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CHAPTER 1

INTRODUCTION

Background of Study

Nowadays, high demand on excellent healthcare sector and the quality of wished
services have been receiving high acknowledgment (Kaya‘et.al., 2012). Healthcare
sector shows an important role to develop and maintain healthy people in order to achieve
healthy production (Irfan, Aamir & Farooq, 2012). According to Corby (1981), quality is
consistent with unchanged characteristics and the statement is much supported by Karim
(1996), which stated quality as a major aspect associating to the specifications of the
particular product to meet the clients’ needs as cited by Anber and Shireen (2011).
Nevertheless, Beer (2003) asserted that service is a set of attributes and overall
‘ingredients’ of the service which focuses on answering the rhetorical question of how to
satisfy the customers as well as to meet all of their needs and desires (Anber and Shireen ,
2011). According to Elleuch (2008), the vitality of service quality nowadays has become
a part of the interest towards healthcare sector, as agreed by Khasimah and Normila,
(2013). Thus, service quality has been made as an evaluation made by the customers
towards the service given by the firm and they have their own standards on feasting and
expectancy on the amenity, comparing their criteria and regulate their own responses
regarding the service acknowledged as stated by Lovelock and Wright (2002) and cited

by Canny and Hidayat (2012).



CHAPTER 2

LITERATURE REVIEW

Introduction
This chapter will describe and analyze related literature that supports the idea of
this research. In this chapter, it begins with the definitions of service quality (IV),
SERVQUAL and customers’ satisfaction (DV). Furthermore, this chapter will also

discuss the theoretical framework of this research.

Customer

A major success of the company depends on how “bread winner” treats our
customers well (Seman, 2002). A customer is a buyer which exists and has been engaged
to the premise after he or she acknowledged the official letter or services from this
commission (Seman, 2002). Moreover, according to Ian (1996), a customer is an
individual or a group of individual to whom we provide one or even more products or
services as cited by Relben (2003). A customer can also be seen as a resolution producer,
influence and sightseer to buy provider’s products and services which can be an

independent customer, dealer or other entities of business (Khalit, 2005).



