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In today's highly competitive environment, virtually all companies are forced to be more and more customer- oriented 
(Kotler& Keller, 2009). Superior service quality has become a major differentiat or in producing customer satisfaction, and 
successful quality management is recognized as the most powerful competitive weapon that many leading service organizations 
possess (Berry, Parasuraman & Zeithaml 1988; Kandampully 1998).

As Shemwell et al. (1998) have observed, the key to sustainable competitive advantage lies in delivering high-quality 
service that result in satisfied customers. In the last decade, many firms have come to realize that understanding, meeting and 
anticipating customer requirements is probably the most important source of sustained competitive advantage (Vilares and 
Coelho, 2003).  

All these arguments are especially applicable to the contemporary retail service sector, which is characterized by intense 
competition, mergers and acquisitions, and more sophisticated and demanding customers with higher expectations (Smith, 1989; 
Sellers, 1990).

Retailing services have become significant in many economies. Retailing in India is gradually on its way to becoming the 
next boom industry. Urban Indians have a higher demand for better shopping atmosphere, superior quality products, and 
improved service. Improved access to education and exposure to the latest trends through various media have also led to an 
increase in demand for lifestyle goods (Parikh, 2006). To best utilize the available time, the Indian consumer is on the look-out for 
avenues that would give him the maximum value for his money and time spent (Parikh, 2006). 

Introduction
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The purpose of this paper was to determine visitors' level of satisfaction with retail service quality offered at the 
Marketing Haat. Data from questionnaire was analyzed using factor analysis and Pearson correlation analysis. The 
following dimensions of the RSQS have been  considered for the study: (1) Atmosphere & Décor (2) Convenience (3) 
Value for Money (4) Quality of Merchandise (5) Product Assortment (6) Courtesy of Staff (7) Query- Handling (8) 
Helpfulness (9) Visual Appeal (10) Overall Satisfaction. Respondents were asked to use a 5- point Likert scale to record 
their perceptions. This research was a study with limitations on sample size and geographical scope. The study 
concentrated only on the outer areas of Delhi- NCR; thus limiting the generalization of the findings. The factors identified 
in this study can also be used by small convenience shops and supermarkets in this area to determine whether they are 
allocating their efforts in the are as that are considered important by the customers present in this region. It could also be 
used as a guideline for setting resource allocation priorities in retail set ups. This study provides a useful guide to 
research into service quality with in retail sector. The study identified factors that visitors considered significant in order 
to be satisfied with the retail service quality and also the critical factors affecting a customer's decision to revisit across 
different demographic profiles.
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