well as be
consistent with the élient’s requirements for the level of participation in the process.
Furthermore, Davenport and Smith (1995) purport that establishing the degree to which
clients wish to be involved is critical to the client’s assessment of the level of satisfaction

attained with the construction investment.

The R.I.C.S. (1991) state that in the past quantity surveyors were only involved in the
preparation of bills of quantities. However, the scope of the quantity surveying profession
has grown to include the co-ordination and management of the procurement process.
Furthermore, quantity surveyors should be in a position to inform clients of the various
methods of procurement and advise the client on the selection of the procurement process

most suitable to the client’s objectives.



 4.4.4 Provision of feasibility studies

The purpose of preparing a feasibility report, argue Cartlidge and Mehrtens (1982), is to
provide the client with a sound basis for deciding whether to proceed with the project or to
terminate further development of the project. The feasibility study examines the financial
viability of developing the project by investigating the cost of the project and comparing this
with the expected income that the building will generate. The cost of the project incorporates
factors such as the building cost, the land cost and the professional fees whilst the income
comprises the rentals and tax relief that the building will generate (Ferry ahd Brandon,
1991). Furthermore, it is an opportunity to establish whether it is possible to fulfil the

client’s requirements as set out in the brief under the constraints imposed.
4.4.5 Performing cost planning and control

Billet (1990) contends that cost planning comprises two stages. The first occurs during the
initial stage where the cost limit (budget) is established by the quantity surveyor. This
involves estimating the building cost of the proposed project. The second stage identified by
Billet (1990), is the cost control function, which ensures that the architect designs the
building so that it can be built within the budget. This is achieved by distributing the total
cost of the building across the elements of the building, resulting in a cost target for each
element being established. Thereafter, the quantity surveyor performs cost checks by
comparing the estimafe for each element and the cost target. Where discrepancies are
evident, the quantity surveyor will have to inform the architect and the situation may be
remedied by redesigning the element. By performing regular cost checks, the cost implication

of the design should not exceed the cost limit.

Willis and Ashworth (1987:143) propose that cost planning and control is a
"system of relating the design of buildings to their cost, so that, whilst taking full
account of quality, utility, appearance, the cost is planned to be within the cost limit

of expenditure. "
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4.4.6 Preparation of documentation for construction process

Irrespective of the method of procurement, contract documents will need to be prepared. In
the case of the traditional method of procurement, this includes preparing bills of quantities.
Bills of quantities are prepared based on the drawing available and must take into account
a description of the work and the relevant quantities in accordance with a standard system
of measurement. Quantity surveyors should be adept at preparing specialist bills.
Furthermore, the method of procuring will dictate the documentation required. Therefore,
quantity surveyors should be sufficiently versed in creating building contracts to fulfil their
specific purpose. For example, a quantity surveyor’s services may be required under the
"design and build" procurement method to create a specification or brief that the contractor

can use to build from.
4.4.7 Preparaﬁon of cost reports

Compilation of cost reports at all stages of the procurement process perform the function of
informing the client and other members of the building team of the current financial pbsition.
Cost reports can be considered a medium for conveying construction cost advice to the client.
Cost reports will reflect the stage of the contract and the payments to the contractor, thus

reporting on progress with respect to the financial position of the contract.

4.4.8 Preparation of interim valuation certificates

The quantity surveyor is responsible for administering interim payments to the contractor.
Willis and Ashworth (1987) state that quantity surveyors prefer the contractor’s surveyor to
prepare an application for an interim pa)'/ment. The quantity surveyor is responsible for

' paying the contractor an amount that represents the work done for the prescribed period. It

is important that the amount verified for payment truly reflects the work undertaken by the -

contractor, to prevent the contractor leaving site before finishing the work. Furthermore,
interim valuations are important to the contractor, as it may have consequences on his/her

cash flow.
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It is imperative that quantity surveyors perform this function responsibly, as the client relies

on the accuracy of the interim valuations so as not to over-pay the contractor.
4.4.9 Settlement of the final account

Where bills of quantities have been used, a final account will have to be agreed. The quantity
surveyor processes all the variation instructions from the architect, any provisional items, day
work and overtime to establish amounts to be added and deducted from the contract sum.
Once the final account has been prepared it is sent to the contractor for approVal. Willis and
Ashworth (1987) caution quantity surveyors that often the contractor’s record of variation
instruction and other such information differs from that of the quantity surveyor. This results
in a dispute in payment which must be resolved through negotiation. It is necessary for
quantity surveyors to keep accurate records of all information necessary for the final account
and also to keép clear records of how the final account sum was arrived at (Willis and
Ashworth, 1987). |

Willis and Ashworth (1987) state that where bills of quantities are not used, the principles

remain the same when applied to a schedule of rates.
4.4.10 Life cycle cost analysis

Clients are not only concerned with the.initial construction cost, but also the future
maintenance and energy implications of the design. Life cycle cost analysis is a modelling
technique which examines the cost of alternative design specification by considering the
future cost of maintenance (Ferry and Brandon, 1991). The quantity surveyor, when
comparing the future costs of design alternatives, will not only take maintenance costs into
- account, but also tax relief, opportunity costs énd inflation, amongst other factors. Cost
analyses of this nature provide the architect and the client with information which will assist

in making better design decisions.

Facilities management is concerned with optimising the design, management and planning

of buildings to enhance the organisation’s ability to meet its objectives. Quantity surveyors
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possess the necessary skills for performing the tasks of a facilities manager, which may
include functions as diverse as: space planning,_ space and furniture standards setting, project
management (administration and implementation), scheduling, construction management and
ongoing maintenance %11magement. At the planning stage of the design process possibilities
for future changing accommodation needs should be considered to optimise accommodation
flexibility. Mole and Taylor (1993:29) contend that organisations are beginning to consider
their property

"as an important resource that needs to be incorporated into strategic business

planning at the highest level. "
Construction professionals are criticised for not having drawn clients’ attention to this
previously. It is suggested by Mole and Taylor (1993) that quantity surveyors should provide
a broader and more management orientated service incorporating such ideologies as those
contained in facilities management. Facilities management can be considered a new

development within the body of knowledge of life cycle costing.
4.5 Client expectations of quantity surveyors’ services

Ferry (1978) states that the more experience a client has with the building industry the lower
his/her expectations are likely to be. Moreover, Ferry (1978) contends that the lower the
client’s expectations are the more chance there exists of such being fulfilled.

Ferry (1978) lists several possible reasons for clients having expectations that are beyond the

achievement of the building industry, moreover the quantity surveying profession, namely:
|

(i) clients expect that in an industry such as this, where the building process has existed over

hundreds of years, that organisational and technological problems have been solved. That

is, clients expect that quantity surveyors will know exactly the cost and time implications of

every unique building project.

(ii) the architect’s objectives will be the same as the client’s.

(iii) the quantity surveyor will act as a financial advisor and will strictly control the project
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(iv) membership of a firm to a professional organisation will guarantee excellent professional

performance.

(v) large construction organisations are well managed and are capable of achieving the

project on time, within the budget and high quality in building.

(vi) experienced professionals will use their prior experience to provide accurate and not

over-optimistic proposals for cost, time and building standards.

Whilst the expectations above appear to be reasonable, Ferry (1978) states that it is the
professionals who have caused such expectations to be illusory. Ferry (1978) contends that
the interests of the client have not been repfesented during the evolution of the industry, but
rather the interests of the architects and the contractor. Architects are criticised for focusing
on their own objectives when designing rather than having the interests of the client at heart.
The adoption of such an approach where the interests of parties other than the client are of
central focus, negates the entire possibility of delivering a quality service and attaining client

satisfaction.

Furthermore, clients rely on accurate estimating where such are described by Ferry (1978)

as being no more than “subjective forecasts." Ferry (1978:9) provides the- following quotation
for lack of client satisfaction: |

"the basic single reason for lack of client satisfaction is that the members of the

professional team and contractor have other and more important goals - profitability,

an easy life, safeguarding of professional areas from each other and outsiders,

maintenance of professional procedures and the satisfying of their own professional

needs. "

Despite the possibility of dissatisfaction, the British Institute of Quantity Surveyors, as it was
known at the time, had no complaints against any member by a dissatisfied client. Many

reason exist for such a record. Based on the literature presented in Chapter 1, dissatisfied
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customers do not complain to the offending firm, they do not return. Moreover, negative

word of mouth comments to other possible clients are often where complaints are aired.

Shannon (1978) draws a distinction between the expectation that clients have of the building
industry in terms of the expectations clients should have against those clients do have. The

expectations held by clients when entering an agreement with a consultant are listed below.

(i) the consultant should view himself as an extension of the client’s organisation and behave

accordingly.

(ii) the consultant should measure the success of the project by the degree of satisfaction
attained by the client rather than by the extent to which the consultants own prestige is

enhanced.

(iii) the consultant should understand that the reason clients engage the services of a
professional is owing to the fact that they are unable to perform the tasks themselves and

therefore are vulnerable if the consultant is negligent or deficient.

(iv) the consultant should acknowledge that the client has constraints such as time and cost

and be sensitive to such factors.

(v) all work relating to the project should be undertaken with the latest technology without

using a project as an opportunity to test a new system.

(Vi) the consultant should ensure that work undertaken by sub-consultants are of the same

quality and thus not a scapegoat for apportioning blame.

(vii) the consultant should apply the same degree of diligence on documentation and

supervision as that spent on design.

(viii) the consultant should possess the ability to inform client and other consultants of

mistakes timeously to facilitate correction.
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Shannon (1978) proposes that in order to achieve client satisfaction the consultants themselves
should know whether they are capable of fulfilling the client’s brief. Moreover, he criticises
the level of service provided by stating that consultants should be aware of the perceptions
of those unsophisticated clients who expect to get the professional service that is being paid -
for. !

4.6 Delivering a quality service

Kemp (1992) contends that‘ implementing a quality management programme for quantity
surveyors’ services will prove advantageous. Installing a programme of such a nature means
achieving quality by meeting the client’s requirements. Kemp (1992) contends that quality
management is the tool for consistently and reliably achieving client satisfaction. It also
provides the client with confidence in the quantity surveyor’s practice as all quality

management pfocedures are presented to a third party for scrutiny.

Wagstaff (1992), a practising quantity surveyor, discusses the implications of the
implementation of a quality programme. The programme subscribed to presents procedures
for all aspects of work and for all members of staff, Wagstaff (1992) states that upon request
for services, a partner of the firm establishes the client’s requirements. This is documented
and includes exactly which services are required as well as the terms and conditions under
which such service should be carried out. The surveyor in charge of the project then
proposes a quality plan which is checked and countersigned by the relevant partner. The
actions required to fulfil the plan need to be checked against the firm’s available resources

to ensure that the client is not promised a level of service that cannot be attained.

A quality management programme such as the one presented above by Wagstaff (1992)
ensures that the client receives the correct service at the first attempt, and minimises
expensive and abortive work (Kemp, 1992). A successful quality programme requires

continued commitment at every level of staff throughout the organisation.

From a marketing perspective, both Kemp (1992) and Wagstaff (1992) agree that a quality

management programme demonstrates to clients the organisation’s commitment to performing -
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the service reliably and consistently. Moreover, a total quality management programme is
indicative of the commitment to meeting client requirements on every project and thus
ensuring client satisfaction. Davidson (1992) concurs that the impetus of service quality is
placing the client’s needs first and performing the service correctly consistently (ie. getting

it right the first time). -

Grice (1992) states that to achieve a successful outcome, commitment from the top down and
throughout the organisation must be assured. Furthermore, sound initial advice as well as a
realistic budget and programme, together with management’s commitment, will result in

client satisfaction.

Davidson (1992) contends that client’s expectations of construction on time, to specification
and within budget creates a need for quantity surveyors to perform services accurately and
reliably. The service provided should be tailored to suit the needs of the clients. Clients of
the building industry are concerned with the project "fitness for purpose" and value for

money.
4.7 Summary of findings
A summary follows of the main points raised in Chapter 4.

(i) Clients differ according to whether their spending is of a public or private nature. Public
sector clients are accountable to the public, the external client, for public money. Public
sector clients usually follow an established routine when procuring buildings and thus, require

quantity surveyors to follow suit.

(ii) Clients also differ according to their level of experience in procuring buildings. The
inexperienced clients may require more assistance in establishing their requirements in
respect of building and the service required. Experienced clients usually have an

understanding of the building industry and are capable of formulating a complete brief.

(iii) Clients can be separated into primary and secondary constructors. Primary constructors
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build regularly for their own investment purposes where secondary constructors procure a

building for their own use or occupation.
(iv) Combinations of the above categories exist and the needs vary accordingly.

(v) Client’s primary requirements are considered to be cost, time and quality. However, these
objectives are interrelated and conflicting, and it is often impossible to maximise one without

compromising another.

(vi) Quantity surveyors are employed for their expertise in dealing with the cost related

aspect of building, one of the client’s primary objectives.

(vii) Quantity surveyors are expected to carry out their tasks as though they were an

extension of the client’s organisation.

(viii) Quantity surveyors offer a broad range of services which begins at the inception stage
with establishing the brief, involves practising cost planning and control ie. keeping the
project within the budget, preparing interim valuation certificates and settling the final

account.

(ix) Quantity suweyofs require economic, legal, managerial and technological skill.

}
(x) Quantity surveyors are particularly well skilled in assisting the client in establishing
his/her needs and requirements and thereafter, in assisting the client in choosing the most

appropriate method of procurement.

(xi) A means of achieving service quality in the quantity surveying profession is by
implementing a quality management programme. This is a tool for consistently meeting the
client’s requirements and thus, keeping the client satisfied. A programme of this nature

indicates to the client the quantity surveying firm’s commitment to client satisfaction.
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4.8 Conclusion

Client expectations will depend on the nature of their organisation. Experienced clients are
likely to be aware of the performance of the construction industry and more specifically, the
level of service offered by the quantity surveyor. Quantity surveyors need to elucidate client
requirements at the initial stage of the building process. Furthermore, both needs and
objectives in respect of the building project and more specifically, quantity surveyors’
services should be established. Clarity of this nature provides the quaﬁtity surveyor with a |
greater understanding of client expectations. The establishment of such expectations affords
the quantity surveyor a better opportunity for tailoring service to suit the client’s needs. This |
philosophy is the foundation of a quality management program which involves consistently -
meeting the client’s requirements. Installing a quality programme in the quantity surveying
profession as proposed above will facilitate delivering a high quality service and thus, achieve

client satisfaction.
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CHAPTER 5: THE PRACTICE OF QUANTITY SURVEYING SERVICE IN SOUTH
AFRICA ‘

5.1 Introduction

In Chapter 4, a literature survey was presented focusing on the theory of quantity surveying
practice, taking into account local and international research. However, owing to the
similarity of the construction industry locally and abroad (for example, the United Kingdom
and Australia), Chapter 4 may be considered to have emanated from an international
perspective. For this reason, Chapter 5 serves to specifically investigate the level of service

quality as well as aspects of service causing dissatisfaction in South Africa.

In order to establish current practice in South Africa, research in this field needs to be
identified. The sources for such research should emanate from the building industry or the
academic institutions and thence manifest itself in journal articles, conference proceedings
and occasional working papers. The preparation of the literature survey pertaining to this
chapter presents a finding worthy of note, that being, that a paucity of research and
published material in the field of client satisfaction and service quality exists in the provision

of quantity surveyors’ service in South Africa.

Having discovered that a dearth of information exists, the research that has been documented
is presented. However, despite the paucity of information on client dissatisfaction with
quantity surveyors’ service, where clients have indicated their dissatisfaction, it is of a
vociferous nature. This indicates that client dissatisfaction is evident, yet only limited
research and published material exists on this topic. Furthermore, service quality in the
provision of quantity surveyors’ service has received no attention in South Africa. Having
discovered the paucity of literature, this provides a strong motivation for the research at
hand.

In this chapter, the client body will be discussed, areas of dissatisfaction presented as well

as the current research into the marketing of quantity surveyors’ services, presented.
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5.2 South African building clients

Myataza (1994) presents an investigation into the types of building clients in South Africa
and their respective nqeds. This study provides a rare insight into the nature of the building
client. No other documentation of the categorisation of South African building clients exists
to this extent. Although Myataza (1994) draws upon literature of an international nature to
identify client categorisation, South African building clients are grouped accordingly.
Furthermore, Myataza (1994) conducted informal interviews with 53 clients out. of
api)roximately 200 cliénts registered with the South African Property Owners’ Association
(SAPOA). SAPOA is the only association representing construction clients in South Africa.
It is possible that more clients exist, but are not members of this association. Clients’ needs
in respect of building requirements were surveyed, as well as, those needs of quantity
surveyors, architects and contractors. Myataza drew a distinction between private and public
sector clients. According to Wolf (1978), Myataza (1994) presents the categories of habitual,

periodic and novice client.
5.2.1 Habitual clients

Habitual clients are those organisations who have an annual commitment to the construction
industry such as pro‘_perty developers, insurance houses and investors, amongst others.
Examples of these clients include organisations such as Sanlam, Old Mutual, Foschini and
Pick and Pay. The {'former two organisations are insurance houses and the latter two
organisations are chaiﬁ stores: a clothin_g retailer and a home store. Habitual clients generally
have their own specialised project ‘management team who are highly experienced and

qualified in the building industry.
5.2.2 Periodic clients

Periodic clients are those who build for their own spatial requirements but do not have a
continued commitment to the building industry. The types of development periodic clients
procure would include building their own head-quarters, factories, office accommodation,

amongst others. These clients usually have staff who have been involved in procurement
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before, yet still require the primary assistance of consultants. Myataza (1994) states that these
clients can be considered to be "owner-occupier” since their building requirements are:

connected with their réquirements for production of goods and services as the case may be.
5.2.3 Novice clients

Novice clients generally build for their own spatial requirements, but require greater support
from the building consultants as their knowledge of, and involvement in the building industry
is limited. Novice clients have one-off, or infrequent engagements with the building industry,
where the procurement of larger residential property is developed for their own spatial

requirements.
5.2.4 The public client

Myataza (1994) indicates the dichotomous nature of public sector clients vis a viz the public
sector client per se and the public corporate client. The public sector’s requirement for
building is two dimensional, namely, the procurement of schools, hospitals and housing,
amongst others, in terms of serving the public. Secondly, these clients procure for their own
spatial requirements, such as office accommodation and depots. Many public sector clients
such as the Public Works Department and large municipalities have their own professional
staff including quantit;y surveyors, architects and engineers. Occasionaly such departments

enlist the services of ¢onsultants outside of their organisation.
5.2.4.1 The public corporate client

The public corporate client has evolved in South Africa due to the nationalisation and
privatisation policies. These clients indicate features of both private and public organisations,
in that, whilst being listed on the Johannesburg Stock Exchange, they also provide social
welfare services. Examples of the South African public corporate client include Escom,
Telcom and Iskor (Myétaza, 1994). o

113



5.3 Client satisfaction with quantity surveyors’ services
5.3.1 Intervention of the Association of South African Quantity Surveyors

With the numerous problems facing the construction industry and the quantity surveying
profession specifically, the Association of South African Quantity Surveyors (ASAQS)(1990)
proposed a strategic plan for quantity surveying practices. In so doing, the ASAQS proposed
a mission statement, goals and objectives. Moreover, the opportunities and threats facing the
profession were also addressed. A weakness presented by the ASAQS included that clients
.perceive the profession to be delivering an inferior service. Furthermore, clients perceive a
reluctance by practices to adapt to changing client requirements. Additional to this, were the
problems relating to overrunning the budget, slow preparation and settlement of the final
account. The strategic plan provides a insight into the awareness of the ASAQS for the
growth of their profession and their appreciation of the problems facing the industry.
Moreover, the ASAQS (1990) indicaté that a lack of marketing skills is prevalent and that
a requirement of future quantity surveying practices will be the employment of market

research specialists to investigate client ratings of their service.

The objective of the 1991 Conference of the Association of South African Quantity Surveyors
was to reformulate a strategic plan for the profession in the "new South Africa.” This
included papers being presented on the future role of the quantity surveying profession by
a prominent client of the industry, an architect, a contractor and a marketer. Other papers
were also delivered by quantity surveyors where insights were provided into the future of
quantity surveying. Emanating from this conference, several points were raised which related |
to client satisfaction with the delivery of the construction industry and more specifically, the

quantity surveying profession.

The section that follows presents the areas of client dissatisfaction with quantity surveyors’

services.

114



5.3.2 Factors causing dissatisfaction with quantity surveyors’ service

(i) Work reservation agreements between professionals

Bester (1991) raises the issue of work reservation between quantity surveying and
architectural practices. Architects are often the first construction consultant that the client
approaches. This presents the opportunity for architects to recommend quantity surveying
practices. As a result of this relationship, quantity surveyors may choose to maintain good
relations to secure future work. This would incorporate acting as a "gate-keeper" for the
architect on construction projects and concealing problems that the client may otherwise have
been informed of. Therefore, a relationship of this nature does not serve the interest of the
client as it results in a tendency to keep the architect satisfied, in the interests of procuring

future work.

(ii) Provision of poor quality

Bester (1991) calls for the inclusion of guidelines for the provision of quality work.
Furthermore, due to dissatisfactory service, he suggests that quantity surveying practices
should be mindful of the level of expertise held by their employées. The production of work
by inexperienced quantity surveyors results in poor quality and thus, client dissatisfaction.
Hindle (1996a) agrees with the contention that the level of quality in all aspects of the
building process has declined, referring to design information and contract documentation,

amongst others.

(iii) Lack of innovative service

Ritchie (1991) suggests that quantity surveyors inform both the client and the architect of the
possible services available. He states that quantity surveyors need to be innovative in their
service provision, as areas exist for providing additional service. Furthermore, Ritchie (1991)
indicates, that as an architect, he too wishes to be informed of the services available.
Quantity surveyors should not assume that all clients and architects are informed of the
services available. He purports that this should improve the entire service provision offered

by quantity surveyors and would show a pro-active approach to cost management.
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(iv) Lack of teamwork

Ritchie (1991) indicates a lack of teamwork on the part of the quantity surveying profession.
Furthermore, as an architect, he has found that supporting the architect as opposed to
usurping their position in meetings, provides a greater opportunity for future
recommendation. Fraser (1991), in agreement with Ritchie (1991), states that teamwork is
essential to providing a high quality service. Rowley (1995), relating the views of a
prominent building client, states that the success of any building project relies upon the team
members working harmoniously and toward a common purpose. She criticises the consultants
for being too involved with substantiating claims, interpreting and redefining conditions of
contract. The misdirection of these highly skilled consultants is not conducive to rendering

the client satisfied.

(v) Reactionary nature and limited responsibility

Bester (1991) criticises the quantity surveying profession for being reactive and unwilling to
accept responsibility. A dynamic approach to quantity surveying service is called for. Fraser
(1991) agrees with Bester (1991), indicating that the provision of service by the quantity
surveying profession tends to be reactive, following rather than leading. He suggests that the

quantity surveying profession invest in strategic and visionary thinking.

(vi) Lack of client focus

Fraser (1991) suggests that quantity surveying practices need to subscribe to the philosophy
of "Client is King." To this end, Simpson (1991) supports Fraser (1991), indicating that
quantity surveyors need to understand the requirements of their clients and adapt their

services to suit the same. This is essential in the maintenance and growth of the client base.

(vii) Function as a cost manager

Ritchie (1991) calls for the quantity surveyor to perform the function of cost manager as
opposed to that of a "cost historian."” One of the client’s main objectives is in respect of cost,
that is, keeping within the budget and achieving value for money. The early warning of cost
implications is necessary in keeping the préjéct within budget, and thus keeping the client
satisfied. Being termed a "cost historian" indicates that quantity surveyors fail to warn client

and architects timeously of cost overruns.
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(viii) The inflationary nature of the Haylett Formula

The Haylett formula, invented and supported by quantity surveyors, is utilised for adjusting
tender prices to reflect escalation over time in the building industry. Bester (1991), a
prominent building client, criticises the quantity surveying profession for surrendering to and
accepting the notion of inflation. He suggests that the reason that the Haylett formula has not
been removed, is that the professionals have a vested interest in inflation. Bester (1991)
proposes that quantity surveyors are ideally set to call for the abolition of the Haylett formula

and move toward fixed contract prices.

(ix) Relation of fee structure to construction cost

Bester (1991) criticises the linkage of fees to the construction cost. He states that this does
not serve the purpose of keeping down costs and thus, providing value for money. Moreover,
the linkage of fees to construction costs presents a motivation for increasing such cost
unnecessarily. Furthermore, the work involved in specifying higher quality finishes does not
incur extra work for the consultants, yet this will result in a higher fee charged, based on the

increased building cost.

(x) Professional protection

Hindle (1996b) contends that work reservation by the professions is a contributing factor to
client dissatisfaction. He states that traditional methods of delivery, devised to create work
for the professions, has obscured the importance of placing the client’s needs at the centre
of the transaction. A customer driven philosophy may produce alternative methods in the
building delivery process. Hindle (1996b) proposes that leadership, as opposed to
fragmentation, would assist the compilation of a business strategy for growth. Furthermore,
he suggests deregulation of the profession, permitting natural business forces to prevail. The

resulting competition should amount to better service and thus, greater client satisfaction.
5.3.3 Research into the marketing of quantity surveying services

Simpson (1991), a marketer, was invited to deliver a paper at the 1991 conference of the
ASAQS. To this end, he explained the importance of the professional service sector

indicating that marketing was more than advertising or public relations. This paper clearly
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specifies that marketing success occurs as a result of a customer-driven philosophy.
Moreover, the knowledge of customer identity, their specific needs and the appropriate
service are the means by which organisations maintain their client base and expand it in the
future. Since Simpson (1991) is particularly interested in marketing professional services per
se, the incisive insights into quantity surveying services that may have been presented, is

thus, absent.

Phillips (1990) presents a strong motivation for the marketing of quantity surveyors’ services.
The paper outlines the importance of fulfilling the client’s needs rather than fulfilling the -
needs of the "producer or seller.” Phillips (1990) highlights the increasing sophistication of
the selection, appointment and replacement of quantity surveying firms. Essentially, this
paper deals with guidelines for marketing the professional services of quantity surveyors
whilst remaining within the boundaries of professional ethics. From a purely marketing
| perspective, Phillips (1990) states that the provision of service quality is not sufficient for
maintaining or expanding the client base, indicating that a pro-active approach to marketing
is required. Furthermore, the provision of service quality is termed "minimal marketing"” as
it fails to employ further marketing procedures for extending the client base. This contention
cannot be fully supported as the provision of service quality underpins a marketing drive.
Moreover, marketing may attract prospective clients, but without the provision of 'high
service quality new clients will become disillusioned. This is supported by the theory of
client satisfaction presented in Chapter 2, where it was proposed that over exaggeration of
the service when marketing will result in higher expectation and thus greater dissatisfaction.

Therefore, high quality service is the foundation of a marketing drive.

Bowen and Rwelamila (1995) investigated the marketing development of consultancy firms,
including quantity surveyors, in South Africa. To this end they found that a paucity of
literature on, and empirical studies in, the marketing of quantity surveying service. The

findings of their empirical study indicated that two-thirds of quantity surveying practices do
| not subscribe to a marketing philosophy where the organisation does not possess a marketing
department or persc')n- responsible for such practicé. Contrary to this finding, Bowen and
Rwelamila (1995) found that quantity surveyors subscribe to a client-orientated philosophy.

This research is at the forefront of marketing research in the provision of quantity surveyors
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service and provides a useful insight into further work.

5.3.4 Client and archf_’tect satisfaction with construction cost advice

Procter and Bowen (1992) present the findings of a national postal questionnaire survey
investigating client and architect satisfaction with construction price advice. To this end, they
state that most research in South Africa has concentréted on principles and techniques of
construction cost advice, but have failed to investigate users’ needs and requirements in
respect of such service. Procter et al. (1993) found that a gap exists between clients’,
architects’ and quantity surveyors’ perceptions of construction cost advice, in respect of the
provision and communication of such. This perceptional gap has resulted in client and
architect dissatisfaction. Whilst this research was at the forefront of client satisfaction, it
failed to investigate client satisfaction with post-tender services. Moreover, the study was
framed within the scope of the traditional method of procurement. Procter et al. (1993)
introduced the concept of service quality. However, only a brief reference to service quality
was presented. Two service delivery dimensions, namely, communication and
knowing/understanding the customer were investigated. These two papers, however, present
the first study into client and architect satisfaction with quantity surveyors’ service in South

Africa, as such.
5.3.5 Provision of quality

Scott (1990:13) states that the survival imperative is "to provide excellence in service."
During a period where South Africa is experiencing high interest rates, high taxation, high
inflation and high salary demands, amongst others, it is important that the quantity surveying
profession becomes "relevant and indispensable. " Scott (1990) proceeds with several points
for the preservation of the quantity surveying profession, namely, with regard to fee
negotiation, being adequately geared to deal with the pending changes in South Africa,
insisting on more comprehensive drawings and information, and investigating lump sum and
packa{gé deals for additional work. In the summation of the relevant points pertaining to the
paper, Scott (1990) fails to focus on the importance of service quality, previously referred
to as being important.
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Alman (1989) presents research into the barriers to quality in the South African building
industry. Whilst this research focuses on quality in the delivery of the building industry as
a whole, it does not investigate any aspect of client satisfaction with quantity surveyors’

services.
5.3.6 Future quantity surveying services

Two schools of thought exist into the future of the quantity surveying profession. Firstly, that
quantity surveyors increase their opportunities by moving toward project development, and
secondly, that quantity surveyors broaden their service provision. Quantity surveyors are
dissatisfied with the lack of profitability of pursuing this profession. The move toward project
development would be more lucrative, but would resuit in a choice being made between
consultancy and project management. By undertaking project management, quantity surveyors
are competing with their clients for projects and thus, acting as consultants, at the same time
would lead to a conflict of interest (Anon., 1995). Some quantity surveyors feel that to be
pro-active in selling a project idea to a developer is time-intensive. Once the developer takes
on the project that has been researched by the quantity surveyor, he/she stands to make a

profit as a result of the quantity surveyor’s proposal (Anon. 1995).

Garret (1986) undertook a research project investigating the present and future potential of
the quantity surveying profession. Although a brief literature research was presented, the
conclusion of the thesis was that the quantity surveying profession should change its approach
from a traditional one to comply with "current thinking." To expand, Garret (1986)
recommends that quantity surveyors should specialise in appropriate fields such as insurance,
tax and valuations. Furthermore, quantity surveyors should market their services with the

intention of informing clients of the services available and the associated costs.

Garrett’s (1986) dichotomous approach to the future of quantity surveying in South Africa
includes a public-relations approach by the profession and a service-orientated approach. The
former approach would serve to improve the image of the quantity surveying profession.
Furthermore, he suggests that the professional association governing quantity surveying

practice should also attempt to inform clients of types of services available and the associated
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costs in the form of fees. Professional bodies would operate from a collective budget, far
greater than the budget held by an individual firm, and thus, use this advantage to promote
public relations.

Garrett (1986) investigated the options available to quantity surveyors such as valuation,
investment analysis, building tax consultancy, valuation surveying, building insurance
consultancy amongst others. These proposals indicate that a future exists for quantity

surveyors that is not necessarily part of quantity surveying practice, per se.

Naude (1994) submitted a research report entitled “the quantity surveyor, his practice and
administration. " In this research report, Naude (1994) attempts to direct quantity surveyors
into developing a successful practice emphasising the importance of the client to the future
of the construction industry, and more specifically, to the quantity surveying profession.
Furthermore, it is proposed that clients should be surveyed to establish their opinion on
service provision as well as to elucidate their requirements. Having established their
requirements in terms of service provision, quantity surveyors should set about meeting and
exceeding these requirements in order to achieve client satisfaction. Thereafter, quantity
surveyors should monitor the service provision by means of constant communication with the

client body as well as establishing feedback mechanisms to this end.

Naude (1994) emphasises the importance of the intangible aspects of service delivery such
as neat appearance of staff as well as tidy and modern office space. Although, the intention
of Naude’s study is to provide guidelines for delivering a high quality service, the research
itself does not contain any empirical study as to the current level of service quality in the

quantity surveying profession in South Africa.
5.4 Summary of findings

(i) Clients are dissatisfied with several areas of quantity surveying provision. This includes:
: work reservation agreements between professional practices
: provision of poor quality service

: lack of innovative service
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: lack of teamwork

: the reactionary nature of quantity surveyors

: the culture of the adoption of limited responsibility
: the lack of client focus

: the lack of cost implications timeously

: the inflationary nature of the Haylett formula

: the linkage of construction cost to fees charged

: protection of the professionals

(ii) The Association of South African Quantity Surveyors have undertaken strategic planning
wherein areas of dissatisfaction experienced by clients are featured. Therefore, it would
appear that quantity surveyors are indeed aware of client dissatisfaction with the provision

of quantity surveyors’ service.
(iii) Quantity surveyors in South Africa do not subscribe to a marketing philosophy

(iv) Client and architect dissatisfaction has been established with the provision of construction

cost advice.

(v) Marketing the quantity surveying profession can also be considered the responsibility of

the professional body, namely the ASAQS.

(vi) The importance of providing service quality, that is meeting the client’s needs, is
suggested as being the tool for the future growth of the profession. Furthermore, quantity
surveyors should monitor service provision through constant communication. Moreover, a

feedback mechanism for establishing satisfaction is recommended.

(vii) A paucity of literature on service quality in the provision of quantity surveying service

in South Africa is noted.
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5.5 Conclusion

Two major conclusions are apparent from the presentation of this chapter. Firstly, a paucity
of published material ‘lexists on the provision of service quality in the quantity surveying
profession. This is not to say that the quantity surveying profession is not aware of the
importance of a customer-driven philosophy. This is demonstrated in the adoption of
“strategic planning" as being the subject of the 1991 Conference of the ASAQS.
Furthermore, marketing was found to be employed to a lesser extent. In many ways, the
quantity surveying profession is bound by its own perception of professionalism, which
excludes the importance of focusing on a marketing perspective, generally, and service

quality perspective, specifically.

Secondly, it was found that there are numerous other specific problems causing client
dissatisfaction. Furthermore, there are problems within the quantity surveying profession
such as lack of team work, lack of client focus, behaving in a reactionary manner, cost
reporting instead of cost management, inflationary fees and a lack of predisposition toward
keeping the client satisfied. The problems emanating from the literature in South Africa
suggests that problems experienced by clients in South Africa are not far removed from those

experienced by their counterparts abroad.

The presentation of the findings suggest that issues surrounding service quality in the
provision of quantity surveyors’ services are not being addressed, yet a need for such exists.
This is due to the fact that client dissatisfaction exists together with the paucity of literature

available in South Africa.
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CHAPTER 6: QUANTITY SURVEYING PRACTICE: PILOT STUDY

6.1 Introduction i

The presentation of ¢hapter 5 indicated areas of client dissatisfaction germane to South
Africa and the apparent lack of research. Whilst Chapters 2 through 5 presented the literature
pertaining to satisfaction, service quality and quantity surveyors’ services, Chapter 6 provides
the beginning of the empirical study which is contained in the following two Chapfers. This
chapter contains the results of the pilot study which took the form of an interview survey in
the Western Cape. Ten client representatives and ten quantity surveyors participated in this
survey. This chapter serves to provide an indicator of the problems within the area of service
provision. This is followed by Chapter 7 where the findings of the national questionnaire

survey on service quality is presented.
6.2 Research objectives of the pilot study
The objectives of the pilot study may be listed as follows:

(i) To establish indicators into the selection criteria used by clients when employing quantity

surveying firms and quantity surveyors’ perceptions of the same.

i
i

(ii) To provide a preliminary examination of client expectation and their perception of

performance.
(iii) To establish an insight into client preference with regard to selected service attributes.
(iv) To investigate possible indicators of client satisfaction with quantity surveyors’ services.

(v) To provide a preliminary insight into client perceptions of service performance and

quantity surveyors’ perceptions of the same.
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(vi) To use the findings of the pilot study to assess the relevancy of the application of the
SERVQUAL Instrument.

6.3 Research method'ology

Candidates for the pilot study were selected from the Association of South African Quantity
Surveyor’s (ASAQS) and South African Property Owners’ Association’s (SAPOA) mailing
lists in the Western Cape area. A list of possible respondents was compiled randomly to
represent a cross section of clients and quantity surveyors. The client group represents
private and public sector clients, experienced and inexperienced, as well as primary and
-secondary clients. The quantity surveying firms selected represent small to large practices.
Respondents were telephoned to seek cooperation, and thereafter appointments were made
with senior partners, in the case of quantity surveying practices. In the case of client
organisations, the representative most directly involved with the quantity surveyor on their
building projects was interviewed. This culminated in ten client organisations and quantity
surveying practices respectively agreeing to be interviewed. Furthermore, all interviewees
were male and thus, references in the text to such respondents will be in the corresponding

gender.

Whilst it may be arg'ued that ten respondents from both the client and quantity surveying
group do not constitute a large sample, it is was considered sufficiently large for the purposes
of establishing indicators and trends in a pilot study. Whilst no conclusive findings can be
made, the pilot study provides a foundation for the main study, namely, the national survey
presented in Chapter 7. Furthermore, the respondents to the pilot study reside in the Western
Cape area and more specifically, in Cape Town. Cape Town isv the capital city of the
Western Cape province. The Western Cape represents the province with the second largest
number of clients and quantity surveyors. For the purposes of this study, it was decided that
respondents from the Western Cape would equally represent the views of clients and quantity

surveyors situated elsewhere geographically in South Africa.

Questionnaires were compiled for both the client and the quantity surveying group. Having

compiled the questionnaire aimed at the client group, the questionnaire used for the quantity
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surveying interviews followed the former save that the intention was to establish quantity
surveyors’ perception of client responses. Thus, where clients were asked their perception
of an aspect of service, quantity surveyors were asked to state their perception of client

response. This served to fulfill the fifth objective of the pilot study.

The questionnaires were designed around issues emanating from the literature and contained

five parts respectively which can be listed as follows:

Part 1: Selection criteria
The questions contained in Part 1 attempt to provide an insight into the selection criteria used
by clients for employing quantity surveying practices. The questionnaire designed for the

quantity surveying group surveys their perceptions of the selection criteria used by clients.

Part 2: Client requirements

Part 2 of the questionnaire was designed to inquire into client perception of the extent to
which quantity surveyors’ services fulfill their needs. Clients were asked to state how
quantity surveyors ascertain their needs, whether this is a satisfactory method, and lastly,

how clients would prefer this to be established.

Part 3: Communication of range of services available

The purpose of this part of the questionnaire serves to inquire into the extent to which
quantity surveyors extend their service beyond the core service. Quantity surveyors were
asked whether they inform their clients of the services available or whether they assume them
to be informed. Furthermore, clients were asked whether being informed of the services

available would impact of their level of satisfaction.

Part 4: QS and client role in the Design Team

Questions in Part 4 focus on participation of the client and the quantity surveyor in the design
team. Firstly, the quantity surveyor’s role in the design team is questioned and the client’s
perception of that aspect of service is discussed. Furthermore, the relationship between

treating the client as a valuable member of the design team and client satisfaction, is pursued.
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Part 5: Satisfaction attained

Whilst the first four parts of the questionnaire sought to provide a greater understanding of
the possible aspects of service which may affect satisfaction, Part 5 focuses on the methods
employed by quantity surveyors in investigating client satisfaction. Questions are asked to
elucidate whether quantity surveyors enquire about client satisfaction and, if so, the method
employed in so ‘doing. This would indicate the quantity surveyors commitment to client
satisfaction. Furthermore, clients were asked to indicate what aspects of service result in
satisfaction and dissatisfaction, as well as to suggest possible improvements to quantity
surveyors service. Lastly, clients were asked to rate their level of satisfaction whilst quantity
surveyors were asked to indicate their perception of client satisfaction. The purpose serves
to illuminate whether a gap exists between clients’ and quantity surveyors’ perception of

satisfaction and service quality.

To facilitate the accurate recording of responses, the questionnaires were designed to include
both open and closed questions. The open questions permitted respondents to render their
own points of view, which were not prompted by a range of possible answers contained in
the questionnaire as was the case for the close-ended questions. For the majority of close
ended questions, proposals were suggested with a five point scale ranging from always,
frequently, occasionally, seldom to never. To promote the presentation of the findings, the
responses, where applicable, have been divided into two groups, namely, always and
frequently, and occasionally, seldom and never. The questionnaire used for the client and

quantity surveyor interviews are contained in Appendix B and C.

Having established the objectives and methodology employed, the findings of the pilot study
are presented.

6.4 Findings of the interview survey

The findings of the pilot study are presented according to the questions posed, which are

recorded in italics with the question number.
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6.4.1 Selection basis of QS firms

How do you normally select a quantity surveying firm for your building projects? ( Question
1.1)

Both clients and quantity surveyors were asked about selection criteria. Quantity surveyors,
however, where asked to present their perception of the selection criteria. The response to
this question is contained in Figure 6.1. Furthermore Figure 6.1 presents the summation of
the responses to "always " and "frequently” contained in the questionnaire. This represents
the scenario that occurs most often and can be deemed to be current practice. Thé summation

of these two responses is used throughout the presentation of the tables that follow.

100

Architects Recommendation Word of Mouth Previous Experience Professional Register Marketing/Advertising

Client Perception QS Perception

Figure 6.1 Selection criteria for the employment of quantity surveying practice
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Previous experience
It was found that eight out of ten clients always or frequently base the selection of quantity
surveying firms on previous experience. This is corroborated by 9 of the quantity surveyors

who indicated that previous experience was always or frequently the criteria for selection.

Architect’s recommendation

Seven members of the client group indicated that it was seldom or never recommendation by
the architect that served as a selection criteria. Quantity surveyors, however, do not subscribe
to this perception: seveh out of ten quantity surveyors indicated that recommendation by the

architect was often the reason for selection.

Word-of-mouth

All clients interviewed indicated that they rarely (occasionally, seldom or never) employed
quantity surveying practices based on word-of-mouth. A propensity of quantity surveyors (6
- out of 10) perceive clients’ basis of selection to be as a result of word-of-mouth frequently

or occasionally.

Marketing or advertising

Seven clients stated that marketing or advertising on the part of the quantity surveyor seldom
or never served as a b?asis for selection on building projects. Quantity surveyors, alternately,
were more optimistic élbout the strength of marketing being a reason for selection, indicating
that this was frequeriﬂy (2 of the respondents) or occasionally (7 of the respondents) the

W
reason for selection. °

Professional register
Furthermore, the majority of clients (9 out of 10) seldom or never used the professional
register for selecting the quantity surveying practice. Quantity surveyors’ perceptions concur

with those of the client since eight out of ten indicated that this is seldom or never the case.

The response to the close-ended questions indicates that whilst both clients and quantity
surveyors acknowledge the importance of positive past experience for re-selection of a

building project, quantity surveyors place stronger importance on the architect’s
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recommendation for re-selection. This finding suggests that quantity surveyors place the
- architect’s needs above that of the client on a building project in order to procure future
work. Clients’ perception that they are rarely influenced by word-of-mouth contradicts the
findings of Szabo (1989) who investigated the damaging nature of negative word-of-mouth

comments which was presented in Chapter 1.

It is evident from the opinions of the respondents and the presentation thereof in Table 6.1
that previous experience is the most important selection criteria for clients when selecting a
quantity surveying firm. Furthermore, under all the headings presented above except

"professional register”, a perceptional gap exists between clients and quantity surveyors.

In addition to the close-ended questions above, both the client and the quantity surveying
groups presented comments on important selection criteria. Having collated all the comments,
certain commonalties amongst the raw data were identified. To this end the creation of Table

6.1 is useful in identifying such commonalty, on one hand, and disparity on the other.

Table 6.1 Summary of client and quantity surveyors’ comments of aspects of service

highly regarded in the selection criteria

Core Overall Empathy | Assurance | Competence | Reliability | Access
Service | service
quality
Client || VW& |V |V W NYY; J W
WY
Quantity || VWNY | VWY [ VWA [V J N
surveyor || v/ | NN

Based on the findings presented in Table 6.1, it is evident that the core service is of extreme
importance to the client. Quantity surveyors are of like mind as to the importance of the core
service. The core service includes accurate estimating, ability to undertake cost control,
inventive cost saving amongst others. Core service is not the focus of this study, however
the importance of the provision of such is not.disputed. The core service is the very reason
clients seek professional service. Having stated the importance of such, clients have not only

suggested that selection depends on the ability to provide the core service alone. Clients have
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indicated the importance of service quality, by virtue of stating the importance of empathy,
assurance, competence, reliability, and access amongst others in the selection process.
Quantity surveyors’ perceptions concur with those of the clients that the core service is not

the only aspect of service important to the client.

Empathy, which incorporates good personal relationships and compatibility amongst others
is perceived by quantity surveyors as a predominant reason for selection on building projects.
In both cases, competence and access where perceived to be of greater importance to clients
than to quantity surveyors. Therefore, a perceptional gap exists between clients and quantity

surveyors with regard to the importance of the dimensions of service.

At the outset of the pilot study, it was postulated that only the pre-tender services
(construction cost advice) should be asked after, a sub-set of the core service. This early
advice is considered to have far reaching implications on the project’s success. However, it
was found through discussion with the two groups that this imposed an unnecessary limitation
on the investigation into client satisfaction. Thus, whilst clients have responded to this
survey, as far as possible, in terms of construction cost advice, the main study that follows
investigates service provision in its entirety.

}
6.4.2 Extent to whiclll client requirements are fulfilled

!

Do the services provi#ed by the quantity surveyors fulfill your needs? (Question 2.2)

“Seven out of ten clients indicated that quantity Surveyors always or frequently fulfilled their

requirements. Quantity surveyors were extremely optimistic with regard to fulfilling such
needs since all quantity surveyors (100%) surveyed stated that they always or frequently
fulfill the needs of the client.

This question indicates that quantity surveyors are probably unaware of the disparity that
exists between their perception of service and the client’s perception of the lack thereof.
Furthermore, the client’s response suggests a lack of satisfaction and by implication a lack

of service quality.
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Furthermore, discussion emanated on how the fulfilment of requirements was achieved in the
opinion of the client éroup as well as the quantity surveying group. For both groups the
opinion of each of thé interviewees was collated and thereafter, keywords were found to
summarise the opinioﬁ. The following keywords represent the client opinion on how the
requirements are met: insistence, repeat purchase, communication and compliance to brief.
The comments and the respective keywords, indicate that clients do not always receive the
service required as a matter of course, but invariably have to take an aggressive stance in
having their requirerﬁents met. Words such as demanding, insisting and telling amongst
others indicates the client’s approach to obtaining satisfaction.

Quantity surveyors, a;lternately, Were asked to comment on how client requirements were
met. In many cases, the quantity surveying group indicated that it was the provision of the
core service that resulted in fulfilling the clients’ needs. Furthermore, quantity surveyors
indicated that their clients’ requirements are fulfilled by the provision of service quality.
Moreover, it is the provision of empathy by the quantity surveyor that is paramount in

fulfilling client requirements.

Although within both groups common opinion exists, a comparison between the groups
indicates a disparity in the achievement of fulfilling client requirements. Whilst quantity
SUrveyors purport to;‘achievin,g service quality, clients indicate that a less idyllic situation

. . . L . . . 3 I3 .
exists which is apparent in their perception of having to pursue quantity surveyors for the
service. ‘

6.4.3 Ascertainment of client requirements

How do quantity surveyors ascertain your requirements ? (Question 2.3)

This question was posed to clients to elucidate current practice, to ascertain whether it is
effective and lastly, to elicit from clients the method they would rather quantity surveyors

employed in establishing their requirements. The response to this question is contained in

Figure 6.2.
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100

Formal Oral Informal Oral Written Enquiry Checkiist

Client Perception QS Perception

Figure 6.2 Method employed in establishing client requirements (Q2.3)

It was found that clients are generally asked either informally on site (3 out of 10) or
formally, for example, at a meeting (6 out of 10). Only one client stated that he had been
presented with a written enquiry. Furthermore, clients were seldom or never (7 out of 10)

presented with a checklist of the services they require.

Quantity surveyors’ perceptions of the same were concurrent yet the magnitude of the answer
varied. - Formal or informal oral enquiries appear to be the most common approach in
establishing clients’ requirements, numbering 9 and 6 respondents respectively. More

quantity surveyors than clients indicated that written enquiries were the norm (4 quantity
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surveyors and 1 client). Again, more quantity surveyors (3 out of 10) than clients indicated
that the use of checklists, always or frequently, was current practice, with only one quantity

surveyor indicating that this is occasionally the case.

Is the method employed by quantity surveyors effective in ascertaining your requirements?
(Question 2.4)

Six out of ten clients stated that the method employed by quantity surveyors in ascertaining
their requirements is effective. Although the methods vary from practitioner to practitioner,
~ in most cases clients have indicated that suitable methods were employed. However, when
the same question was posed to the quantity surveying group, all ten respondents indicated

that, irrespective of the method employed to ascertain client requirements, it was effective.
How would yoﬁ prefer quantity surveyors to ascertain your requirements? (Question 2.5)

The third aspect of this question involved how clients would like this aspect of service to be
delivered. Most clients (6 clients respectively) indicated that formal or informaf oral enquiry
are suitable methods for establishing their requirements. A written enquiry was not strongly
favoured as the most sought after method of eliciting requirements (only 2 respondents
~ indicated that this sho!juld be the method always or frequently adopted). However, clients did
indicate a favourable attitude (5 clients indicated always or frequently) toward the system of

a checklist containinflg services available at the outset of the commission.

Quantity surveyors, alternately, proposed that a formal oral enquiry should be the method
adopted to suit the client, where nine out of ten indicated that this should always or
frequently be the method employed. Furthermore, quantity surveyors presented the same
responseas clients (5 respondents respectively) that the use of checklists was the preferred

method of establishing requireménts.
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Formal Oral Engiry Informal Oral Written Enquiry Checklist

Client Perception QS Perception

Figure 6.3 Client preference for establishing requirements (Q2.5)
6.4.4 Communication of services available

The following set of questions sought to elucidate whether informing clients of the services

available and the method employed would influence their level of satisfaction.

Are you informed by the quantity surveyor of the range of services available to you?
(Question 3.1) |

Seven of the ten clients interviewed stated that they were only informed occasionally, seldom

137



or never of the various services available to them. Quantity surveyors concurred with the
client group, as six out of ten stated that this was seldom current practice. Clients were then
asked whether being informed of the services available would increase the level of
satisfaction attained with the service provided. Six of the clients indicated that this would
enhance the level of satisfaction whilst three clients indicated that it would not influence the
satisfaction level achieved. One client stated that he was unsure of whether being informed

of the service range available would affect his level of satisfaction.

Quantity surveyors’ perception of the relationship between the client being informed of the
services available and the responding level of satisfaction, was consistent with the client
group. Seven per cent of quantity surveyors interviewed stated that they believed that

informing clients of the services available would indeed increase their level of satisfaction.
How is the rarige of service communicated to you? (Question 3.2)

Clients were presented with a range of methods for communicating the services available
namely, informal oral presentation, formal oral presentation, written presentation or a
checklist of all the services available. For the two former methods, four of the clients
respectively, indicated that this is frequently the case. Not one client indicated that any of
the four methods were always used. Formal oral enquiry and checklist of services are rated
by seventy and ninet)i/ per cent respectively as being occasionally, seldom or never used to

communicate the available services.

The apparent lack bf response in the range "always to frequently,” indicates that the
communication of the range of services available, is indeed, not common practice. Since, in
the section above, clients have indicated that being informed of the range of services
available may increase their level of satisfaction, it is imperative that the impact of this
finding is realised. Thus, quantity surveyors should include in their provision of service, the
communication of the services actually available to the clients. It is questioned whether
quantity surveyors are informed themselves of the other forms of service on offer or if they

are comfortable with their own traditional approach.
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Quantity surveyors, alternately, perceive their method of oommunicétion of available services
remarkably differently. Seven out of the ten quantity surveyors communicate the availability
of services by means of formal oral presentation compared with two clients who state that
this is frequently the E;ase. Furthermore, four quantity surveyors indicated that the use of

checklists was frequently the norm compared with no clients claiming to ever have been

presented with such a method.

1

Formal Oral  * Informal Oral Written Enquiry Checklist

Client Perception

QS Perception

Figure 6.4 Method employed in communicating range of service available (Q3.2)

Quantity surveyors’ perceptions, however, did concur with those of the client in respect of
informal oral and written presentation, where four and five of the quantity surveyors

interviewed respectively, agreed that this was frequently the case.
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The impression created by the response from each group is that it is not the norm to inform
clients of the availability of services. This finding is indeed concurrent with the results of

Question 3.3.

Is the method employed effective in communicating the range of services available to you?
(Question 3.3)

Six of the ten clients interviewed purported to finding the means of communicating the
services available effective whilst more importantly, four clients felt that the method
employed was ineffective. Quantity surveyors need to keep their clients satisfied in order to
create a "re-purchase attitude.” By comparison, seven of the quantity surveyors stated that
they felt the method currently employed was effective. One quantity surveyor stated that he
had never bothered to find out whether élients were satisfied with this aspect of service, and
since he was still in business, it meant that his methods were satisfactory. Three quantity
surveyors stated that they were unsure of whether the methods employed by themselves were

effective.

How would you prefer quantity surveyors to communicate the services available to you? 3.4

The most popular method amongst the clients interviewed is that of written presentation,
where seven clients stated that this would always or frequently be the preferred method.
Compared with the quantity surveying group, four of the ten concurred with clients, while
the majority (6 out of 10) indicated that this would be preferred occasionally, seldom or

never.

Both informal oral and checklist of services were supported by five clients re§pectively as
being always the preferred method. Whilst these two methods where the second most
favoured by the client group, only two of the quantity surveyors felt that informal oral
presentation would frequently be the preferred method. In the case of checklist of services,

four of quantity surveyors perceive this to be always or frequently the preferred method.
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Figure 6.5 indicates the preferred method by clients for communicating the range of services

available. !

Formal Oral | Informal Oral Written Enquiry Checklist

Client Perception QS Perception.

Figure 6.5 Client preference for method employed in communicating range of services
available (Q3.4)

When asked about the preference for a formal oral enquiry three clients were in favour and
the remaining seven stated that this would be preferred occasionally, seldom or never.

Formal oral is thus the least preferred method of communicating the available services.
Quantity surveyors, however, are therefore not familiar with client preferences, since when
quantity surveyors were asked to indicate what they perceived the client’s preferences to be,

formal oral presentation was rated as the client’s first preference (7 out of 10 indicated
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always or frequently).

If you were informed of the range of services available, would this increase the level of

satisfaction attained ? (Question 3.5)

Six out of the ten clients interviewed indicated that being informed of the range of services
available would indeed increase the level of satisfaction attained with the provision of
quantity Surveying service. Three clients indicated that this would not be the case and one
client was not sure if being informed of the available services would affect the level of

satisfaction experienced.

Most quantity surveyors (7 out of 10) concurred that informing clients of the services
available would increase their (the clients’) satisfaction. Alternately, three quantity surveyors

were unsure as to the affect such information would have.

In most cases the clients did not present any further comment except for two clients who
stressed their support for such behaviour. One client stated that it would be impressive to
have a quantity surveyor inform them of the services available, whilst another indicated that
quantity surveyors should not assume that all clients are au fair with the services available.
One quantity surveyor suggested that informing the clients of the services available may

enhance the client’s confidence as this would show a professional approach.

The findings of this question indicate the importance of including additional aspects of service
other than just the core service. Whilst the quality of the core service is important, quantity
surveyors should take note of aspects such as informing clients of the services available as
this may improve the client’s level of satisfaction attained.

6.4.5 Level of communication attained

Do you think effective communication exits between you and the quantity surveyor? (Question
3.6)
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Six out of the ten clients interviewed indicated that effective communication exists always
or frequently between themselves and the quantity surveyor. The remaining four clients
indicated that this was occasionally the case. No clients reported having poor communication
with the quantity survf_éyor.. |
Quantity surveyors we;e asked whether effective communication exits between the clients and
themselves, to which they stated that this was always (3 out of 10) or frequently (7 out of
10) the case. Thus, all ten quantity surveyors stated that effective communication was always
or frequently the case. Quantity surveyors have a more optimistic view of the efficacy of their
communication than that perceived by the client group. Based on the findings, a gap exists
between the perception of the level of communication held by clients and by quantity

surveyors where quantity surveyors hold a more optimistic opinion of current practice.

Comments eménating from discussion indicates room for improvement in the opinion of both
the client and the quantity surveying groups. Both parties suggest that good communication
exists when initiated by themselves, indicating a lack of responsibiiity by the other party.
Most clients indicated the importance of continual liaison. One quantity surveyor stated that
lack of communication sometimes exists when clients become secretive about their investment

~ intention.

Joint responsibility must be assumed for effective communication, where clients need to be
informed regularly of project progress by quantity surveyors. Furthermore, the aspect of trust

is paramount in the realisation of a positive experience.

Do you think that more effective communication between you and the quantity surveyor would

improve the level of satisfaction attained with the service provided? (Question 3.8)

All clients responded that improved communication would always or frequently increase the
level of satisfaction attained with the services provided by quantity surveyors. Quantity
surveyors were unanimous in their response and concurred with the client group that more

effective communication would increase the level of satisfaction attained.
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From discussion with the clients the importance of communication and the benefits thereof
are again reinforced. ‘Firstly, clients indicated that effective communication permits a greater
understanding on the: part of the client of problems that arise. Furthermore, quantity
surveyors are also exposed to the client’s in-house problems. In conclusion, one client stated
that “improved communication always improves results." Quantity surveyors, in discussing
the impact of communication on satisfaction, appeared to be sceptical of this relationship.
This was evident in that a number of quantity surveyors reported that theoretically there
should be a relationship between communication and satisfaction. Alternately, there were also
those who were emphatic about the benefits of communication, where one quantity surveyor
stated that two-way communication led to "a relaxed atmosphere, less finger-pointing and

a better team spirit.”
6.4.6 Suggested improvements to communication

Clients as well as quantity surveyors were asked to indicate possible improvements to the
communication process. A common suggestion by clients for the improvement of
communication was that simply more communication should exist. Clients need to be informed
of project progress, preferably, by means of direct communication from the quantity surveyor.
Clients require communication which is specific rather than vague, as well as timeous.
Therefore, clients would like to be warned of specific problem areas prior to their occurrence

rather than thereafter.l

Furthermore, one client suggested the need for instructions to be reported back in writing to
show confirmation and commitment on the part of the quantity surveyor. Having stated this,
another client held the view that quantity surveyors should guard against the over-provision
of information and reduce it to the salient points. A further opinion held was that in
communicating, quantity surveyors should demonstrate a positive attitude and be
approachable. This client has thus indicated the need for empathy in this provision of

service.

One quantity surveyor suggested that clients should be educated as to the pré)blems facing the

quantity surveyor on building projects and not be misled with regard to the quantity
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| surveyor’s expertise. A further opinion held was that quantity surveyors should identify the
level of expertise held by the client and communicate accordingly. Most importantly, one
quantity surveyor suggested that the area most requiring improvement was in the pro-active

communication of financial problems to the client.

Whilst some quantity surveyors suggested a move toward standard documentation for various
services, -one quantity surveyor warned that standardised letters are seldom read.

Furthermore, limitation of paperwork was suggested as too many letters block the system.
6.4.7 Role of the qudntity surveyor in the design team

Would you describe the role that quantity surveyors assume in the design team as being pro-
active or.reactive? (Question 4.1)

N :

Bester (1991) suggested that in order for the quantity surveyor to act in the best interests of
the client, the quantity surveyor would need to behave pro-actively. Pro-active quantity
surveying implies a state of mind where the quantity surveyor is always thinking ahead and
taking action where problem areas exist. Reactive quantity surveying, on the other hand,
suggests an-attitude of always waiting upon instruction. Clients were asked to rate their
perception of the quantity surveyor’s approach during the project evolution. Six of the ten
clients indicated that qll:lantity surveyors frequently behave in a reactive fashion, whilst three
indicated that they freq]uent]y behaved in a proactive manner. By comparison, all ten quantity
surveyors interviewed believe that they always or frequently act in a proactive manner toward

the project.

Furthermore, both client and quantity surveying groups were asked to indicate whether the
role of the quantity surveyor in the design team should change. A preponderance of clients
(9 out of 10) recommended that quantity surveyors should behave in a more proactive
manner, whilst one respondent was unsure. In all cases quantity surveyors agreed that their
role should change from being reactive to proactive. Figure 6.6 indicates the ciuantity

surveyors role in the design team as perceived by clients and themselves.
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Figure 6.6 Client anid QS perception of the latters’ role on the design team (Q4.1)

When discussing the benefits of pro-active quantity surveying on building projects, several
points were raised. Fi?stly, clients perceive financial benefits such as maximising profit and
value for money, whﬂst others perceive there to be less cost over-runs. Secondly, clients are
of the opinion that quéznzity surveyors act in a f)ro-active Jfashion toward the architect instead
of themselves in order to procure future work. Moreover, some clients believe that the
quantity surveyor assumes a subservient position to the architect and thus does not always
act in the best interests of the client. The client would naturally require the quantity surveyor
to consider his needs paramount. Moreover, one client stated that "when you pay for a

professional service, ‘that is what you expect.”
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Many of the quantity surveyors, in discussion, indicated that the future of the quantity
surveying profession lay in behaving in a pro-active manner on building projects. Thinking

ahead and acting timeously are considered to be the essence of pro-active quantity surveying.
~ 6.4.8 Client as member of the design team

Do you consider yourself to be a valuable member of the design team, participating in

decision-making? (Question 4.3)

Nine out of the ten clients interviewed always or frequently consider themselves to be
valuable members of the design team. By comparison, seven of the quantity surveying group
indicated that they always or frequently consider the client’s participation to be useful in
respect of the project. Quantity surveyors were also asked whether clients perceive
themselves as valuable members of the design team, to which six respondents indicated that
this was always or frequently the case. This does, however, indicate a difference in
perception between the client’s perception of their participation and the quantity surveyor’s
perception of how clients see themselves. This suggests that clients, in reality, do not

participate to the degree they perceive themselves to.

Does/would being treated as a valuable member of the design team, and participating in
decision making, improve your level of satisfaction attained with the service providéd?
(Question 4.4)

Both clients and quantity surveyors (9 out of 10 respectively) agreed that the notion of
treating the client as a valuable member of the design team and including him/her in decision
making would improve the level of satisfaction attained with the service provided. In both
groups, one respondent respectively indicated that this would not improve the level of

satisfaction.

The major perceived benefit of including the client and treating him/her as a valuable
member of the design team, was that the client would be kept informed of project progress.

Being informed promotes teamwork, reduces the probability of error, and is thus, time saving.
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A number of clients came to the conclusion that being involved in the project would increase
their level of satisfaction. This supports the finding of the close-ended question presented
above (Question 4.4).

Having collated the responses, two schools of thought were evident amongst the quantity
surveying group. Firstly, there are those quantity surveyors who support the view held by
clients that their involvement is essential to satisfaction. These quantity surveyors suggested
that clients of all levels of expertise and opinion should be kept informed and included. The
opinion held by the second group suggested conditional involvement. Some examples are
presented: “clients can be involved in the project if they have sufficient experience”; "if
clients get involved they are accepting joint responsibility ", "clients may be involved if they
know what they want and what they are doing."” These comments denote a degree of
contempt for the client, suggesting that these quantity surveyors do not acknowledge the
client as the dfiving force of the construction industry. Moreover, they do not subscribe to

a customer-driven philosdphy.
6.4.9 Informing clients of the benefits of various services

Do quantity surveyors ever explain the benefits to be had from availing yourself of the various

services they have to offer? (Question 5.7)

The response from thel client group indicated that it was not current practice for quantity
surveyors to explain the benefits to be had from availing themselves of the various services.

Two of the clients interviewed stated this was frequently the case, whilst six clients indicated

that this was occasionally or seldom the case. One client stated that quantity surveyors had

never explained this aspect of service. By comparison, seven out of the ten quantity

surveyors interviewed contended that they always or frequently informed their clients of the

benefits to be had of the various services offered by quantity surveying practices.

If the benefits to be had of availing onesélf of the various services were explained to you,

would this increase your level of satisfaction? (Question 5.8)
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Furthermore, clients were asked to indicate whether being informed of the benefits of the
services being offered would increase their level of satisfaction. Most clients (7 out of 10)
responded that thi.s would positively affect their level of satisfaction. Two clients did not
think that this would influence their level of satisfaction and one client did not participate in
this question. Whilst a preponderance of quantity surveyors concurred with the client group,
four responded as being unsure of whether such information would affect or increase client

satisfaction.
6.4.10 Project debriefing

Do quantity surveyors have a debriefing (feedback) mechanism at the end of a project for

establishing client satisfaction with their services? (Question 5.10)

A preponderan‘ce of clients (7 out of 10) indicated that quantity surveyors do not employ a
feedback mechanism at the end of the project. However, when asked whether they thought
this would be useful, eight clients agreed to the usefulness of such a feedback mechanism.
Quantity surveyors, alternately, concurred that project debriefing-briefing is not common
practice. Compared to the client group, less of the quantity surveyors (6 respondents)
suggested that project debriefing would be useful. Two quantity surveyors were unsure whilst

one indicated that he did not think that this was a useful tool at all.

Whilst one client indicéted that such a feedback system would initiate quality control, one
client claimed that such a system would be subjective and dishonesty would prevail. Another
client stated that there would be no need for such a feedback mechanism as the quantity
surveyors would know indubitably whether or not the client was satisfied. Whilst one
quantity surveyor indicated that face-to-face feedback would be useful in ensuring satisfaction
in the future, a more disturbing opinion was held by a quantity surveyor who stated that

"feedback is unnecessary, since clients still employ us."
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6.4.11 Enquiry by quantity surveyors of client satisfaction
!
How frequently are you asked by quantity surveyors whether or not you are satisfied with

their service? (Question 5.6)

Two clients stated that they were frequently asked, compared with five clients who stated that
they were occasionally asked. As many as three of the ten clients interviewed stated that they
had never been asked by a quantity surveyor whether they were satisfied or not. Quantity
surveyors indicated that this indeed was the current practice: three stated that they frequently
ask their clients whether they are satisfied, five stated that this was occasionally the case,
whilst two seldom asked. No quantity surveyors interviewed indicated that they had never

enquired after the client’s satisfaction.

It is apparent from the client perceptions that quantity surveyors seldom enquire after their

level of satisfaction, yet quantity surveyors hold the reverse perception.

How do quantity surveyors ascertain your level of satisfaction with service provided?
(Question 5.5) '

The response from the client group indicated that an enquiry into their level of satisfaction
was rare. To this end, four clients stated that always or frequently an informal oral enquiry
was the method employed in ascertaining satisfaction. One client indicated that a formal oral
enquiry was frequently the method employed. For the remaining forms of enquiry, that being
written enquiry and checklist of services, all ten clients indicated that this occurred
occasionally, seldom or never. Thus, when quantity surveyors do take time to enquire, which

appears to be seldom, they do it by informal oral enquiry.
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. Figure 6.7 Method employed by quantity surveyors to ascertain client satisfaction (QS5.5)

Quantity surveyors were asked to indicate the method employed in eliciting client
satisfaction. Six quantity surveyors stated that it was always or frequently by means of an
informal oral enquiry whilst the remaining four proposed that a formal oral enquiry was
current practice. Furthermore, all ten quantity surveyors concurred with clients, that written
enquiry and enquiry by means of a checklist of services was occasionally, seldom or never

the method employed.
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Do you at any stage make the quantity surveyor aware that you are satisfied/dissatisfied with

the service being provided? (Question 5.9)

Most clients (7 out of 10) stated that they occasionally or seldom inform the quantity
surveyor of the level of satisfaction attained. This is an important finding and supports the
theory that clients seldom inform the service provider of poor service quality and their

consequent dissatisfaction.

Quantity surveyors were asked to state whether clients inform them of their level of
satisfaction. This group presented a more positive scenario as four quantity surveyors
indicated that this is always or frequently the case. However, the majority (6 out of 10) of

quantity surveyors interviewed stated that only occasionally do clients complain.

Clients do not tell quantity surveyors whether they are satisfied or not. This could lead to
them not returning to that particular firm. Moreover, spreading negative word of mouth

experiences to other potential clients is not a desirable situation.
6.4.12 Factors causing satisfaction

Both clients and quantity surveybrs were asked to reflect upon the service received, or given
in the case of the quantity surveying group, and state the areas of service resulting in client
“satisfaction. Eight out of ten clients suggested aspects of work which can be summarised as
core service activities. Other aspects of service with which clients were satisfied included
communication, teamwork and timeous provision of service. Whilst clients focused on having
been satisfied with the core service provided, quantity surveyors reported that their
perception of aspects causing satisfaction to date not only included the core service, but also
service attributes such as speed, accurécy and communication. A perceptional disparity is
once again evident in views held by clients and those held by quantity surveyors. The
comparison of the findings provides a useful insight into the apparent quality of the cofe
service, but absence of service attributes such as communication, reliability, responsiveness,
amongst others, that are an integral part of service delivery. (These findings are a result of

question 5.2.)
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6.4.13 Factors causing dissatisfaction

Both clients and quahtity surveyors were required to propose aspects of service resulting in
client dissatisfaction. Many of the factors causing dissatisfaction related to poor provision of
the core service such as inaccuracy, laék of interpretation of project details, acting
untimeously as well as being subservient to the afchitect. Furthermore, lack of
professionalism and thoroughness as well as conservatism, vagueness and lack of
understanding were purported as being reasons for dissatisfaction. The response from the
clients was emotive and lengthy whilst the response from the qhantity surveying group was
brief and apparently, only recently considered. The areas of dissatisfaction proposed by the
quantity surveying group included lack of speed, accuracy, innovation and reporting. Late
and incomplete documentation and inaccurate estimating were the two most regularly
presented areas of dissatisfaction. It would appear that there are areas within the core service
which require‘attention, as unanimously agreed by clients and quantity surveyors. In most
cases clients did not begin to mention their dissatisfaction with aspects other than the core

service.
6.4.14 Suggestions for improving satisfaction

Question 5.4 in the questionnaire to clients and the respective question to quantity surveyors
served to investigate improvements to be made to increase satisfaction. Whilst two clients
suggested improvements to the core service, other clients emphasised improvements fo
empathy, trust, professionalism, communication as well as access (the provision of an on-line
service). Thus, clients generally require improvements to service quality with the emphasis
on those dimensions stated above. Alternately, quantity surveyors proposed many
improvements to the core service, such as increased accuracy in budgeting and cost
reporting, pro-active cost management, provision of design economics, amongst others.
Furthermore, aspects of service such as communication and the timeous provision of service
was proposed as areas in need of ifnprovement. Once again, it is apparent that quantity
surveyors are too focused on the core service and have failed to recognise the importarnce of

the service dimensions, such as those proposed earlier by the clients.
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6.4.15 Level of satisfaction attained by client

Clients were asked to rate their level of satisfaction attained with the provision of quantity
surveyors service. Six of the clients indicated that they are frequently satisfied with the
services provided by quantity surveyors. Two clients stated that they are occasionally
satisfied whilst one purported to be seldom satisfied with quantity surveyors’ services. One
client did not want to comment on his level of satisfaction. By comparison, when the quantity
surveyors were asked to state how satisfied they perceive their clients to be, it was found that
nine of the quantity surveyors perceive their clients to be frequently satisfied with their

service.

From the data and the feedback there appears to be a chasm between quantity surveyors’

perception of client satisfaction and the satisfaction actually attained by clients.

6.4.16 Client satisfaction rating

Clients were asked to rate their overall level of satisfaction with quantity surveyors’ services.
In the same fashion, quantity surveyors indicated on a scale from 1 to 5, their perception of

client satisfaction.

Figure 6.8 indicates that clients’ level of satisfaction vary between satisfied (5 clients),
adequate (3 clients) and dissatisfied (2 clients). A sense of mediocrity with regard to the level
of satisfaction attained is evident in these results. By comparison, quantity surveyors appear
to be over-confident in their ability to render their clients satisfied, where all ten quantity

surveyors indicated that their clients are extremely satisfied or satisfied.
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Figure 6.8 Client satisfaction and QS perception of the same (QS5.11)

6.5 Summary of findings

The findings of this chapter can be summarised and presented as follows:

(i) Previous experience is agreed to be the most important selection criteria for clients when
selecting quantity surveying firms. This corroborates the findings of Chapter 1 where the
importance of positive previous experience was expounded. Quantity surveyors agree with

clients regarding the importance of previous experience in procuring future work.

(ii) Whilst the importance of the delivery of the core service can not be disputed, clients have
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indicated that service quality dimensions such as empathy, reliability, assurance, amongst

others, are highly regarded in the selection criteria.

(iii) Whilst clients indicated that quantity surveying services do not always fulfill their needs,
quantity surveyors were more optimistic about such fulfilment. This indicates a disparity in
perception, which is of concern since quantity surveyors believe that the service delivery
meets clients’ needs all the time. From the discussion, clients have to insist on service, whilst
quantity surveyors believe it is their ability to perform a high quality service that keeps the

clients satisfied.

(iv) The enquiry into how quantity surveyors ascertain client requirements resulted in a
disparity of perception. Quantity surveyors believe that their methods are always effective,
whilst clients did not fully support this notion. When asked how clients would prefer quantity
surveyors ascertaining their requirements, it was evident that quantity surveyors and clients

were not ad idem in this regard.

(v) Informing clients of the range of services available would increase their level of
satisfaction. It was apparent from the findings that clients are seldom informed of the services
available. Quantity surveyors are not aware of clients’ pfeferences for communicating the
range of services available. Considering that this can affect client satisfaction, quantity

surveyors should take note of this aspect of service delivery.
(vi) Quantity surveyors have a more optimistic view of the efficacy of the communication
which exists between clients and themselves. Furthermore, clients have indicated room for

improvement with regard to communication between the parties.

(vii) Both clients and quantity surveyors agree that improved communication would increase

the level of satisfaction attained by the client.

(viii) Clients’ suggestions to improve communication were simply to increase its occurrence

with the emphasis on warning clients of financial problems timeously.
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(ix) Clients indicated that quantity surveyors behave in a reactive manner, whilst quantity
surveyors themselves believe that they mostly behave in a pro-active manner. Clients believe
that quantity surveyors behave in a more pro-active manner toward the architect to secure
future employment. This perception is not unfounded since quantity surveyors indicated that

recommendation by the architect was often a reason for selection on building projects.

(x) Clients indicated that being treated as a valuable member of the design team would
improve the level of satisfaction attained. The major benefit of this to the client would be
being kept informed of project progress. Two schools of thought were evident amongst the
quantity surveyors, namely, those who unconditionally supported the notion and those who

supported client involvement conditionally.

(xi) Whilst being informed of the benefits of the services available would increase client

satisfaction, clients indicated that this was not current practice.

'(xii) Quantity surveyors do not employ a feedback mechanism at the end of a project,

however both clients and quantity surveyors perceive this to be a useful instrument.

(xiii) Quantity suweyofs appear to seldom enquire after client satisfaction. Clients seldom
inform the quantity surveyors of their satisfaction or dissatisfaction. This lack of enquiry by
~ quantity surveyors could result in quantity surveyors assuming clients to be satisfied and thus,
never improving their level of service quality. Furthermore, dissatisfied clients will relate
their negative experience to other potential clients, resulting in negative word-of-mouth
publicity. This would be extremely damaging to a quantity surveying firm and possibly, the

quantity surveying profession.

(xiv) Quantity surveyors appear to be preoccupied with the provision of the core service
“whilst clients indicated the importance of the core service as well as the provision of service
quality incorporating aspects such as communication, empathy, trust, professionalism,

amongst others.

(xv) Quantity surveyors perceive client satisfaction to be greater than clients actually
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experience it to be.
6.6 Conclusion

The conclusion of the findings of this chapter can be summarised by stating that several
service delivery gaps exist. Firstly, a gap exists between client expectation and service
performance. Secondly, a perceptional gap exists between client perception of performance,
their preferences and quantity surveyors perception of the two. This apparent lack of
understanding on the part of the quantity surveyor could, according to the literature presented
in Chapter 1, have a detrimental affect of the growth of the quantity surveying profession,

generally, and individual quantity surveying organisations, specifically.
6.6.1 Sub-hypotheses
Thus, two further hypotheses may be considered for testing:

That a perceptional gap exists between client expectations and their perceptions of the service

provided by quantity surveyors

That a disparity exists between clients’ and quantity surveyors’ expectations and perceptions

of the service provided

The findings of the pilot study as presented in the summary indicate the need for further
investigation into service quality. It is apparent that, in addition to delivery of the core
service, clients require additional service factors which impact on their level of satisfaction
attained. To this end, it is recommended that the application of the SERVQUAL model be
undertaken to indicate specifically the gaps in service and the perceptional gaps held by the
quantity surveying profession. Enough evidence was found in the pilot study to continue the

research and broaden the sample.
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CHAPTER 7: THE MEASUREMENT OF SERVICE QUALITY IN THE QUANTITY
SURVEYING PROFESSION

Jﬁ
!

7.1 Introduction

In Chapter 6, the findings of the pilot study, which form the foundation of the quéstionnaire
survey undertaken, were presented. In this chapter, the research methodology adopted for
the national questionnaire survey is discussed and the findings presented. This includes
setting out the ObjectiVeS of the survey as well as the methodology adopted to fulfil these
objectives. The SERVQUAL Model is introduced once more not only since it forms the basis
of the. questionnaire, but also to permit an explanation of the "mechanics” of the model.
Having presented the theoretical framework for service quality and client satisfaction in
Chapters 2 and 3, this chapter serves to elucidate client expectation, the extent to which
clients perceive quantity surveyors to meet such expectation and the resulting disparity,
should such disparity exist. Furthermore, quantity surveyors are asked to respond to similar
aspects of service, focusing on their perceptions of client expectations and their ability to
meet such requirements. The strength of the validity of the data lies in the close alignment
of the questionnaire distributed with that postulated by Zeithaml er al. (1990) in the
SERVQUAL Instrument. Finally,' the model is tested for validity and reliability and proposals
are made to enhance, the applicability of the SERVQUAL Instrument to the quantity
surveying profession. |

1

7.2 Research methodology
7.2.1 The objectives of the survey

The pilot study provided an indication of possible areas of inadequate service quality and the
resultant client dissatisfaction. The questions that were asked in the interview survey
emanated from the literature and provided sufficient grounds for the continuation of this
study. Having established in the earlier chapters that no rigorous quantitative model for
establishing client satisfaction exists, save for the theoretical ones, the application of the

SERVQUAL Instrument is appropriate. This highly refined quantitative model is useful in
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establishing areas of high and low service quality within a set of proposed dimensions. The
workings of the Model will be presented under a later heading; suffice it to say that it is

useful in establishing expectations, perceptions of performance and the associated gaps.
The objectives of this questionnaire survey can be listed as follows:

(1) To measure the gap between perceived and expected service quality by clients in the

quantity surveying industry in South Africd.

(2) To measure the gap across the boundary between client expectations and the perceptions

of quantity surveyors of the same.

(3) To test the reliability and validity of the SERVQUAL model when applied to the quantity

surveying profession.
7.2.2 The SERVQUAL Instrument

In Chapter 3, the SERVQUAL model as proposed by Zeithaml et al. (1990) was presented,
describing the research process that resulted in this model. In this section, the mechanisms
of the model will be presented to permit a greater understanding of the mail questionnaire

survéy, which is the focus of this chapter.

The SERVQUAL Instrument emanated from the Parasuraman et al. (1985) conceptual model
of service quality presented in Chapter 3. The Instrument has evolved from several studies
undertaken by the proponents to establish model validity and reliability across the various
service industries. Furthermore, Zeithaml e al. (1990) state that the instrument serves as a

skeleton for research and can be adapted to suit the particular needs of a service industry.
7.2.2.1 The mechanisms of the Instrument

The Instrument comprises 22 expectation orientated statements with a matching set of

statements pertaining to perception of performance specific to an industry or company. In
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between the two sets of statements, a section is presented to ascertain clients’ assessment of

the relative importance of the five dimensions (Tangibles, Reliability, Responsiveness,
i

Assurance and Empathy). Table 7.1 indicates how the 22 statements relate to the five

dimensions.

Table 7.1 Dimension} and respective set of statements
:

Statements 1 - 4
Statements 5 - 9
Statements 10 - 13
Statements 14 - 17
Statements 18 - 22

Respondents are required to respond to the expectation and perception statements by
allocating a rating of 1 to 7. The paired scores can then be compared to estabiish the
disparity between the expectation statement and the perception of performance statement.
Zeithaml et al. (1990);;states that the Gap 5, or SERVQUAL score is computed for each item
pair, and for each custiomer, by subtracting the expectation score from the perception score,
as follows: ;
1

SERVQUAL Score =§ Perception Score - Expectation score

Zeithaml et al. (1990)§calculate their averages by first computing the SERVQUAL score for
each respondent, andithen computing the average score by using Gap 5 scores for each
respondent. Once Gap 5 scores have been calculated for all 22 item pairs, and for all
respondents, the dimension score can then be computed. This is computed by averaging the
scores for the stateménts pertaining to a particular dimension. For example, the first four
statements making up the dimension Tangibles can be computed by addmg the scores for the
first four statements and dividing by four. To obtain the overall measure of service quality,
the dimension scores can be averaged (adding the five scores, and dividing by five). This

however, will compute the unweighted SERVQUAL score. Since respondents are asked to
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rate five statements describing the various service features, or dimensions, a relative
weighting can be established. This is achieved by using the dimension score and multiplying

it by the average importance weight and then, dividing by 100.

Although Zeithaml et al. (1990) compute their scores by individual respondents and then
across the sample, flexibility in this approach has been suggested by the proponents.
Furthermore, the SERVQUAL Instrument facilitates analysis on several levels, namely the
key dimensions can be identified, as well as the items within the dimensions. This provides
a focus for service quality improvement. Zeithaml er al. (1990) state that this is also a useful
tool for measuring service quality over a time period to indicate wﬁether any improvements

have been realised.
7.2.2.2 Adaptation of the SERVQUAL Instrument

The Instrument suggested by Zeithaml et al. (1990:175) is
" a concise multiple-item scale with good reliability and validity."”

This Instrument has been refined over a number of years and has been tested rigorously, to
establish statements which are universal over the various service industries. Zeithaml et al.
(1990) propose that where necessary the model can be adapted to suit the particular industry
to which it is being applied. In this case the model was followed closely as a form of
replication. The reason for replicating the Instrument was to establish whether it is applicable
to the quantity surveying profession. This provides a point of departure from whence the next
application can be started. The questionnaires used for this survey containing the adapted
SERVQUAL instrument is presented in Appendix F and G.

(i) Rewording of statements

Tangibles

For the four statements constituting the dimension Tangibles the first three statements were
‘not changed from the original Instrument. However, the fouﬁﬁ statement in the SERVQUAL
Instrument was changed from “"Materials associated with the service will be visually

appealing” to "Excellent QS firms will produce documentation which is detailed, accurate,
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and easy to understand. " Thus, the essence of the statement was maintained, but the contents
expanded to be applicable to quantity surveying service.

1
Reliability 't
The statements contained in the SERVQUAL Instrument were replicated, save for minor
changes in the wording of Statements 5 and 8, where the essence of the statement was
maintained. '

Responsiveness

Statement 10 was changed from "Employees in excellent QS firms will tell customers exactly
when services will be performed” to "Excellent QS firms will keep the client informed of
project progress.” The essence of this statement was not maintained as the provision of
quantity surveying service is sometimes reliant on the performance of other members of the
design team. It would be unlikely that quantity surveyors would always be able to state
exactly when services will be performed, but more likely for quantity surveyors to keep the
ciient informed of project progress. In fact, it is proffered that the building client may require

this level of service more so than being given exactitudes that are unlikely to become reality.

Assurance :

The four statements which constitute Assurance were replicated for this dimension. In
statement 16, the word "approachable” was added to "courteous” as it was felt that clients
of a less sophisticated nature may feel intimidated by professionals and thus, it would be

imperative for quantity surveyors to be, not only courteous, but approachable as well.

Empathy

The statements in this dimension were largely replicated from the SERVQUAL Instrument,
save for the two statements. Statement 18 was expanded to be more applicable to the.
provision of quantity surveyors’ service from "Excellent QS firms will give individual
attention” to "Excellent QS firms will provide the client with the service required according
to the client’s specific needs and requirement&. " The latter statement encompasses the essen'ce
of the former statement, but is written to be more specific to the QS-client service encounter.

Lastly, statement 21 was also expanded from "haviﬁg the client’s best interests at heart” to
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a more all-encompassing description of being dedicated and loyal to the client and the project
as well as protecting the client’s investment and acting in the best interest of the project at
all times. |

Thus it can be seen that the SERVQUAL Instrument was largely replicated save for the
statements presented ﬁnder the headings above.

(ii) Extra dimension

Since the SERVQUAL Instrument was largely replicated for this study, it was deemed
necessary to include an extra dimension, namely Client Focus, to include points that were
| raised in the pilot study which could not be included in the existing dimensions. The eight
extra statements emanated from the pilot study which is presented in Chapter 6. The
_statements relate to areas of service such as communication, post-project debriefing and

teamwork, amongst others.

Since Zeithaml et al. (1990) devised such a highly refined instrument, the inclusion of this
dimension provides an opportunity to expand the model to include a feature uniquely
appropriate to the quantity surveying profession. The data emanating from the survey will
be tested for construct reliability and validity, which will provide an opportunity for
establishing the merits or demerits of adding this dimension. |

7.2.3 The sample

The questionnaire was mailed to a sample of quantity surveyors and clients of the building
industry. Quantity surveying firms registered with the Association of South African Quantity
Surveyors were surveyed, numbering 626 firms throughout South Africa. A total of 181
clients were surveyed based on the membership list of the South African Property Owners’
Association (SAPOA). As the SAPOA membership does not only include prospective clients
of the building industry, but also affiliated interested paries such as lawyers, estate agents,
engineers amongst others, the Association provided a list of only "clients" of the building

industry contained on their membership list.
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7.2.4 The response

Whilst Table 7.2 indicates a poor response to the client survey, 2 questionnaires were
returned with "return to sender” marked on the envelope as the address had changed or no
such address existed. furthermore, two clients wrote a reply letter stating that they are not
involved with quantity1 surveyors. Even though this poor response does constitute sufficient
response (16.02%) to draw conclusions from, it should still be noted that the conclusions of
the client survey are:, based on a small data base. Taking into account the returned
questionnaires as well as the respondents who did not complete the questionnaire, the client

sample may be reduced to 177, and thus yield a greater response of 16.4%.

It may be argued that a larger sample of clients should have been surveyed to result in a
greater number of returned questionnaires. However, it should be noted that the clients
surveyed are registered with a body protecting prOpefty owners numbering 181. The
organisations listed on the mailing list included the major investors such as the insurance
houses and pension funds who spend billions of rands each year in the property sector. Under
section 7.3, demographic details will be presented where clients’ average annual turnover will

be discussed in terms of their contribution to the construction industry.

Table 7.2 Response td questionnaire survey

16.02%

<626 155 24.80% 7 1

" The quantity surveying firms surveyed, présented a slightly higher response of nearly 25%.
Seven questionnaires were returned marked "return to sender”, and one professional practice
stated that they were too small to 'participate. This reduces the quantity surveying sample
from 626 to 618, and thus, increasing the response rate to 25.08%
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7.3 Demographic data

7.3.1 Demographic data for client group

7.3.1.1 Public and private sector

Clients were asked to indicate whether their organisation was of a public or private nature.
The response received indicated that 96.4 per cent of the respondents represented private
sector firms. Only one public sector client participated in this survey which is tabulated
below. Thus, it can be concluded that the opinion held by the respondents to this survey
represents those of the private sector. It is a loss to this project that such a low response to
this survey came from the public sector. The response from the client group is contained in
Table 7.3.

Table 7.3 Nature of client response

3.6% 96.4%

7.3.1.2 Current investment levels

Tables 7.4 and 7.5 are split into those clients involved in public sector spending and those
in the private sector. The public sector client who participated in this study is most involved
in procuring post office buildings (37% - Other) as well as industrial buildings (30%). The
data reflects no involvement in housing development by the public sector client. However,

this client is involved in all other areas of public sector building.
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Table 7.4 Current investment levels in public sector spending

|

Table 7.5 indicates th‘ét the clients surveyed are mainly involved in commercial building
(56%) and industrial building (25%) culminating in more than 81% of the investment level
for private sector investment. The private sector clients have also indicated involvement in
residential building (11%), while their involvement in the procurement of institutions and

engineering works 1s to a lesser extent.

Table 7.5 Current investment levels in private sector spending

11%

25%

56%

3%

3%

2%

0%
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7.3.1.3 Nature of client organisations

The largest response} (41.4%) came from property development companies, followed by

companies whose main source of work is other than construction, but who build for

“investment purposes.‘ An example of companies of this nature are the insurance houses and

pension funds. This 1& consistent with the data indicating investment levels presented in Table

7.5, where commerc';ial and industrial building together showed a preponderance of client

investment. Commercial and industrial building are usually procured for investment purposes.
|

It should be noted that a poor response to this question was received, where 10 respondents

did not indicate the nature of their organisation.

Table 7.6 Nature of client organisation

7.3.1.4 Interaction with quantity surveyor

Clients were required to indicate their level of interaction with quantity surveyors on building
projects. It was found that ninety two per cent of clients use quantity surveyors on their
building projects. A question of this nature was included to indicate whether the sampie who
responded were indeed qualified to comment on the level of service quality attained in the
provision of quantity surveying service. Table 7.7 indicates the level of interaction of client

with quantity surveyors on building projects.
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Table 7.7 Interaction with quantity surveyors on building projects

7.3.1.5 Client’s turnover

In order to establish the size of the client’s involvement in property development, respondents
were required to indicate the company’s average annual turnover in property development
over the last three years. It was found that forty one per cent of the clients responding to this
survey have an average turnover of more than R100 million per annum. Thus, eleven of the
respondents represent more than R 1 billion in construction turnover. Considering that 81%
of the clients surveyed are involved in commercial and industrial building, and that the
contribution to the (?DP for 1995 was R 6 051 billion (South African Reserve Bank, 1996),
the clients surveyed represent 18,18% of this contribution. Having earlier questioned the
legitimacy of the cljient survey due to the small number of respondents (subsection 7.2.4
above), the contribution of just 11 clients to the construction industry suggests that the

findings of the client survey are indeed meaningful.

The response indicated a fair spread over the turnover categories signifying that the opinions
of a diverse set of clients were evident in this survey. It is evident from the data that the
opinions of the smaller client, that is, those having a turnover of less than R 5 million, are
not represented in the survey. The second single largest group of respondents to this question
fall into the category of having a turnover between RS and R10 million, representing 18.5%

of the safnple.
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Table 7.8 Average annual turnover of clients

7.3.1.6 Geographical location of client survey

Clients were asked to denote the area in which their offices are located. The intention of a
question of such a nature was to establish whether the survey represents a national response.
~ This question was not well answered, despite the simplicity of the question. Only 19 of the
29 respondents stated} where the offices were located. Of the respondents who answered this
question, forty five per cent indicated that their offices are in Gauteng. Furthermore, the
second greatest group have their offices in the Western Cape. Essentially, the spread of
location is not ideal as there are areas of the country where no representation is evidenced,
for example, the Ora:nge Free State, Northern Cape, Eastern Cape amongst others. It is, of
; course, possible that ‘!the 34.5% of respondents who did not indicate the geographical position
may well reside in one of these areas. The geographical location of client organisations
résponding to this survey are contained in Table 7.9.
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surveying practices probably have less than 10 members of staff.
7.3.2.2 Quantity surveying firms’ average annual turnover
Most of the quantity surveying firms (47%) who participated in this survey have an average

annual turnover of between half a million and one million rand. By summing the respondents

in the bracket R 0.5jmillion and R 1 million and R 1 and R 5 million the preponderance

(78%) of the respondents are grouped in these two categories. The remaining participants are
" either small firms with a turnover of less than half a million, or otherwise firms whose
average annual turnover is greater than R 5 million. Due to the personal nature of this
question, only 61% of the respondents were prepared to indicate the average annual turnover

~ of their firm. The re?ults' are presented in Table 7.10.

Table 7.10 Quantity surveying firms’ average annual turnover

7.3.2.3 Work mix Ofl quantity surveying firms
Quantity surveying firms were asked to denote the work-mix of their practice to ascertain
whether the respondents have a fair experience of different types of work and the associated
involvement with various client types procuring the respective buildings. Quantity surveying
firms indicated that their greatest involvement (30.2%) on average is in the procurement of
public sector 1nst1tu}10ns such as schools and hospitals. The second highest involvement
1}
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Table 7.9 Geographical location of clients

0% 0 ]
10.3% 3
0% 0
0% 0
3.4% 1
0% 0
44.8% 13
6.9% 2
0% I 0
0% 0
34.5% | 10
100% 29

Having discussed the demographic data relating to the client group, the demographic data
acquired from the quantity surveyors’ survey is presented below.

7.3.2 Demographic data for quantity surveying firms

7.3.2.1 Staffing levels

Quantity surveyors were asked to indicate the current level of full-time staff empl'oyed, by
their office. It was found that the average number of employees is 11 (10.84) in quantit)\'\
surveying practices surveyed. However, it was found that outliers exist, where two practices \'
have staff of 160 employees and one firm employs 600 members of staff. The exclusion of }

these two respondents would result in a smaller staff size. Thus, on average, quantity

172



(23.3%) is in the procurement of commercial building for the private sector. Whilst private
sector industrial building was rated as being the third greatest area of involvement, the
remaining work mix{involvement ranges from 8.8% for private sector residential buildings
to 1.5% for industrial building for the public sector. The data pertaining to the work mix of
quantity surveying practice is contained on Table 7.11.

Table 7.11 Quantity surveying firms’ average work mix
[

4.2% 7

30.2% 1
1.5% 11
3.3% ' 9
3.6% 8
8.8% 4

| 9.5% | , 3

23.3% 2
2.9% 10
7.0% 5
5.7% 6 ‘
100%

7.3.2.4 Nature of quantity surveyors’ clients

Quantity surveyors, were asked to indicate by percentage the type of client receiving their
services. This question permits an evaluation of the level of sophistication of the client and

how quantity surve!ying practice may be tailored to suit such organisations. Based on Table
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7.12, most of the quantity surveying work (42%) emanatés from public sector clients. In
South Africa, these s{re likely to be organisations such as the Public Works Department.
Nearly 20% of the clients of quantity surveying firms are building solely for their own
accommodation. Furthermore, 18% of clients are property development companies whilst
15% of ciients are building for their own investment purposes such as the pension funds and
insurance houses, amongst others. A small percentage (1.3%) of quantity surveyors are
employed by other quantity surveyors. This set of data provides a spread a-mongst client
types. By comparison!, however, the clients who responded were largely private sector clients
whilst the quantity surveying group have indicated having substantial experience of the public
sector client (42%). Alternately, whilst quantity surveyors’ experience in the public sector
is represented by a clientele of forty two per cent, the remaining cumulative preponderance
(58%) is represented’ by the private sector. This suggests a healthy split between the two

sectors.

Table 7.12 Nature of quantity surveyors’ clients

7.3.2.5 Geographical location of quantity surveying practices

Table 7.13 indicates the distribution of the geographical location of the quantity surveying

practices surveyed. The purpose of such a question was to establish whether the responses

! 175

i



were representative of a nationwide survey. As expected the survey resﬁlts indicate that the
majority of respondents came from areas such as the Western Cape (22.7%), KwaZulu/Natal
(20.1%) aﬂd Gauteng (27.3%). These areas represent the larger business areas within South
Africa. Furthermore, the results indicate representation from every area within the country

as well as representation (4.5%) from the neighbouring countries.

Table 7.13 Geographical location of quantity surveying firms

0.6% | 1
22.7% 35
9.7% 5
1.3% 2
20.1% 31
6.5% 10
27.3% | 42
4.5% 7
1.3% 2
45% 7
1.3% 2
100% 154

Having presented the demographic data pertaining to the clients and quantity surveying
_practices surveyed, the findings of the application of the SERVQUAL Instrument are

discussed below.
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7.4 Findings of the client survey
7.4.1 Introduction

Having presented the demographic data pertaining to clients and quantity surveying practices
who participated in .this survey, the section that follows focuses on the results of the
SERVQUAL Instrument. The first section under the heading of "Findings" relates to client
responses regarding expectation, perception of performance and the Gap S score. The gap
5 score or SERVQUAL score is computed by subtracting the expectation score from the
perception of performance score. This score indicates the disparity between what clients

would like to receive and the service they perceive to have received.

Furthermore, quantity surveying firms’ responses are presented thereafter, based on quantity
surveyors’ peréeptions of the level of service which constitutes quality for the client. Having
presented the surveys independently, a comparison of perceptions is presented where

conclusions are drawn based on the analysis of the findings.

To facilitate the analysis of the data, each of the statements within a dimension are presented
in tabular form along with the respective expectation and performance scores. The
questionnaire which was mailed to clients and quantity surveying firms is contained in
Appendix F and G respectively at the end of the document. Although the questionnaire has
been expiained earlier, it is reiterated that a seven point Likert type scale was used to gauge
responses. For the expectation set of statements, 1 represented "not essential” and 7, "very
essential,” whilst for the perception set of statements 1 represented “strongly disagree” and
7, "strongly agree.” Therefore, an expectation statement receiving a score of 7 would
indicate that clients perceive this aspect of service to be very essential to performing excellent
quality of service, whilst 1 would indicate that clients’ expectations were low fdr such service

delivery.

In the tables that follow, column 1 contains the statement to which the average scores relate.
The column named "expectation” represents the average score of clients’ expectation of ideal

quantity surveying practice. The following column, named “perception of performance”
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indicates the average score of clients’ perception of the level of service performed by the
quantity surveying firm most regularly used by themselves. The final column represents the
Gap 5 score where the average expectation score is subtracted from the average perception
score. A positive Gap 5 score indicates superior service, that is the perception 6f
performance was greater than the prior expectation, whilst a negative score indicates poor
service quality where the clients’ expectations were greater than the service received. Lastly,

a score of zero woulci indicate that the client has received the service required.

The following section deals with client responses to statements, presented by dimension and

therefore starting with Tangibles.

7.4.2 Tangibles

Table 7.14 presents the statements pertaining to Tangibles, in addition to the average scores
for each statement for expectation and perception of quantity surveying performance. (The
statements presented below are worded for the expectation set of statements only. For the
sake of brevity, the perception of performance statements have not been repeated here as the
essence of the statement remains the same, except vthat it is worded “ The quantity surveying
firm most regularly used by our firm ...." The client questionnaire can be found in Appendix
E.) The last column indicates the Gap 5 score, which is calculated by subtracting the

expectation score from the perception of performance score (Q = P - E).
7.4.2.1 Expectation i

Client expectation of the "tangible” aspect of service quality appears to be low. This is
clearly demonstrated in Table 7.14. By means of averaging the responses, three out of the
four statements received low scores (4.14 and below), indicating that these statements were
not considered very essential to the delivery of excellent quality of service. These statements
include that excellent quantity surveying firms will have modern-looking equipment, the
physical facilities will be visually appealing and that members of staff will be neat in

appearance. The fourth statement, namely that excellent quantity surveying firms will produce
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documentation which is detailed, accurate, and easy to understand, was rated as very
essential (6.79). Clients thus, have low expectations of the tangible aspect of quantity
surveying service save for the accuracy of documentation where clients indicated a high level

of expectation.

Table 7.14 Client éxpectation, perception of performance and Gap 5 score for the

dimension Tangibles

7.4.2.2 Perception

|
For statements 1 to 3; clients rated their perception of the service delivered more highly than
their expectation of the service. This would indicate that clients are indeed satisfied with most
tangible aspects of qLantity surveying services. However, clients rate their perception of
statement 4, that is, cfocuments should be detailed, accurate and easy to understand, as being
lower than their expe%:taﬁon of the same. This suggests that clients are dissatisfied with the

standard of documentation produced by quantity surveyors.
7.4.2.3 Gap 5 score for Tangibles

On examination of the data by statement, the disparity between expectation and performance

is large for Statement 4 (-1.579), indicating dissatisfaction with production of documentation

I
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which should be detailed, accurate and easy to understand. Furthermore, the disparity for
Statements 1 to 3 are of a positive nature, indicating that clients are satisfied with the
Sfollowing aspects, namely, having modern looking equipment, visually appealing physical

facilities and staff who are neat in appearance.

The average unweigﬂted SERVQUAL score for the dimension of Tangibles is -0.08. This
indicates that generally clients are very mildly dissatisfied with this aspect of service. Should
statement 4 be excluded, this. average would be 0.426, indicating that clients are receiving
quality of service greater than that expected. Moreover, it would indicate client satisfaction

with the dimension of Tangibles.
7.4.3 Reliability
7.4.3.1 Expeciation

Based on Table 7.15, clients’ expectations of the dimension, Reliability appear to be high.
The ratings for all five statements range from 6.41 to 6.83, with an average expectation of
6.60 for the dimension. By comparison the average expectation score for Tangibles was 4.65,
demonstrating the difference between the two dimensions. The statements making up this
dimension includes se'Irvice features such as delivering service at the promised times, quantity
surveyors showing si'incere interest in solving client’s problems, performing the service
correctly the first time, providing service timeously and insisting on error-free records. The
statement rated most essential to excellent quantity surveying firms is delivering services at

the promised times.
7.4.3.2 Perception

For each statement, clients responded that their perception of the service received was indeed
lower than the quality of service expected. Quantity surveyors scored the lowest (4.86) for
performing the service right the first time out of all the five statements in this dimension.
The average score for this dimension is 5.09, just less than a point and a half lower than

client expectations for Reliability.
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Table 7.15 Client expectation, perception of performance and Gap 5 score for the

dimension Reliability:

7.4.3.3 The Gap 5 score for Reliability

Table 7.15 indicates {large differences between clients’ expectations and perceptions of
performance of the quantity surveying firm used. Statement 5 presents the largest gap (-1.72)

for the dimension of |Reliability. This indicates that clients are dissatisfied with quantity

surveyors’ inability to deliver services at the promised times. The second largest gap in
service delivery is in performing the service right the first time. Further, a lack of service
delivery is evident in quantity surveyors showing a sincere interest in solving client’s

problems (-1.48), providing services timeously (-1.44) and keeping error-free records (-1.34).
The average gap in performance for Reliability is -1.51. This indicates an area of service of

low service quality, and therefore, client dissatisfaction with the reliability of quantity

surveyors’ service.
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7.4.4 Responsiveness

7.4.4.1 Expectation

1]‘
‘The ratings for this dimension ranged from 6.00 to 6.45, with an average of 6.31. Statements
10 and 11 were rated the most highly (6.45 respectively), where clients expect to be kept
informed of project progress and providing clients with prompt service. Secondly, being |
willing to help the client (6.34) and indicating that they are never too busy to assist their

clients (6.00) was ratéd highly as well.

The average expectations of clients for the dimension, Responsiveness (6.31) was slightly
lower overall than for Reliability (6.51), indicating that clients have greater expectations of

the service feature, Reliability.

Table 7.16 Client expectation, perception of performance and Gap S score for the

dimension Responsiveness

7.4.4.2 Perception

Clients indicated that they were least satisfied with being kept informed of project progress
(4.93). However, in section 7.4.4.1, clients indicated that they rated this aspect of service
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most highly within the dimension of Responsiveness. The average performance rating for the
four statements comprising Responsiveness is 5.07. Clients have rated quantity surveyors’
performance in this area much the same as they did for the dimension, Responsiveness
(5.09).

7.4.4.3 The Gap 5 score for Responsiveness

Clients appear to bé dissatisfied with quantity surveyors’ performance in the areé of
Responsiveness. The area of service with the greatest disparity between expectation and
performance is the quantity surveyor’s ability to keep the client informed of project progress
(-1.52). Furthermore, clients are dissatisfied with quantity surveyors’ willingness to help
clients (-1.27) and giving prompt service (-1.23). To a lesser extent, clients have indicated
that quantity surveyors do not possess a philosophy of being too busy to respond to their

requests (-0.93).

The average difference between expectation and perception of the performance received by
quantity surveyors is -1.24. This suggests that improvements to service quality would
enhance satisfaction within this area. Particularly, keeping the client informed of project

progress is imperative in improving service provision.

i
7.4.5 Assurance :

7.4.5.1 Expectation

Within the dimension Assurance, clients rated most highly out of all four statements that
safety in transactions was expected from excellent quantity surveying firms. Furthermore,
the' ability to answer client’s requests (6.24) and the ability to instill confidence (6.07) was
also rated very highly. Whilst courtesy and approachability of staff employed by quantity
surveyors was rated 5.79, it was the lowest rated statement within the dimension Assurance,
indicating that this is less essential in achieving satisfaction. The overall average for all four
statements was 6.15, which is lower than for Reliability (6.60) and Responsiveness (6.31).
The scores are represenlted in Table 7.17.

|
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7.4.5.2 Perception.

For all four statemen;ts, the client’s perceprion of the service delivered is lower than that
rated for their expectétion of service. Clients rate statement 14 the lowest (5.07) indicating
that staff of quantity ‘Lsurveying firms do not adequately instill confidence in their clients.
Whilst the average pérformance rating can be considered low (5.19), it is still marginally
higher than the averége performance of Responsiveness (5.07). Clients exhibited a low
“expectation rating for statement 16 (courtesy and approachability of staff) and consequently
reported that the delivery of this aspect of service was only slightly less than that required
(-0.33).

Table 7.17 Client expectation, perception of performance and Gap 5 score for the

dimension Assurance

7.4.5.3 The Gap 5 score for Assurance

The statement with the greatest discrepancy between expectation and performance is that of
safety in transactions.jlt is clear from the difference, -1.38, that the clients are dissatisfied
with this aspect of service. The second largest gap (-1.13) in this dimension was exhibited
in the difference between expectation and performance of quantity surveyors having the

ability and competence to answer clients’ requests. Furthermore, clients indicated a small
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degree of dissatisfaction (-0.33) for approachability and courtesy of quantity surveying staff.
Due to such a small gap for statement 16, an average gap of -0.96 is computed for the
dimension Assurance. Excluding statement 16, the gap size for the dimension would be 1.17
as opposed to 0.96. This indicates that statement 16 may not be particularly relevant to this

dimension.
7.4.6 Empathy
7.4.6.1 Expectation

A great variance ranging from 5.36 to 6.66 in the ratings of client expectations for the
dimension Empathy is evident. This discrepancy indicates that perhaps some of the statements
are of a less relevant nature to the client. For example, the aspect of having convenient
operating hours is perhaps more applicable to other service institutions such as banks which
have limited operating hours. Most quantity surveying practices are open during normal
working hours and thus, this would explain why clients have not rated their expectation of

statement 19 very highly (5.36).

Clients rated most highly (6.66) the statement purporting loyalty and dedication to the client '
and the project (statement 21). This statement was slightly modified from the original
SERVQUAL instrument to be more applicable to the quantity surveying profession.
Furthermore, clients have great expectations of quantity surveyors providing service
according to their specific needs (6.45) as well as quantity surveyors understanding the
specific needs of the client (6.24). Expectations related to providing personal attention was

rated less essential to the provision of service quality (5.79).
7.4.6.2 Perception

The clients’ perception of performance for the dimension of Empathy produced an average
of 5.14. The aspect of convenient operating hours was rated the poorest (4.96), which raises
the question of quantity surveying firms actual business hours. This suggests that clients have

not always been able to gain access to their quantity surveying firm when required. However,
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in section 7.4.6.3, attention will be drawn to the small discrepancy actually noted (-0.39).
The ability to provide clients with their specific needs and requirements, in terms of perceived
performance, was rated the highest in the dimension of Empathy, that being 5.32. Thus,
clients have a higherjregard of QS performance in the area of meeting specific needs and
requirements, than in}the areas relating to the remaining statements within this dimension.
The average performance score of 5.14 is consistent with the service delivery of the
dimensions already presented, except for Tangibles which was far lower, namely 4.57
(Reliability, 5.09; Responsiveness, 5.07; Assurdnce, 5.19).

Table 7.18 Client expectation, perception of performance and Gap 5 score for the

dimension Empathy

7.4.6.3 The Gap 5 score for Empathy

Clients are most dissatisfied with quantity surveyor’s ability to be loyal and dedicated to their
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project. The difference in expectation and perception of performance is -1.44. Secondly,
within the dimension of Empathy, dissatisfaction is indicated with regard to quantity
surveyors understanding the specific needs of their clients (-1.21). Statements 18 and 22,
which relate to the needs of the client, are closely worded specifically to indicate consistency
in the respondents ratings. Comparatively statement 18, which states that quantity surveyors
will provide the client with the service required according to their specific needs and

requirements, displayed a disparity of -1.13 which is consistent with statement 22 (-1.21).

Further areas of dissatisfaction are noted, but of a lesser degree. Clients appear to be
moderately dissatisfied with being given personal attention (-0.615) and even less dissatisfied

with having convenient operating hours (-0.39).
7.4.7 Client Focus

This is an extra dimension which was created based on the pilot study presented in Chapter
6. The purpose of the additional dimension was to include aspects of service specific to
quantity surveying service. As previously discussed, the first 22 items are based on the
replication of the SERVQUAL instrument. The extra eight statements represent the author’s
own extra dimension named Client Focus. This follows the methodology undertaken by the
Centre for Manufacturing Management (1993) who investigated service quality in the
consulting engineering field in Australia. The additional eight statements culminating in

Client Focus is represented in Table 7.19 along with the average scores.
7.4.7.1 Expectation

The most highly rated statement within the dimension of Client Focus, is the statement
pertaining to clear communication of project details to the client, scoring a rating of 6.31.
Furthermore, clients have high expectations (6.28) of being involved in the project and being
treated as a valuable member of the design team (statement 30). Other statements were also
rated reasonably highly, namely that quantity surveyors will communicate technical problems
in a manner which is easily understood (6.13) and that quantity surveyors will project a

pdsitive attitude toward and enthusiasm for the client’s project (6.06). Although four of the

187



eight statements presented above indicated high expectation, the average total for all eight
items is 5.80. The expectations for the remaining four items is thus lower, bringing down
the average. Two of the lowest rated items related to clients’ expectation of quantity surveying
Sfirms who indicate the services available and the relevant fee structure, together with quantity

surveyors’ ability to understand the client’s possible in-house problems.
7.4.7.2 Perception

The average for all eight perception of performance ratings is relatively low (4.56), when
compared with Emparhy which scored an average of 5.14. Notwithstanding the low overall
score, quantity surveyors’ ability to communicate technical problems in a manner that the
client can understand was rated the most highly (4.89) out of all eight statements relating to
performance. The item relating to quantity surveyors’ ability to treat clients as a valuable
member of the design team also rated almost equally as highly (4.86). Based on statement
29, quantity surveyors do not frequently (4.11) organise a debriefing session at the end of
a project. Based on the survey, clients perceive a low degree (4.36) of promotion of

teamwork amongst members of the design team.

7.4.7.3 The Gap 5 score for Client Focus

The average SERVQUAL score for all eight items in this dimension is -1.24. Clients
indicated low service quality (-1.60) with regard to clear communication of project details.
Secondly, the large disparity (-1.48) between client expectations and their perceptions of
performance of the debriefing session indicated an area of client dissatisfaction and poor
service quality. Contributing to the average disparity for this dimension is that clients are
dissatisfied with not being treated as a valuable member of the design team. The only
statement yielding a disparity of less than one, was the statement regarding quantity
surveyors understanding the possible in-house problems which the client may experience.
Although the perception of performance rating was low, s0 ioo was the rating for
~ expectation, resulting in small disparity. It can be concluded that this is not a particularly

important aspect of service for most clients. -

188



Table 7.19 Client expectation, perception of performance and Gap 5 score for the

dimension Client Foc'us

Summary of client survey .
The statements attracting the greatest disparity are presented on Table 7.20. This presents
: , | . . . i
a summary of the aspects of service perceived to have the poorest level of service quality.
Moreover, it indicates areas of client dissatisfaction. Whilst 27 out of the 30 statements
presented received negative scores, the table below ranks the ten statements with the greatest
disparity between expectation and perception of performance. This serves to present a focus
which is not dimension bound, giving an overall view of the areas of poor service quality and

thus, client dissatisfaction.
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Table 7.20 The ten statements with the greatest disparity

Reliability -1.72
Client Focus -1.60
Reliability -1.59
Tangibles -1.58
Responsiveness - -1.52
Reliability -1.48
{ Client Focus -1.48
Empathy -1.44
{ Reliability -1.44
| Client Focus- -1.42

7.4.8 The dimensions

7.4.8.1 Importance weighting

Table 7.21 indicates the average for each dimension for expectation, perception and the Gap
5 score. The last column in the table presents the average importance weighting for each
dimension. The ranking of the "Gap'} c;olumn is based on the absolute value. These figures
are the result of Question 3 on the client questionnaire where respondents were presented

with statements which describe the essence of each dimension and asked to give a percentage
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breakdown of relative importance for each statement.

Table 7.21 Client expectation, perception of performance, Gap 5 and importance

weighting for all dimensions

6.82%

6.60 1] 5.09 3] -1.51 1] 42.14% 1

6.31 2] 5.07 4] -1.24 2| 22.44% 2

6.15 315.19 1] -0.96 31 11.39% 3

6.10 415.14 2] -0.96 3| 10.86% 4

5.80 51 4.56 6| -1.24 21 9.49% S

From the table it is evident that the dimension Reliability is considered the most important
dimension by clients, yielding an average of 42%. This dimension has also attracted the
greatest disparity between expectation and performance (-1.51). This finding presents an area
in need of great attention as clients are not only dissatisfied with the service, but also rate

this dimension, by far, the most important.

Responsiveness was considered the second most important service feature (22%). However,
this dimension scored just more than half the points that were awarded to the dimension,
Reliability. Furthermore, this dimension has the second largest disparity between expectation

and performance.

Assurance and Empathy are rated jointly as the dimension with the third largest disparity (-
0.96). In addition they were respectively rated the third and fourth most important

dimension.

Whilst Tangibles is considered the least important service feature to clients of the quantity

surveying profession, scoring an average of 7%, the remaining service features scored
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between 9% and 11% respectively. This indicates that the aspect of Assurance, Empathy and
Client Focus are considered of equal importance, generally, for the attainment of excellent
service quality, albeit that in comparison to Reliability and Responsiveness they are rated

lower.

The calculation of the weighted SERVQUAL score permits an examination of the relationship
between the size of the'disparity between expectation and performance, thus the gap 5 score,

and the average weighting for the respective dimensions. Table 7.22 presents the weighted
SERVQUAL scores.

Table 7.22 Clients’ in;portance weighting, unweighted SERVQUAL score and weighted
SERVQUAL score for all dimensions

6.82%

42.14% 1] -1.5143 1] -0.638 -64 1

;22.44% 2 | -1.2389 2 | -0.250 -25 2

;11.39% 3 | -0.9581 4| -0.109 -1 4

!
10.86 % 4 | -0.9562 5] -0.103 -10 5

9.49% 5| -1.2387 “31-0.1177 -12 3

The weighted SERVQUAL score is calculated by multiplying the importance weighting ‘
percentage by the gap 5 score and dividing by 100. In so doing, the importance of the
dimension to the client is applied to the perceived performance gap. (For the sake of clarity,
the last column in Table 7.22 contains the weighted SERVQUAL score multiplied by 100.)
Having calculated the weighted SERVQUAL score for each dimension, it is evident that the
dimension considered most important to clients, that being Reliability, is the dimension that
has the greatest disparity between expectation and performance. It would appear that clients

are most dissatisfied with the area of service which is the most important to them. Secondly,
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the dimension, Responsiveness, was rated the second most important service feature to
quantity surveyors performing a high quality of service, yet it was also the dimension which
has the second greatest gap between expectation and performance. In order for quantity
surveyors to increase service quality and thus, client satisfaction, firms should focus on the

service features Reliability and Responsiveness.

7.5 Findings of the quantity surveyors’ survey
I

Quantity surveying firms received a questionnaire similar to that sent to the client group. The
questionnaire contained three parts pertaining to the SERVQUAL Instrument. The first part
required quantity surveyors to indicate their perception of client expectation of service
quality. This involved rating from 1 to 7, the same 30 expectation items presented to the
clients. This would represent quantity surveyors’ perception of clients’ expectations. The
second part of this section required quantity surveyors to rate between 1 and 7, their ability
to meet such expectations. Quantity surveyors were not asked to rate individual items, but
just the six dimensions. The six dimensions were not labelled as such, but the essence of the
service feature was described. Lastly, quantity surveyors were presented with the same six
statements representing the six dimensions and were asked to rate their perception of the

relative importance to clients (out of 100) of each service feature.
7.5.1 Quantity surveyors’ perception of client expectation of service qitality

Quantity surveyors were asked to rate on a 7 point Likert scale, similar to that used for the
clients, their perception of what constitutes quality of service for clients using QS practices.
In Table 7.23, the average expectation score for each dimension was computed based on
quantity surveyors’ ratings of each of the 30 statements presented in the questionnaire. The
average score for the dimension Reliability was the highest out of all 6 dimensions, indicating
that quantity surveyors perceive clients to have high expectation in this area of service
delivery. Responsiveness was also rated highly (6.43) by quantity surveyors as being an area
of high client expectation. This is consistent with the opinion of clients on their expectation
of superior service quality. Tangibles scored the lowest by a convincing margin as being

essential to service quality yielding a score of 5.15.
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‘Table 7.23 indicates the average scores for quantity surveyors’ perceptions of client

expectation and the ranking of each dimension.

Table 7.23 Quantity surveyors’ perception of client expectations

7.5.2 Quantity surveyors’ perception of their ability to meet such expectation

The average score for quantity surveyors’ ability to meet client expectations of performance
for the various dimensions ranged between 4.97 and 6.34, indicating that quantity surveyors
are aware of areas of high and low service performance. An example of this is evident under
the dimension of Client %‘ocw, quantity surveyors rated their performance the lowest in all
six areas. The dimension with the highest performance rating is Reliability where quantity
surveyors scored an average of 6.34 for their ability to perform the promised service
accurately and dependably. Quantity surveyors rated highly (6.19) their ability to perform
the required service with empathy. Emparhy represents the quantity surveyors’ ability to
provide loyal and dedicated service to their clients. Furthermore, quantity surveyors do not
rate the appearance of physical facilities, equipment and other tangibles as being an area of

high performance.

Table 7.24 presents quantity surveyors’ perceptions of both the client’s level of expectation
as well as the latters perception of performance. This permitted the calculation of the Gap

5 score as perceived by quantity surveyors (perception minus expectation).
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Table 7.24 Quantity surveyor’s perceptions of client expectations, performance and the

resultant Gap S score

7.5.3 Quantity surveyors’ perception of the Gap 5 score

The Gap 5 score can now be calculated by subtracting the quantity surveyors’ perception of
clients’ expectation score for each dimension from the quantity surveyors’ perception of their
own performance. However, since the expectation battery constituted the 30 statements, the

dimension score was calculated by averaging the items pertaining to the respective dimension.

Two positive gaps exist indicating that quantity surveyors perceive that service quality and
thus, client satisfaction, has been attained in the areas of Tangibles and Empathy. It would
appear that the reason the dimension Tangibles has acquired a positive score is due to a low
level of expectation met with a slightly higher level of performance. Empathy has also
realised a positive value with a high expectation score and an equally high service delivery
score. Thus, quantity surveyors have indicated that the empathy shown toward clients is a
strong aspect of their service delivery. Whilst Tangibles and Empathy both have positive
scores (5.15 and 6.13 respectively) in expectation and (5.18 and 6.19) in performance. Both
expectation and perception of performance scores differ by almost one point respectivel)}. .
This disparity suggests that Tangibles is not as important a dimension as Empathy, by virtue

of the low expectation score.
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Furthermore, quantity surveyors do not perceive the disparity to be as great as the clients do
(presented in section above) since for Reliability, Responsiveness and Assurance the average
| negative score for thfose three dimensions is -0.41. Alternately, quantity surveyors have
indicated that a largell gap exists between client expectation of Client Focus and quantity
surveyors’ ability to fulfil such expectation (-1.03).

7.5.4 Quantity surveyors’ perception of importance of service features

&
In Table 7.25, quantity surveyors have perceived the dimension Reliability to be the most
important service feature to clients (38%). The second most important dimension as
perceived by quantity surveyors is Responsiveness, representing a similar distribution of

importance points as presented by the clients in Table 7.22.

Table 7.25 Quantity surveyors’ perceptions of the importance weighting of dimensions
for clients, the Gap S score and the resultant weighted SERVQUAL score

7.6 Comparison of clients’ and quantity surveyors’ opinions
Having presented the clients’ opinion survey and the quantity surveyors’ perception of the

level of service quality delivered, a comparison of client and quantity surveyor opinion is

presented. This comparison indicates the difference in perception of the same service
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delivery.

Based on the data presented in Table 7.26, the perceptions held by clients vary greatly from
those held by quantity surveyors. Clients indicate a disparity in all six dimensions between
the service expected and the service actually received. Quantity surveyors indicate that clients
receive greater service than that expected in the area of Tangibles and Empathy. The gaps
perceived by quantity surveyors are much smaller than the gaps perceived to exist by the '
client group. From this it can be concluded that quantity surveyors need to re-evaluate the
level of service provided and moreover, should see it from the perspective held by the client.
In the area of Reliability, clients perceive a great disparity (-1.51) between expectation and
performance, whilst quantity surveyors perceive a much smaller disparity (-0.28). Together
with the high importance rating given to the dimension Reliability, the SERVQUAL score
for that dimension is -0.638. By comparison, the quantity surveyors’ perception realises a
SERVQUAL score of -0. 107, nearly five times less than the SERVQUAL score emanating

from the client survey.

The SERVQUAL scores for the dimensions take into account the importance weighting
allocated to the respective dimensions. By ranking the weighted SERVQUAL scores, it is
apparent that, even though the size of the gaps differ, the ranking of the disparity is similar.
In both cases Reliability, Responsiveness, Client Focus and Assurance rate in the first four
positions, in the same order. Empathy and Tangibles rate fifth and sixth for clients whilst

their ranking is opposite for the quantity surveying group.

So far the SERVQUAL score for the entire service delivery has not been presented. This is
calculated by adding the weighted SERVQUAL scores for all dimensions and then dividing
by six. This results in a score of -0.204 as perceived by clients and -0.054 for quantity
surveyors. The comparison of clients” and quantity surveyors’ perceptions is presented in
Table 7.26 indicating the Gap 5 score, importance weighting and weighted SERVQUAL

Score as perceived
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Table 7.26 Comparison between clients’ SERVQUAL score and quantity surveyors’

perception of the same

I -0.08 +0.03 | 6.82% 10.3% | -0.005 +0.003

-1.51 -0.28 | 42.14% 38.1% | -0.638 -0.107

-1.24 -0.56 | 22.44% 16.2% | -0.250 -0.091

-0.96 -0.39 | 11.39% 13.0% | -0.109 -0.051

-0.96 +0.06 | 10.86% 13.5% | -0.104 +0.008

-1.24 -1.03 | 9.49% 8.3% | -0.118 -0.086

SERVQUAL Score | -0.204 -0.054

7.7 Comparison of SERVQUAL score with other service industries

To permit a greater understanding of the SERVQUAL score calculated in this study, a
comparison is presented with other services industries. The SERVQUAL Instrument was
applied to the consulkti;‘lg engineering field in South Africa (Bowers, 1990). Architects and
contractors’ opinions gwere considered to represent the "clients" of the industry. Both
architects and contractors indicated a f)ositive SERVQUAL score, that being +0.082 and
+0.185. This indicates that these consumers of consulting engineering services rate their
perception of performance greater than their expectations, on average. Out of five
dimensions, one dimension resulted in a negative score for both architects and contractors,

namely Reliability.

Furthermore, the SERVQUAL instrument was applied to the consulting engineering field in
Australia (Centre for Manufacturing Management, 1993). To this end, the researchers
involved changed the SERVQUAL Instrument subétantially although keeping the essence of
each dimension. Whilst they did not compute the SERVQUAL score for the industry, the

report indicates a negative score for all dimensions. Furthermore, the aspect of service that
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clients find most dissatisfying is the aspect of Reliability (-1‘.11). It was also found that

Reliabiliry is considered the most important aspect of service to their clients.

Having presented an interpretation of the means relating to the client and quantity
surveyors’ surveys and their relationship to each other, the data have been subjected to
further statistical prolcedures. The section that follows, is not meant to provide specific
recommendations to tﬁe quantity surveying profession, but serves to provide researchers with
a background feelingiifor the way in which those surveyed answered the questions. The
analysis presented below investigates the relationships of the variations in the data and

provides insights into possible new dimensions.
7.8 Model testing

Models are needed to impose some convenient restrictions on relationships between variables
in such a way that meaningful insights about possible interpretations of the data can engage.
There is not necessarily a single unique model for a data set, but various plausible

explanations. Each one should be examined for its adequacy and simplicity.
7.8.1 Factors in the client data set

The full model for the ._design of the modified SERVQUAL Instrument, used in this study,
was imposed on the data. The output indicated that the model is associated with a lot of
inherent instability which is probably related to an inadequacy of the data set, that being too

many variables (30 variables) observed on too few cases (29 cases).

The data were considered in fragments where a small subset of variables were selected for
factor analysis, often up to the limits of model complexity permitted on a small data set. The
package Statistica was used. This procedure permitted an investigation into the structure of

the data providing some insights into the validity of various dimensions.

Exploratory factor analysis was undertaken on the Gap 5 scores (perception score minus

expectation score) for all statements.

199



Based on the exploratory factor analysis, the following was found:

(i) The original SERVQUAL Instrument was constructed from 22 items assuming 5
"dimensions. The mo&_iﬁed Instrument applied to the QS service industry was constructed
form 30 items assuming 6 dimensions. After exploratory factor analysis, three service -
dimensions (Tangibles, Comfort Features and Client Focus) were reflected and are contained
in Table 7.27. ‘

1

Table 7.27 Dimensioﬁs emerging from exploratory factor analysis for client data set

Statements 1 to 4 Statements 1-3

Statements 5 to 9

Statements 10 -13 Statements 4 - 22 with the

Statements 14- 17 exception of Statement 16

Statements 18-22 Renamed "Comfort Features'

Statements 23-30 Statements 23-30
i

|

with the exception of

Statement 29

(ii) Variables 1 to 3 (statements 1 to 3) loaded well together, whilst variable 4 loaded with
a second factor. The wording for statement 4 was seemingly in keeping with the original
SERVQUAL statement. However, it is possible that in respect of the quantity surveying
profession the importance of accuracy of documentation may have been confounded with
accuracy of estimates. Such confounding may cause the variation of client responses to
statement 4 to be more in keeping with those of the statements relating to statements 5

through 22 than statements 1 to 3.

(iii) When testing combinations of dimensions, the variables relating to the dimensions
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Reliability, Responsiven.ess,‘ Empathy and Assurance were found to all load together. This
cohesion indicates that the variations behave consistently. However, statement 16 loaded very
mildly with the statements 4 through 22. Statement 16 refers to the courtesy and
approachability of employees of QS practices.

(iv) For the assumedtdimension in this study, namely Client Focus, it was found that the
variables for that dimension load together well, save for item 29. Statement 29 relates to
excellent quantity surveying practices having a debriefing session at the end of a project to

illuminate areas of client satisfaction or lack thereof.

Owing to the size of the data set for client responses, and therefore, the lack of confirmatory
factor anélysis verifying all of theses claims simultaneously, only a modest insight can be
noted for future research. Essentially, to establish firm insights, a larger data set is required.
Whilst this data limitation leaves little to report, a future study may explore these tentative

findings and their inclusion in this report may be useful.
7.8.2 Factors in the quantity surveyors’ data set

The data set for the quantity surveying practices represented 155 cases, in respect of
"expectation" related questions as distinct from the client set where the Gap 5 score
(perception minus expectation) was analysed. Due to the larger number of cases,

confirmatory factor analysis was undertaken.
The following findings were noted after confirmatory factor analysis:

(i) Similarly to their counterparts in the client data set, statements 1 to 3 loaded together. It
would appear that item 4 is again more strongly related to Reliability, Responsiveness and

Assurance than Tangibles.

(ii) The variations relating to statements 4 to 16, loaded together well, indicating consistency
over the three assumed dimensions. Instead of finding that the three dimensions exhibited

sub-dimensions as proposed by Carman (1990), here three dimensions, (Reliability,
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Responsiveness and Assurance) have combined to form one dimension in this study. The size
of the data sets in Garman’s (1990) study was larger and may therefore admit firmer

nuances.

Table 7.28 Dimensiolns emerging from confirmatory factor analysis for QS data set

Statements 1 to 4 . Statements 1-3

| Statements 5 to 9 Statements 4 - 16

with the exception of 9

Statements 10 -13

Statements 18-22 Statements 17 - 22
' with exception of 18 and 21
including 27

Statements 23-30 Statements 23 - 28
excluding 27
including 18 and 21

Statements 9, 29 and 30

(iii) The dimension Empathy has emerged as being separate. However, changes have been
noted in that the vzliriations for statement 18 are not seen to load well with this factor. -
However, statement-27 does load well. This statement refers to the promotion of teamwork

which could relate tlo the dimension Empathy.

202




(iv) Client Focus has emerged as another separate factor where variables 23 through 28 load
well together, including variables 18 and 21, but excluding statement 27. The inclusion of
statemenfs 18 and 21; refer to providing the client with service accordihg to their specific
needs and remaining :!loyal and dedicated to the client. These statements can be considered

l
to relate to Client Focus.

|

(v) Lastly, items 9, ;29 and 30 seem to have emerged as a final dimension, but their
consistency in variation appears to be an artefact as there is no clear common thread in the
wording of the statements. These statements respectively refer to keeping error free‘records,
organising a de—brieﬁng session on satisfaction attained and treating the client as a valuable

member of the design team.

All of these factors are related to one another and were decided in a model that allowed for
factors that were not forced to be statistically independent. This study may provide a point
of departure for future replications of the SERVQUAL Instrument in the quantity surveying
profession. A greater response rate will provide more conclusive insights into the various
dimensions, but the study population of QS professionals and clients in South Africa is
markedly smaller than the service industry populations in the United States of America,
amongst others, and hence such contrasting structures cannot yield the same degree of

complexity veriﬁablef in quantitative statistical methods.

|

Some models for questionnaires arise naturally from their conceptualization and construction.
Other models can slometimes emerge from mathematical explanations of the data using
computer packages (e.g. exploratory factor analysis). Any factor model should be subjected
i

/
J

to confirmatory factor analysis.

7.9 Summary of findings

(i) For all dimensions, a disparity exists between client expectations and their perceptions of

performance.
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(ii) The largest disparities for statements range between -1.72 and -1.42, on a seven point
scale, and are evident for ten statements, indicating factors which require attention in the

delivery of service quality, namely:

: delivering service at the promised time

: clear communicatior:1 of project information

: performing the service right the first time

: production of documentation which is detailed, accurate and easy to understand
: informing the client; of project progress

: showing sincere interest in solving client’s problems

: organisation of debriefing for illuminating areas of dissatisfaction

: remaining loyal to the client and acting in the client’s best interest

: performing services timeously

: treating the client as a valuable member of the design team

(iii) Of the ten items listed above, four relate to the service dimension Reliability. This
dimension was also rated, by far, the most important. Furthermore, it is the dimension with
the greafest disparity between expectation and performance. Applying the unweighted
SERVQUAL score to the importance dimension, and thus yielding the weighted SERVQUAL
score, Reliability stil;l accounts for the greatest score. The factors affecting Reliability are
listed as follows: '

: delivering service at the promised time

: showing sincere intlerest in solving the client’s problems
: performing the service right the first time

: providing service timeously

: insisting on error-free records

(iv) Whilst Responsiveness and Client Focus yielded the same gap in service delivery,
Responsiveness was rated more important (22% vs 9%). The following factors are related
to Responsiveness and indicate attention in the delivery of service quality:

: keeping the client informed of project progress

: giving prompt service
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: always being willing to help

: never being too busy to respond to requests.

(v) Focusing on the weighted SERVQUAL scores where the service gap is applied to the
importance weighting, the dimensions are ranked as follows:

1. Reliability

2. Responsiveness

3. Client Focus

4. Assurance

5. Empathy

6. Tangibles

(vi) A great disparity currently exists in the perceptions held by clients and those held by
quantity surveyors as to the level of service quality delivered in the quantity surveying
profession. The proof is evident in the disparity between the SERVQUAL scores presented
in Table 7.26.

(vii) Reliability is coh:sidered an important aspect of service delivery to clients, yet this is the
dimension with the gfeatest difference between expectation and performance. Whilst quantity
surveyors do not perceive the disparity to be as great, it is acknowledged that a gap exists.

A . . . . .
Furthermore, quantity surveyors do realise the importance of this service feature to clients.
f

(viii) Responsiveness; is also considered an important service feature by clients and this is
|
acknowledged by the quantity surveyors. However, the size of the gap perceived to exist by

quantity surveyors is less than half of that perceived to exist by clients.

(ix) Assurance and Empathy received approximately equal importance weighting (11%) by
clients, whilst quantity surveyors allocated approximately 13% respectively for these two
dimensions. Quantity surveyors perceive Empathy as an area where superior service quality
is delivered (+0.06), whilst the client group indicated nearly a point difference bétween
expectation and performance (-0.96). Thus, whilst quantity surveyors understand the

importance level of this dimension, they fail to see that clients are dissatisfied with the
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service delivery. In the same way, quantity surveyors are unaware of the size of the disparity

which is apparent for the dimension Assurance.

(x) Tangibles is rateéi the least important service feature for the client group. Quantity
surveyors however, ﬁave rated this the second least important feature. Quantity surveyors
. indicate that clients a%e satisfied with this area of service (+0.03) whilst clients indicate the
smallest degree of dissatisfaction (-0.08). It would appear that with a greater degree of
attention being paid to this dimension, clients would indeed be satisfied. To refer to section

7.4.2.2., it was mainly in the area of accurate documentation that clients were least satisfied.

(xi) The extra dimension included in this survey, namely Client Focus, was not rated as being
very important by the client group. Quantity surveyors indicated that this was the least
important aspect of quantity surveying service. In both cases, however, both clients and

quantity surve&ors_ perceive a gap to exist between client expectation and performance.

(xii) Clients rated Reliability of service to be the most important factor in service provision.
It is also the area where the greatest disparity between expectation and performance are
noted. Reliability is also considered by clients of the South African and Australian consulting
engineering industries to be the most important aspect of service. Furthermore, the clients
of the South African engineering industry produced as positive SERVQUAL score, where
the clients of the quantity surveying profession produced a negative SERVQUAL score.

I

7.10 Conclusion

Based on the list of findings and subsequent conclusions, client expectation is greater than
their perception of performance. Thus, quantity surveyors are not providing service quality,
moreover client dissatisfaction is evident. Furthermore, quantity surveyors do not see their
service in the same poor light that clients do. However, quantity surveyors do perceive poor
service quality to exist in four areas of service, namely Reliability, Responsiveness,

Assurance and Client Focus.

To this end the main hypothesis, is only partially supported. The hypothesis proposed that
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quantity surveyors are unaware of client perceptions of the level of service quality. The
findings prove that quantity surveyors are only partially unaware of the perceived lack of

service quality and thqus, client dissatisfaction.

The sub-hypotheses that emanated from the pilot study are presented again:

!
|
‘l B
(i) That a perceptional gap exists between client expectations and their perceptions of the

service provided by quantity surveyors.
i .

(ii) That a disparity exists between clients’ and quantity surveyors’ expectations and

perceptions of the service provided.

Both of the sub-hypotheses are supported. It has been proved that a substantial perceptional
gap exists between client expectations and their perceptions of the service received.
Moreover, of the thirty statements posed to clients, twenty seven statements received a

response where expectations were far greater than the perceived performance.

The second sub-hypothesis was supported in that a disparity was evidenced between the

perceptions of clients and those held by quantity surveyors.
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CHAPTER 8: SUMMARY, CONCLUSION AND RECOMMENDATION
8.1 Introduction

The premise of this thesis is that quantity surveyors are unaware of the level of service
quality provided as perceived by clients, and their resultant satisfaction. The problem at hand
is that lack of client satisfaction will result in construction clients seeking other parties for

the delivery of the ﬁnzl‘mcial management process. Moreover, lack of service quality is related
“to lack of client satisfaction. The presentation of the preceding chapters has sought to
~investigate the nature of client satisfaction, the factors involved in achieving service quality

generally as well as a theoretical investigation into quantity surveyors’ services, per se.

The literature provided insights into the determinants of service quality as Awell as other
relevant issues. pertaining to quantity surveying service. To this end, the only quantitative
model for establishing service quality was applied to the quantity surveying profession to
permit an assessment of the level of service provided. The applicatioh of the SERVQUAL
Instrument provided a comparison between client expectations and perceptions of
performance as well as a comparison of quantity surveyors’ perceptions of expectation and
performance against those held by clients.

8.2 Summary of the main findings
8.2.1 Provision of service quality results in maintaining the client base

Based on the literature presented in Chapter 1, it was established that customers generally
do not complain, but instead divulge their negative experiences to other potential clients. This
affects the expectation of potential customers who may then be soured prior to the purchase

transaction.

Whilst the construction industry provides sufficient reason for client dissatisfaction due to it
often not meeting clients’ needs in terms of cost, time and quality, client dissatisfaction with

the provision of quantity surveyors’ services relate to a different set of problems. The client’s
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primary objective is to procure a building. The need for the services of a quantity surveyor
results from this primary objective for procurement. This study may be considered an
investigation of a problem within a greater problem. That is, the lack of service quality in
the quantity surveying profession is a sub-problem of others that exist in the construction
industry. However, having so stated, ignorance of the factors affecting client satisfaction with
quantity surveying serlrvices may result in clients turning elsewhere for financial management

of their building projects.

I

i
Furthermore, it is suggested that a future study focusing on the factors affecting client
satisfaction with the construction industry as a whole, would provide greater insight into the

problems currently being faced in the construction industry in South Africa.
8.2.2 Sati.s:faction is the disparity between expectation and perception of performance

Based on the definitions expounded in Chapter 2 and 3, satisfaction is the meeting or
exceeding of prior expectation. Expectations are the result of piecing together information
emanating from one’s own experience or otherwise those collected from other sources. These
sources include those internal to the organisation such as sales people, advertising and
promotion, and those external to the organisation such as other peoples’ opinion and the
media. Furthermore, brevious experience affects expectations. Thus, the creation of
expectation is based on a collection of stimuli, some of which are within the control of the

provider.

Since expectation is the standard against which performance is measured to establish
satisfaction, quantity surveyors may use this factor to enhance satisfaction. It is proposed that
superior service quality will result in a positive experience, which will become part of the
client’s new expectation for future "purchasing.” Moreover, a gdod reputation will assist in

the formulation of expectations held by prospective clients.

Quantity surveyors have not been afforded the use of advertising until recently, as it was
prohibited in terms of the rules and regulations governing the profession. In Chapter 2,

neither exaggeration nor understatement were advised in the use of "product" information as
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this would lead to clients subscribing to generalised negativity theory (that is, whether they
are positively or negatively disconfirmed, a generalised negative perception would ensue).
Thus, quantity surveyors are advised to promote their firms in a manner which represents

their capabilities accurately.

]

Lastly, the literature pertaining to client satisfaction indicates that it is the client’s perception
of performance that is relevant. When investigating client satisfaction, the emphasis is on
what the client perceives to be reality as opposed to what the service provider perceives the

)

same to be.
8.2.3 The expenditure of effort

It was found that the greater the amount of effort expended in attaining a product or service,
the more impbrtant the satisfaction decision becomes. In Chapter 2, four psychological
theories were presented, indicating that some clients may magnify the disparity between
expectation and performance whilst others may choose to assimilate their cognitions so that
no dissonance is experienced. The former theory is called contrast theory whilst the latter is
termed cognitive dissonance. Assimilation-contrast theory is the combination of the two

theories indicating that people have zones of acceptability, neutrality and rejection.

Furthermore, the greater the amount of effort and involvement invested in the acquisition of
~ a product or service, the more important the transaction outcome will be and thus, the greater
the impact on the satisfaction decision. It is concluded that the clients of the construction
industry and therefore, quantity surveyors as well, will subscribe to assimilation-contrast
theory. Owing to the amount of time, money and effort construction clients expend, the
evaluation of the entire project is critical. Furthermore, performance of the quantity
surveyor, or any other consultant, may act as a surrogate indicator of satisfaction. Clients
may therefore tend to magnify the disparity between expectation and performance of quantity

surveyors’ service due to the high degree of effort expended on a building venture.
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8.2.4 Repeat purchase behaviour

In Chapter 2, it was found that loyalty and Satisfaction increase as repeat purchases increase.
In the same way, regular clients to both the construction industry and quantity surveying
profession, who experience a posi.tive transaction will repeat their "purchase” of service from
the same firm of quantity surveyors. Once satisfaction is attained, a repeat purchase
behaviour will become evident, resulting in greater satisfaction. This together with increased
loyalty toward that ﬁrrﬁ, will make it more difficult for competitors to take away the existing

client base.
8.2.5 Nature of quantity surveying service

As proposed in Chapter 3, four major differences exists between goods and services. In the
provi.sion of qﬁantity surveying service, these differences cannot be ignored. Services are
intangible and thus difficult to assess in terms of quality. Clients will look for surrogate
indicators of quality such as physical surroundings, accurate documentation and
professionalism, amongst others. It is imperative for quantity surveying practices to subscribe
to professionalism on all levels, including physical surroundings, neat appearance of staff and

superior documentation.
J

Services are heterogenous in nature, due to the high degree of personal contact involved. It
is imperative that all members of staff within a quantity surveying firm are committed to a

service quality philosophy.

Furthermore, the production and consumption of services are inseparable, permitting only
one opportunity for “getting it right first time." Quantity surveyors, in providing their
service, need to create a favourable impression. After each encounter the client needs to feel
that his/her needs are considered paramount and that the quantity surveyor is committed to

achieving these requirements.

212



8.2.6 Product differentiation

“Quantity surveyors may improve their service when compared to their competitors by
differentiating their service. Clients purchase the expertise of a quantity surveyor due their
own inability to perform the task. This is termed the generic product or core service. This
includes feasibility stuldies, cost advice, bill production, drawing up contractual documents,
cost management and 'icontrol and the settlement of the final account, amongst others.
'.

Quantity surveying service can be considered to be highly divergent and complex as the
services provided need to be adapted to suit the differing needs of the various client types.
The provision of quantity surveying service allows for the development of personal
relationships with the client due to the high degree of contact and the frequency of service
provision. Whilst this does not provide the opportunity for standardisation of service, the area
of personal relétionships permits a greater understanding of the client’s needs and the method
by which such can be fulfilled. |

8.2.7 The varying nature of clients and their respective needs

The clients of the construction industry vary according to the nature of their spending, the
frequency with which they construct and the purposes for which they construct. The first
distinction is between p{lblic and private sector clients. Private sector clients are classified
according to their intention for constructing. Primary clients are those clients who procure
building as their main source of income whereas secondary clients procure for their own
spatial requirements. Accordingly, levels of experience can also be applied to the primary
and secondary constructor. It is proposed that the primary experienced client is likely to be
the client type most responsible for the change in procurement system. -Secondary
inexperienced clients are perhaps clients who require additional assistance as they are likely
to be ignorant of the building process and require assistance from project inception.
Secondary experienced clients are likely to be familiar with the procurement process and
have in-house expertise requiring professional assistance from ti.me to time. Such clients need
to acknowledge their limitations especially if they have become accustomed to only one

I,
method or type of construction.
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Quantity surveyors should be able to identify the type of client they are serving and tailor the
service to suit the customer. Furthermore, the involvement of the quantity surveyor in the
briefing process allows the elucidation of the client requirements. Specific requirements need
to be clearly communicated to assist in achieving the client’s objectives.

8.2.8 Quantity surve_);'ling problems germane to South Africa

In terms of the literature, clients are dissatisfied with the quantity surveyors’ predisposition
to cater to the architect’s needs in order to secure future work. Such a philosophy clearly
does not serve the interests of the client. Moreover, acting as a gate-keeper to the architect
prevents the quantity surveyor from acting in the best interests of the client and the building
project. Furthermore, the late reporting of cost implications causes client dissatisfaction. The
client requires timeous reporting of cost related problems, so as to solve them before they
occur. Moreov'er, the client also needs to be informed of project progress and the associated
costs. Slow cost reporting indicates a reactionary culture as well as the adoption of limited

responsibility.

The problems experienced by clients as related above are not germane to South African
clients only, but are consistent with those reported by clients abroad, such as those in the
United Kingdom and Australia, amongst others.

8.2.9 The factors affecting service quality in the provision of quantity surveying service

A great disparity exists between client expectation and perception of performance in the

following areas:

: delivery of service at the promised time

: providing clear and specific communication that pertain to the project

: performing the service right the first time _ |

: the production of documentation which is detéiled, accurate and easy to understand
: keeping the client informed of project progress

: showing sincere interest in solving the client’s problems
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: organising a debriefing to illuminate areas of dissatisfaction
: the ability to remain loyal and dedicated to the client’s project, protecting the client’s
investment, and acting in the best interests of the client
: performing the services timeously
: treating the client as a valuable member of the design team, involving him/her in the
project decisions. '
|
Whilst other areas of [poor service quality were evident and displayed in Chapter 7, these
statements reflect areas of dissatisfaction perceived by the client. Furthermore, since the
expectation exceeded the performance, the client body can be considered to be negatively
disconfirmed. The effects of disconfirmation will encourage negative word of mouth exposure
and amount to negative past experience. It was found in the literature and in the pilot study
that positive past experience relates to reselection on future projects and cultivates a

"repurchase culture."
8.2.10 Perceptional disparities experienced by clients

The findings of Chapter 7 indicate that a perceptional gap exists between client expectations
and their perception of performance. For all dimensions, namely, Tangibles, Reliability,
" Responsiveness, Assurc'zlnce, Empathy and Client Focus, clients have indicated that their
expectations are greaterl than performance.

Furthermore, the dimension attracting the greatest disparity between expectation and
performance was rated the most important feature to clients. This is the dimension of

performing the service reliably.
8.2.11 Disparity between clients’ and quantity surveyors’ perceptions

Quantity surveyors have demonstrated that their perception of the service delivered is indeed

greater than that perceived by clients. -

Quantity surveyors believe that their delivery of service is greater than the client’s
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expectations for both the dimensions of service, Tangibles and Empathy. Thus, quantity

surveyors believe clients to be satisfied with these two areas of service.

For the dimensions of Responsiveness, Assurance and Reliability quantity surveyors perceive
a small disparity to exist, ranging from -0.56 to -0.28. Where clients have indicated a large
disparity for Reliability (-1.51), quantity surveyors have indicated a relatively small disparity
(-0.28). This disparity indicates that whilst quantity surveyors perceive that a gap in service

delivery exits in this area, they are unaware of the magnitude of the gap.

Furthermore, a similar disparity exists between quantity surveyors’ perceptions and those
held by clients, in that clients have rated a gap of -1.24 for the dimension Responsiveness

whilst quantity surveyors perceive a gap of -0.56 to exist.

In the area of Client Focus, quantity surveyors have recognised the gap in service delivery
and are almost aware of the size of the disparity. Clients perceive a gap of -1.24 to exist,
whilst quantity surveyors indicated, on average, a gap of -1.03. This suggests an awareness

of the need for improvement ip this area.

8.3 Conclusions

Having presented the main findings of this study, the following conclusions can be made:
(i) Clients are dissatilsﬁed as a result of poor service quality.

(ii) Quantity surveyors are only to a limited extent aware of the perception held by clients
of the poor level of service provided. That is, for the service dimensions Reliability,
Responsiveness, Assurance and Client Focus, quantity surveyors are aware that clients are
dissatisfied, but they are not aware of the degree to which such exists. For the service
features Tangibles and Empathy, quantity surveyors perceive the service delivered to above
that expected by clieﬁts.

. _/\ e

(iii) The effects of client dissatisfaction as proved above will lead to negative word-of-mouth,
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the provision of a poor reputation, lack of client loyalty and therefore, lack of re-employment
on future contracts. This will lead to a decrease in the client base and a consequent decline

in profitability.

Reflecting upon the main hypothesis presented below, the findings of this study indicate that
the main hypothesis is partially supported. ’

It is hypothesised that quantity surveyors are unaware of client perceptions of the level of

3
service quality provided, and their resultant satisfaction.

Quantity surveyors are not completely unaware of client perceptions of service quality. To
reiterate, quantity surveyors perceive a service delivery gap to exist for four dimensions.
However, they do not perceive the magnitude of the problem to be as great as it is perceived
to be by the clients. Furthermore, for two service dimensions, quantity surveyors indicated
that superior service is delivered. Clients’ perceptions were not concurrent. Therefore, the

main hypothesis is only partially supported.

An explanation for the apparent lack of insight into client perceptions by quantity surveyors

could be due to their lack of acceptance of marketing as presented in Chapters 1 and 5.

Furthermore, this shows a lack of client focus. Quantity surveyors may be tempted to place

the needs of the architect as paramount in the hope of securing future work. The relationship

between the quantity surveyor and the architect presents a conflict of interests in respect of
the client. _
I

For the purposes of clarity the sub-hypotheses that emanated from the pilot study are

presented again below:
Sub-hypothesis 1
That a p'erceptional gap exists between client expectations and their perceptions of the service

provided by quantity surveyors.
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Firstly, a perceptional gap is evident in clients’ expectations of performance and their
perceptions’ of performance. Clients’ expectations are not being met, resulting in client

dissatisfaction.

Sub-hypothesis 2

e
i

(ii) That a disparity. exists between clients’ and quantity surveyors’ expectations and
|

perceptions of the service provided.

The second sub-hypo’_thesis is supported, in that a disparity has been identified between

quantity surveyors’ perception of their performance as against client perceptions of the same.

The sub-hypotheses relating to the problem that became evident in Chapter 6 are thus both
supported.

Thus, if quantity surveyors are aware of the lack of client satisfaction, this poses the
question: why are quantity surveyors not attempting to achieve client satisfaction? This is

probably due a restrictive and prescriptive system which does not allow for such change.

To provide quantity surveyors with a guideline for achieving client satisfaction through the

delivery of service quality, the following recommendations are made and presented below.
8.4 Recommendations

(i) It is recommended that irrespective of the beliefs that quantity surveyors possess with
regard to professionalism and the associated business strategy, a change in thinking is
required. A paradigm shift is called for in the minds of the quantity surveying profession

so that a customer-driven philosophy may be adopted.

. (ii) The delivery of superior service quality is a necessity in the creation of positive past
experience, positive word-of-mouth, and the maintenance of a good reputation. Whilst these

advantages improve expectations of potential clients, two further advantages are noted, that
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being, client loyalty and increased repeat purchase behaviour. These advantages reinforce the
maintenance of the current client base. It is recommended that quantity surveyors subscribe

to a service quality philosophy in order to maintain and increase the client base.

(iii) Quantity surveyors should not use under- or overstatement in the promulgation of their

marketing efforts as this will cause false expectations on the part of the client.

(iv) 1t is recommended that quantity surveyors recognise that their true customer is the
construction client and not the architect. Furthermore, research is required into new methods
of organisational structure which preclude the quantity surveyor from serving the architect

and which place the client’s needs as paramount on all levels.

(v) Based on the findings which indicated poor service quality in the area of Reliability,

quantity surve)}ors are encouraged to focus on the following areas which clients rated highly:

Quantity surveyors should...

: deliver services on time.

: show sincere. interest in solving client’s problems.

: subscribe to the philosophy of "doing it right the first time."

: insist on error-free record keeping.

(vi) Clients reported experiencing a gap in their expectation of the aspect of service termed
Responsiveness and their perceptions of it in practice. Therefore, quantity surveyors need to
turn their attention to being more responsive to clients. It is suggested that quantity surveyors
should strive for:

: keeping the client informed of project progress.

. giving prompt service.

: always being willing to help.

: never being too busy to respond to client requests.

(vi'i) In addition to these aspects of service, it is recommended that quantity surveyors address

the following areas in which large disparities were noted between client expectations and
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their perception of the service actually provided:

Quantity surveyors should...

: be specific when communicating information pertaining to the project and resist being
vague. '.

: produce documentat:ion which is detailed, accurate and easy to understand.

: organise a debriefing session at the end of the project to illuminate areas of dissatisfaction
in order to prevent '_such problems recurring.

: remain loyal and dehicated to the client and the client’s project, protecting the client’s
investment and acting in the best interests of the client.

: treat the client as a valuable member of the design team, involving him or her in project

decisions.

(viii) 1t is recommended that the SERVQUAL Instrument be further refined to suit the
quantity surveying profession. Moreover, the Instrument requires a larger data set than was
used in this study so that confirmatory factor analysis can be undertaken. A larger data set

will permit greater insights into the dimensionality of the Instrument.

(ix) It is ;ecommendedl' that the SERVQUAL Instrument be applied to the quantity surveying
profession after a period of time to provide a comparison with the findings of this study to

establish whether service quality is improving, declining or being maintained.

(x) Furthermore, as suggested earlier, the undertaking of an investigation into client

satisfaction with the construction industry may provide some further insights into this topic.
(xi) It is recommended that the present organisational system placing the architect’s needs

ahead of the client"s, by virtue of the quantity surveyor’s objective for securing future work,

needs to be addressed.
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APPENDIX A: SERVQUAL Instrument

Replication of the expectation battery only. The perception of performance battery contains the
same statement, but presents it from a perception of performance point of view.

TANGIBLES:

1. Excellent ...... firms will have modern-looking equipment.

2. The physical facilitie$ at excellent .... firms will be visually appealing.

3. Employees at excellent .... firms will be neat appearing. :

4. Materials associated with the service will be visually appealing in an excellent .... firm.

RELIABILITY:

5. When excellent .... firms promise to do something by a certain time, they will do so.
6. When a client has a problem, excellent .... firms will show sincere interest in solving it.

7. Excellent ..... firms will perform the service right the first time.

8. Excellent ..... firms will provide their services at the time they promise to do so.

9. Excellent ..... firms will insist on error free records.

RESPONSIVENESS:

10. Employees in excellent ..... firms will tell clients exactly when services will be performed.
11. Employees in excellent ..... firms will give prompt service to clients.

12. Employees in excellent ..... firms will always be willing to help clients.

13. Employees in excellent ..... firms will never be too busy to respond to client requests.
ASSURANCE:

14 The behaviour of employees in excellent .... firms will instill confidence in clients.
15. Clients of excellent .... firms will feel safe in their transactions.

16. Employees in excellent ... firms will be consistently courteous with clients.

17. Employees in excellent ... firms will have the knowledge to answer client’s questions.

EMFPATHY:

18. Excellent .... firms will give clients individual attention.

19. Excellent .... firms will have operating hours convenient to all their clients.

20. Excellent .... firms will have employees who give clients personal attention.

21. Excellent .... firms will have the customer’s best interest at heart.

22. The employees of excellent .... firms will understand the specific needs of their clients.
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APPENDIX B: QUESTIONNAIRE USED FOR CLIENT INTERVIEWS

QUESTIONS TO BE POSED TO CLIENTS

Please note: For the purpose of this questionnaire, the term
“service" shall mean those services in respect of
construction cost advice which are provided during the
pre-tender stages of the building procurement process.

The term 'service" does not include bill production,
the preparation of payment certificates or the final
account, but does include cost estimating, cash flow
forecasting, the preparation of feasibility studies,
the preparation of life cycle cost analyses, etc.

]

1. SELECTION OF QUANTITY SURVEYING FIRMS

1.1 How do you normally select a quantity surveying firm
for your building projects?

Architects recommendation

always frequently occasionaly seldom never

Word .of mouth

always| frequently occasionaly seldom never

Previous experience

always frequently occasionaly seldom never

s .
Professional rgglster

always fre&uently occasionaly seldom never

Marketing/advertising on the part of the quantity surveyor

always frequently occasionaly seldom never

Other - pleasekspecify

1.2 Upon what criteria is your selection of a quantity
surveying firm for your building projects based?
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2. CLIENT REQUIREMENTS IN RESPECT OF CONSTRUCTION COST ADVICE

2.1 List, in order of priority, your main requirements in
respect of construction cost advice services.
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2.2 Do the construction cost advice services provided by
quantity surveyors fulfil your needs?
always frequently occasionaly seldom never

If so, how?

2.3 How do quantity surveyors ascertain your requirements in
respect of;construction cost advice:
|

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services required?

always frequently occasionaly seldom never

A formal oral enquiry in respect of services required eg. at
a meeting?

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given to you at the outset of the commission?

always frequently occasionaly seldom never
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Other - please specify

2.4 Is the :method employed (Question 2.3) effective in
ascertainipg your requirements?

i
Yes Unsure No

2.5 How would you prefer quantity surveyors to determine your
requirements in respect of construction cost advice:

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services required?

always frequently occasionaly seldom never

A formal oral enquiry in respect of services required eg. at
a meeting?

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given to you at the outset of the commission?

always frequently occasionaly seldom never

Other - please specify

3. COMMUNICATION OF CONSTRUCTION COST ADVICE SERVICES
AVAILABLE

3.1 Are you informed by either the architect or the quantity
surveyor about the range of construction cost advice
services available to you: :

Informed by quantity surveyor?

always frequently occasionaly seldom never
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Informed by architect?

always frequently

occasionaly seldom

never

3.2

How is the range of services available communicated to
you:
)

An informal oral presentation eg. on site?

always frequently
1

occasionaly seldom never

A written preséntation of services available to you?

always frequently

occasionaly seldom

never

A formal oral presentation of services available to you eg
at a meeting?

always frequently

occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given to you at the outset of the commission?

always frequently

occasionaly seldom

never

Other =~ please specify

3.3 Is the method employed (Question 3.2)

effective 1in
communicating the services available to you?

Yes Unsure No

3.4 How would you prefer quantity surveyors to communicate
the services available to you:

An informal oral presentation eg. on site?

always frequently

occasionaly seldom never

A written presentation of services available to you?

always frequently occasionaly seldom

never
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A formal oral presentation of services available to you eg.
at a meeting?

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given to you at the outset of the commission?

always freguently occasionaly seldom never

Other - please specify
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3.5 If you were informed of the range of construction cost
advice services available to you, does this increase
the level of satisfaction attained with the services
provided?

Yes Unsure No

3.6 Do you think that effective communication exists between
you and the quantity surveyor?

always frequently occasionaly seldom never

If yes, how?
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If no, why?
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3.7 Do you think that effective communication exists between
the quantity surveyor and the architect?

always frequently occasionaly seldom never
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If yes, how?

3.8 Do you think that more effective communication between
you and the quantity surveyor will improve levels of
satisfaction with services provided by the quantity
surveyor? :

always frequently occasionaly seldom never

If no, why?

3.9 Can you suggest any improvements in the communication
process which will increase your level of satisfaction
with the provision of construction cost advice?

4. ROLE OF QUANTITY SURVEYORS

4.1 Would you describe the role that gquantity surveyors
assume in the design team in respect of construction
cost advice as being pro-active or reactive?

Proactive

always frequently occasionaly seldonm never
Reactive

always frequently occasionaly seldom never
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4.2 Do you think this role should change:
From proactive |[to reactive?
Yes Unsqre No
. l :
From reactive Ho proactive?
Yes Unsure No
Please motivate your answer.
4.3 Do you consider yourself to be a valuable member

of the design team, participating in decision- making
in respect of construction cost advice?

always frequently occasionaly seldom never

If not, why?

4.4 Does/would ' being treated as a valuable member of the
design team, and participating in decision-making,
improve your 1level of satisfaction attained with
construction cost advice services?

Yes Unsure No

If yes, why?
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S. SATISFACTION WITH CONSTRUCTION COST ADVICE SERVICES
PROVIDED
5.1 Are you satisfied with the services provided by quantity
surveyors?
always frequently occasionaly seldom never
5.2 What aspects of quantity surveying services are you

particularly satisfied with?

5.3 What aspects of quantity surveying services usually cause
you to be dissatisfied?

5.4 What improvements could you suggest in the services

provided by quantity surveyors?

5.5 How do quantity surveyors ascertain your 1level of

satisfaction with construction cost advice provided:

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services provided?

always frequently occasionaly seldom never
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A formal oral enquiry in respect of services provided eg. at
a meeting?

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors
and your level of satisfaction in respect of each service?

always frequently occasionaly seldom never

Other - please sbecify

5.6 How frequently are you asked by quantity surveyors
whether or not you are satisfied with the services
provided?

always frequently occasionaly seldom never

If you are not asked, how do you let them know?

5.7 Do quantity surveyors ever explain the benefits to be had
from availing yourself of the various services they
have to offer?

always frequéntly occasionaly seldom never

5.8 If the advantages of availing yourself of the various
quantity surveying services were explained to you,
does this increase the level of satisfaction attained
with the services provided?

Yes Unsure No
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5.9 Do you, at any stage, make the quantity surveyor aware
that you are satisfied/dissatisfied with the service
being provided?

always frequently occasionaly seldom never

If so, how?

5.10 Do quantity surveyors have a de-briefing (feedback)
mechanism at the end of the project for establishing
client and architect satisfaction with their services?

Yes No

If yes, please describe the mechanism.

If no, do you think this would be useful?

Yes Unsure No

5.11 On a scale from 1 to 5, please rate your overall level
of satisfaction with the construction cost adv1ce
provided by quantity surveyors?

Extremely satisfied 1
Satisfied 2
Adequate 3
Dissatisfied 4

5

Very dissatisfied

Thank you for your time.
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APPENDIX C: QUESTIONNATRE USED FOR QUANTITY SURVEYOR INTERVIEW

QUESTIONS TO BE POSED TO QUANTITY SURVEYORS.

Please note: For the purpose of this questionnaire, the term
"service" shall mean those services in respect of
construction cost advice which are provided during
the pre-tender stages of the building procurement
process. The term "service" does not include bill
production, the preparation of payment certificates
or the final account, but does include cost
estimating, cash flow forecasting, the preparation
of feasibility studies, the preparation of life
cycle cost pnalyses, etc.

1. PROCUREMENT OF WORK

1.1 How do clients select quantity surveyors for their
building projects?

Architects recommendation

always frequently occasionaly seldom never

Word of mouth

always frequently occasionaly seldom never

Previous experience

always frequently occasionaly seldom never

Professional register

always frequently occasionaly seldom never

Marketing/advertising on the part of the quantity surveyor

always frequently occasionaly seldom never

Other - please specify

1.2 Upon what criteria do clients or architects base their
selection of quantity surveying firms for their
building projects? o



Architects

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

1.3 Please describe the marketing strategies employed‘by your

firm.

2. CLIENTS AND ARCHITECTS REQUIREMENTS IN RESPECT OF

CONSTRUCTION COST ADVICE

2.1 List, in order of priority, clients’ and architects’
requirements in respect of construction cost advice

services.

Client’s requirements

Architect’s requirements
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2.2 Do the construction cost advice services provided by
quantity surveyors fulfill the needs of clients and
architects?
Client
always | frequently occasionaly seldom never
Architect |
always frequently occasionaly seldom never
If so, how?



2.3 How do you ascertain the requirements of clients and
architects in respect of construction cost advice:

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services required?

always freqhently occasionaly seldom never

A formal oral enqulry in respect of services requlred eqg. at
a meeting? i ‘

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given by you at the outset of the commission?

always| ' |frequently occasionaly seldom never

Other -~ please specify

2.4 1Is the method employed (Question 2.3) effective in
ascertalnlng the requirements of clients and
architects?

Yes Unsure No

2.5 How should quantity surveyors ascertain the requirements
of clients and architects in respect of construction
cost advice:

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services required?

always frequently occasionaly seldom never
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A formal oral enquiry in respect of services required eg. at
a meeting?

always frequently occasionaly seldom never

A checklist of all services provided by quantity surveyors,
given by you at the outset of the commission?

always frequently occasionaly seldom never

Other - please sgecify

3. COMMUNICATION OF CONSTRUCTION COST ADVICE SERVICES
AVAILABLE

3.1 Do you inform either the client or the architect
about the range of construction cost advice services
available to them?

Client

always frequently occasionaly seldom never
Architect

always frequéntly occasionaly seldom never

3.2 How do you communicate to clients and architects the
range of services available to them:

An informal oral presentation eg. on site?

always frequently occasionaly seldom never

A written presentation of services available?

always frequently occasionaly seldom never

A formal oral presentation of services available eg. at a
meeting?

always frequently occasionaly seldom never
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A checklist of all services available presented

to clients
and architects at the outset of the commission?

always frequently occasionaly seldom never

Other - please specify

3.3 Is the method employed (Question 3.2) effective in

communicating the services available to clients and
architects?|

Yes Unsure No

3.4 How do you think clients and architects would prefer you
to communicate the services available:

An informal oral presentation eg. on site?

always frequently occasionaly seldom never

A written presentation of services available?

always frequently occasionaly seldom never

A formal oral presentation of services available eg. at a
meeting?

always frequently occasionaly seldom never

A checklist of all services available presented to clients
and architects at the outset of the commission?

always frequently occasionaly seldom never

Other - please specify
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3.5 Do you think that by informing clients and architects of
the services availabe to them, this increases their
level of satisfaction attained with the services

provided?
Client
Yes Unsuré No
Architect i
Yes Unsﬁre No

3.6 Do you think that effective communication exists between
you and the client?

¢

always freqhently occasionaly seldom never

If yes, how?

3.7 Do you think that effective communication exists between
the you and the architect?

always frequently occasionaly seldom never

If yes, how?
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3.8 Do you think that more effective communication between
you, the client, and the architect, will improve the
level of satisfaction attained by the recipients of
construction cost advice?

always frequently occasionaly seldom never

If yes, how?
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If no, why?

3.9 Can you suggest any improvements in the communication
process which will increase clients’ and architects’
levels of satisfaction with construction cost advice

provided?

4. ROLE OF QUANT;TY SURVEYORS

4.1 Would you describe the role that you assume
in the design team in respect of construction cost
advice as being pro-active or reactive:

Proactive?

always frequently occasionaly seldom never
Reactive? |

always frequgntly occasionaly seldom never
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4.2 Do you think this role should change:

From proactive to reactive?

Yes Unsure No

. ' .
From reactive to proactive?

Yes Unsure No

l
Please motivate your answer.

4.3 Do you consider the client to be a valuable member of the
design team, participating in the decision-making in
respect of construction cost advice?

always frequently occasionaly seldom never|

If not, why?
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4.4 Does the client consider himself to be a valuable member
of the design team, participating in decision-making
in respect of construction cost advice?

always frequently occasionaly seldom never

If not, why?

4.5 Does/would the client being treated as a valuable member
of the design team, and participating in decision-
making, improve the level of satisfaction attained
with construction cost advice services?

Yes Unsure No
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If yes, why?

l
If no, why? i
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5. SATISFACTIQ_N WITH CONSTRUCTION COST ADVICE SERVICES
PROVIDED |
i
5.1 Are clients and architects satisfied with the services
provided by quantity surveyors?

Clients

always| ' |frequently occasionaly seldom never

Architects

always frequently occasionaly seldom never

5.2 What aspects of quantity surveying services are clients
and architects particularly satisfied with?

Clients: |

SO UTTUNTN SRR e L .

5.3 What aspects of quantity surveying services usually cause
clients and architects to be dissatisfied?

Clients:
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Architects:

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

5.4 What improvements can you suggest in the services
provided by quantity surveyors?

To clients:

To architects:

5.5 How do you ascertain client’s and architect’s levels of
satisfaction with construction cost advice provided:

An informal oral enquiry eg. on site?

always frequently occasionaly seldom never

A written enquiry in respect of services provided?

always frequently occasionaly seldom never

A formal oral enquiry in respect of services provided eg. at
a meeting?

always frequently occasionaly seldom never

A checklist of all services provided and the level of client
and architect satisfaction with each service provided?

always freqdently occasionaly seldom never

Other - please specify
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5.6 How frequently do you ask clients and architects whether
or not they are satisfied with the construction cost
advice services provided ?

always frequently occasionaly seldom never

If you do ask them, how do they let you know?
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5.7 Do you ever explain to clients and architects the
benefits to be had from availing themselves of the
various services you have to offer?

Clients

always frequently occasionaly seldom never
Architects

always frequently occasionaly seldom never

5.8 Does/would explaining to clients and architects the
benefits to be had from availing themselves of the
various quantity surveying services available to
them increase the level of satisfaction attained
with the services provided?

Yes Unsure No-

5.9 Do clients or architects, at any stage, make you
aware of whether they are satisfied/dissatisfied
with the service being provided?

Client

always frequently occasionaly seldom never
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Architect

always frequently occasionaly seldom never

If so, how?

5.10 Do you havel a de-briefing (feedback) mechanism at the

end of the project for establishing client and
architect satisfaction with your services?

Yes No

If yes, please describe the mechanism.

If no, do you think this would be useful?

Yes Unsure No

|

5.11 On a scale from 1 to 5, please rate the overall level of

client and architect satisfaction with the
construction cost advice provided by you?

Qb W

Client satisfaction Architect satisfaction
Extremely satisfied 1 Extremely satisfied
Satisfied 2 Satisfied
Adequate 3 Adequate
Dissatisfied 4 Dissatisfied
Very dissatisfied 5 Very dissatisfied

Thank you for your time.
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APPENDIX D: COVERING LETTER TO CLIENTS

12 February 1996

i

'|

|

!

|
SERVICE QUALITY IN QUANTITY SURVEYING PRACTICES
This questionnaire is the basis of my Masters research project regarding the level of service
quality provided by Quantity Surveying Practices in South Africa. The following quotation
explains the nature of this research:

"Quality in a service organisation is a measure of the extent to which the service delivered
meets the customer’s expectations.”

The objectives are to determine:

* The level of service quality expected by clients of quantity surveying firms

* The level of service actually achieved by quantity surveying firms

* The relative importancie of such service quality

It would be greatly appreciated if you would take time to complete this questionnaire as it
would be of assistance in improving the level of service quality provided by quantity
surveyors. It should take only 20 MINUTES to complete. The data collected will be used
in aggregate form only and confidentiality is thus ensured.

Kindly return the questionnaire in the envelope supplied by the 15 March 1996. The envelope

is marked "free post" and thus, does not require a stamp.

Yours sincerely

Carol Procter
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APPENDIX E: COVERING LETTER TO QUANTITY SURVEYORS

12 February 1996

SERVICE QUALITY IN QUANTITY SURVEYING PRACTICES

This questionnaire is the basis of my Masters research project regarding the level of service
quality provided by Quantity Surveying Practices in South Africa. The following quotation
explains the nature of this research:

"Quality in a service organisation is a measure of the extent to which the service delivered
meets the customer’s expectations."”

The objectives are to determine:

* Quantity surveyor’s perceived level of expected service quality by clients

* Quantity surveyor’s perceived level of importance of service features

* The ability of quantity surveyors to meet such needs

It would be greatly appreciated if you would take time to complete this questionnaire as it
would be of assistance in improving the level of service quality provided by quantity
surveyors. It should take only 20 MINUTES to complete. The data collected will be used
in aggregate form only and confidentiality is thus ensured.

Kindly return the questionnaire in the envelope supplied by the 15 March 1996. The envelope

is marked "free post" and thus, does not require a stamp.

Yours sincerely
Carol Procter
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APPENDIX F: QUESTIONNAIRE MAILED TO CLIENTS IN NATIONAL SURVEY
PART ONE: DEMOGRAPHIC DATA ' :

1.1 Please indicate whether your organisation is considered to participate in the public or private sector. If
your organisation is considered a "Non-government organisation,” please mark the public sector box for the
purposes of this study. !

| ,
“ Public Sector l “

| private sector | ||

1.2 Please indicate your organisation’s current investment levels, per annum and as total investment, as a
percentage of total investx?ent in property (TOTAL EQUALS 100%) ’

FOR PUBLIC SECTOR ORGANISATIONS PER IN
ANNUM TOTAL

Residential buildings e.g. housing, flats

Institutions e.g. schools, hospitals .

Industrial Buildings e.g. factories

Office Accommodation

Other (Please specify) .

———

TOTAL 100% 100 %

|
FOR PRIVATE SECT(:)R ORGANISATIONS

Residential Buildings e.g. flats, retirement villages

|
Industrial Buildings e.g. factories

Commercial Buildings-e.g. shopping centres, offices

Engineering Works e.g. roads and services

Institutions e.g. hospitals

Renovations and Mainteqance

Other (Please specify)

TOTAL 100 %
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1.3 If you are involved in the private sector, please indicate the nature of your organisation.

FOR PRIVATE SECTOR ORGANISATIONS

Property development company

Building for own use

Building for investment purposes

Other (Please specify) |

| .
1.4 Please indicate the frequency with which your company interfaces with Quanitity Surveyors.

\

Do you interface with Quantity Surveyors....

on every building project?

on occasional building projects?

not at all?

1.5 Please indicate your company’s average annual turnover .in property development over the last three
years.

TURNOVER (R MILLION)

Less than 5

Between 5 and 10 l

Between 10 and 20

Between 20 and 50

Between 50 and 100

More than 100
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1.6 Please indicate the geographic area in which your local office is situated.

North West

Western Cape

Orange Free State

Northern Cape

Kwazulu/Natal

Eastern Cape

Gauteng

Northern Transvaal

Eastern Transvaal

Outside of South Africa
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PART TWO: CLIENT EXPECTATIONS OF SERVICE QUALITY

Directions: In order to answer this part of the questionnaire, please think about the type of quantity
surveying firm that you would consider to deliver an excellent quality of service. Reading each
statement below, kindly circle the number that represents your feelings.

If you think a feature is not at all essential for excellent quantity surveying firms such as the one you
have in mind, circle number 1. If you feel a feature is absolutely essential for excellent quantity

surveying firms , circle 7. If your feelings are less strong circle one of the numbers in the middle.
|

There are no right or wr(;)ng answers - all we are interested in is the number that truly reflects your
feelings regarding firms that would deliver excellent quality of service.

NOT
l ESSENTIAL ESSENTIAL
1. Excellent quantity surveying (QS) firms will have modern-looking 1234567
equipment.
2. The physical facilities at excellent QS firms will be visually appealing. 1234567
3. Employees at excellent QS firms will be neat in appearance. 1234567

4. Excellent QS firms will produce documentation which is detailed, accurate, 1234567
and easy to understand.

5. Excellent QS firms will deliver services at the promised time. 1234567

6. When a client experiences a problem, excellent QS firms will show sincere 1234567
interest in solving it.

7. Excellent QS firms wilil perform the service right the first time. 1234567
8. Excellent QS firms Wil]l provide their services timeously. 1234567
9. Excellent QS firms will insist on error free records. . 1234567
10. Excellent QS firms will keep the client informed of project progress. 1234567
11. Employees in excellent QS firms will give prompt service to clients. 1234567
12. Employees in excellent QS firms will always be willing to help clients. 1234567

13. Employees in excellent QS firms will never be too busy to respond to 1234567
client requests. . :

14. The behaviour of empioyees of excellent QS firms will instill confidencein [ 1 2 3 4 5 6 7
clients.

] 4
15. Clients of excellent QS firms will feel safe in their transactions. 1234567

i
16. Excellent QS firms will employ staff who are approachable and courteous 1234567

to their clients, !
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17. Staff employed by excellent QS firms will have ability and competence to

answer client requests.

[\

18. Excellent QS firms will provide the client with the service required
according to the client’s specific needs and requirements.

19. Excellent QS firms will have operating hours convenient to all their
clients.

20. Excellent QS firms 'Iwill have employees who give clients personal
attention.

21. Excellent QS firms will remain loyal and dedicated to the client and the
client’s project, protecting the client’s investments, and acting in the best
interest of the project at all times.

22. The employees of excellent QS firms will understand the specific needs of
their clients.

23. Excellent QS firms will project a positive attitude toward and enthusiasm
for the client’s project.

24. Excellent QS firms will understand the possible in-house problems that the
client may experience.

25. Excellent QS firms will communicate technical problems in a manner that
the client can understand.

26. Excellent QS firms will be specific when communicating information
pertaining to the project to the client ie. resist being vague.

27. Excellent QS firms ‘Iwill promote teamwork between all members of the
design team.

28. Excellent QS firms will inform the client of services available and the
relevant fee structure.

29. Excellent QS firms will organise a de-briefing session at the end of the
project to illuminate areas of dissatisfaction in order to prevent such problems
recurring.

30. Excellent QS firms will treat the client as a valuable member of the design
team, involving him in project decisions.
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PART THREE: SERVICE FEATURES

Directions: Listed below are 6 features pertaining to quantity surveying firms and the services they offer.
Please allocate a total of 100 points among the features, to reflect their importance to you when
evaluating the quality of service provided by quantity surveyors. The more important the feature, the
higher the number of points allocated.

SERVICE FEATURES ' ’ Points
Allocated

1. The appearance of the quantity surveying firm’s physical facilities, equipment,
personnel and communication materials.

T

2. The ability to perform the promised service dependably and accurately in terms
of time, cost and quality management.

3. Experienced, technically expert and readily available staff who are able to
maintain client confidentiality.

4. The howlwge and courtesy of the firm’s employees and their ability to convey
trust and confidence.

5. The loyalty, dedication and individualised attention the quantity surveying firm
provides its clients. ‘

6. "Extra” components which emphasise close client focus, for example, post-job
interviews, creativity, initiative, customised services.

| TOTAL POINTS 100

!
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PART FOUR:

Directions: The following statements relate to your opinion of quantity surveying firm most frequently
used by your company. Please indicate the extent to which you think this firm has the features described
in these statements. Circle 1, if you strongly disagree, circle 7 if you strongly agree that the firm has this
JSeature. If your opinion is less strong, circle the appropriate number in between.

The Quantity Surveyors most regularly used by our firm:

DISAGREE AGREE
1. have modem-looking:equipment. 1234567
2. have physical facilitiefs that are visually appealing. 1234567
3. employ staff who are.neatinappearance. 1234567

4. produce documentation which is detailed, accurate, and easy to understand. 12345617

5. deliver services at the promised time. ’ 1234567
6. show sincere interest in solving problems as they occur. 1234567
7. perform the service right the first time. 1234567
8. provide their services timeously. 1234567
9. insist on error free records. 1234567
10. keep us informed of project progress. 1234567
11. give prompt service.i 1234567
12. employ staff who areE always willing to be helpful. 1234567
13. are never too busy td respond to our requests. 1234567
14. employ staff who instill confidence in ourselves. ' 1234567
15. make us feel safe in our transactions. - 1234567
16. employ staff who are approachable and courteous. 1234567
17. employ staff who have the ability and competence to answer our requests. 1234567

18. provide ourselves with the service required according to our specificneeds |1 2 3 4 5 6 7
and requirements.

19. have convenient operating hours. 1234567
20. employ staff who give us personal attention. 12345617
21. remain loyal and dedicated to ourselves and our project, protecting our 1234567

investments, and acting in the best interest of the project at all times.

22. employ staff who understand our specific needs. , 1234567
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23. project a positive attitude toward and enthusiasm for our project.

24. understand the possible in-house problems that we may experience.

25. communicate technical problems in a manner that we can understand.

26. be specific when communicating information pertaining to the project to
ourselves ie. resist being vague.

27. promote teamwork between all members of the design team.

28. inform ourselves of s'lervices available and the relevant fee structure.

. o | . . . .
29. organise a de-briefing session at the end of the project to illuminate areas
of dissatisfaction in order to prevent such problems recurring.

30. treat ourselves as a valuable member of the design team, involving us in
project decisions.

258




PART FIVE: QUANTITY SURVEYORS SERVICES

Please indicate which of the services below are used by your organisation by allocating a percentage to
each service (TOTAL EQUALS 100).

Feasibility studies

Cost planning and contrl)l

. .
Construction cost adv1cel

Life cycle cost analysis 1

Cash flow forecasting ]

Financial cost reporting l

Comparative cost estimates

Other (Please specify)

TOTAL 100%

The data collected from this survey will be used in aggregate form only and will be treated with the strictest
confidence. However, it would be greatly appreciated if you would fill in the following details as, in the
event of a query, it would facilitate contacting you.

THIS INFORMATION IS OPTIONAL.

NAME OF , PHONE

COMPANY: NUMBER:

ADDRESS: , FAX:
DATE:
CONTACT
PERSON:

THANK YOU FOR YOUR TIME IN PARTICIPATING IN THIS STUDY.
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APPENDIX G: QUESTIONNAIRE MAILED TO QUANTITY SURVEYORS IN NATIONAL
SURVEY

PART ONE: DEMOGRAPHIC DATA

1.1 Please indicate the current full-time staff levels in your office (or local branch).

Total number of employees

1.2 Please indicate the firm’s average annual turnover, over the last three years.

Less than R 500 000

Between R 500 000 and R 1 000 000

Between R 1 000 000 and R 5 000 000

Between R 5 000 000 and R 10 000 000

More than R 10 000 000

1.3 Please indicate your average work-mix as a percentage of your total work load ( The total should equal
100 per cent). '

FOR PUBLIC SECTOR ORGANISATIONS | —meeeeme

Residential Buildings e.g. housing, flats

Institutions e.g. school;s and hospitals

Industrnial Buildings e. é factories

|
Office Accommodatior?

Other (Please specify)
!

]
FOR PRIVATE SECTOR ORGANISATIONS =} e

Residential Buildings e.g. retirement villages

Industrial Buildings e.g. factories

Commercial Buildings e.g. shopping centres, offices

Engineering Works e.g. roads, services

Renovations and Maintenance

Other (Please specify)’
o

TOTAL | 100 %
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1.4 Please indicate the nature of the clients who make use of your services as a percentage.

Public Sector Clients

Property development company

Clients building for own use

Clients building investllment purposes

]
Other quantity surveyilng firms

Other (Please specify)l

|

TOTAL

100%

1.5 Please indicate the geographic area in which your local office is situated.

North West

Western Cape

Orange Free State

Northern Cape

Kwazulu/Natal

Eastern Cape

[
Gauteng l
Northern Transvaal |

Eastern Transvaal

Outside of South Africa
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PART TWO: YOUR ASSESSMENT OF CLIENT EXPECTATIONS

Directions: In order to answer this part of the questionnaire, please consider what YOUR CLIENTS
EXPECT OF QUANTITY SURVEYING FIRMS that provide the QUALITY OF SERVICE which
ensures their satisfaction. Please indicate the extent to which you think your clients would feel that
such firms possess the features described in the following statements.

If they are likely to feel a feature is not at all essential, circle 1. If they are likely to feel a feature is
absolutely essential, circle 7. If their feelings are likely to be less strong, circle one of the numbers in the
middle.

There are no right or wi'ong answers - all we are interested in is the number that truly reflects your
clients feelings regarding firms that would deliver excellent quality of service.

NOT VERY
ESSENTIAL ESSENTIAL
1. Excellent quantity surveying (QS) firms will have modern-looking 1234567
equipment.
2. The physical facilities at excellent QS firms will be visually appealing. 1234567
3. Employees at excellent QS firms will be neat in appearance. 1234567
4. Excellent QS firms will produce documentation which is detailed, 1234567
accurate, and easy to understand.
5. Excellent QS firms \f'vill deliver services at the promised time. 1234567
|
6. When a client experiences a problem, excellent QS firms will show 1234567
sincere interest in solving it.
7. Excellent QS firms will perform the service right the first time. 1234567
8. Excellent QS firms will provide their services timeously. 1234567
9. Excellent QS firms will insist on error free records. 1234567
10. Excellent QS firms will keep the client informed of project progress. 1234567
11. Employees in excellent QS firms will give prompt service to clients. 1234567
12. Employees in excellent QS firms will always be willing to help clients. 1234567
13. Employees in excellent QS firms will never be too busy to respond to 1234567
client requests.
14. The behaviour of employees of excellent QS firms will instill confidence 1234567
in clients.
15. Clients of excellent QS firms will feel safe in their transactions. 1234567
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16. Excellent QS firms will employ staff who are approachable and courteous
to their clients. ‘

17. Staff employed by excellent QS firms will have ability and competence to
answer client requests.

18. Excellent QS firms provide the client with the service required according
to the client’s specific needs and requirements.

19. Excellent QS firms
clients. |

will have operating hours convenient to all their

20. Excellent QS ﬁrms‘will have employees who give clients personal
attention. '

21. Excellent QS firms will remain loyal and dedicated to the client and the
client’s project, protecting the client’s investments, and acting in the best
interest of the project at all times.

22. The employees of excellent QS firms will understand the specific needs
of their clients.,

23. Excellent QS firms will project a positive attitude toward and enthusiasm
for the client’s project.

24. Excellent QS firms will understand the possible in-house problems that
the client may experience.

25. Excellent QS firms will communicate technical problems in a manner that
the client can understan;d. ¢

26. Excellent QS ﬁm‘will be specific when communicating information
pertaining to the projec!t to the client Je. resist being vague.

27. Excellent QS firms will promote teamwork between all members of the
design team.

28. Excellent QS firms will inform the client of services available and the
relevant fee structure.

29. Excellent QS firms will organise a de-briefing session at the end of the
project to illuminate areas of dissatisfaction in order to prevent such
problems recurring. |

30. Excellent QS firms will treat the client as a valuable member of the
design team, involving him in project decisions.
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PART THREE: SERVICE FEATURES

Directions: Please allocate a total of 100 points among the six service features listed below, to reflect
HOW IMPORTANT YOU THINK EACH FEATURE IS TO YOUR CLIENTS when they evaluate the

QUALITY OF SERVICE offered by quantity surveyors. The more important the feature, the higher
the number of points it should be allocated.

SERVICE FEATURES POINTS
i : ALLOCATED

1. The appearance of th:e quantity surveying firm’s physical facilities, equipment,
personnel and communication materials.

2. The ability to perform the promised service dependably and accurately in terms
of time, cost and quality management.

3. Experienced, technically expert and readily available staff who are able to
maintain client confidentiality.

4. The knowled'ge and courtesy of the firm’s employees and their ability to convey
trust and confidence.

5. The loyalty, dedication and individualised attention the quantity surveying firm
provides its clients.

6. "Extra" components which emphasise close client focus, for example, post-job
interviews, creativity, initiative, customised products and services.

i TOTAL POINTS 100

|
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PART FOUR:

Directions: Listed below are the same six features. In this section, please assess the extent to which
you think YOUR FIRM IS ABLE TO MEET THE EXPECTATIONS YOUR CLIENTS HAVE with
regard to these features.

For each feature, circle 1 if your firm is unable to consistently meet client expectations, circle 7 if your
firm is able to consistently do so, otherwise circle an appropriate number in between.

SERVICE FEATURES Unable -- Able to
consistently meet client
expectations

1. The appearance of the quantity surveying firm’s physical facilities, 1234567

equipment, personnel and communication materials.

2. The ability to perform the promised service dependably and accurately 1234567
in terms of time, cost and quality management.

3. Experienced, technically expert and readily available staff whoareable |1 2 3 4 5 6 7
to maintain client confidentiality.

4, The knowledge and courtesy of the firm’s employees and their ability 1234567
to convey trust and confidence.

5. The loyalty, dedication and individualised attention the quantity 1234567
surveying firm provides its clients.

6. "Extra" components which emphasise close client focus, for example, 1234567
post-job interviews, crea:tivity, initiative, customised products and

services.
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PART FIVE: QUANTITY SURVEYORS SERVICES

Directions: Please allocate a total of 100 points among the services presented below, to reflect WHICH
SERVICES ARE MOST REGULARLY USED BY YOUR CLIENTS. The more important the feature,
the higher the number of points it should be allocated.

Feasibility studies

Cost planning and control

Construction cost advice

Life cycle cost analysis

Cash flow forecasting

Financial cost reporting

Comparative cost estimates

Other (Please specify)

TOTAL 100%

The data collected from this survey will be used in aggregate form only and will be treated with the strictest
confidence. However, it would be greatly appreciated if you would fill in the following details as, in the
event of a query, it would facilitate contacting you.

‘THIS INFORMATION IS OPTIONAL.

NAME OF PHONE
FIRM: : NUMBER:
ADDRESS: . FAX:
DATE:
CONTACT
. PERSON:

THANK YOU FOR YOUR TIME IN PARTICIPATING IN THIS STUDY.
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