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ABSTRACT

Service quality perceptions is accepted to be one of the determinants of customer satisfaction and repeat purchase thus received considerable attention in services marketing literature. Nevertheless, service quality issues appear to have received limited attention in car rental services. Furthermore, there is lack of previously developed scale exclusively measuring service quality in car rental services. This paper aims to develop a measurement scale, in accordance with the procedure recommended by Churchill (1979) and Parasuraman, Zeithaml and Berry (1988).  
Empirical studies were conducted in two waves. First, qualitative research was undertaken in the form of 23 in depth interviews which produced 61 items that described tourists’ perceptions. Then, a quantitative study was undertaken to purify the scale items, examine dimensionality, reliability, factor structure and validity. Finally, a 18-item RENTQUAL scale with 6 factors comfort, delivery, safety, handing over, ergonomics and accessibility, emerged. Results showed that safety is found to be the most important factor in car rental services. Paper also presents scale development procedure, discussion, implications and limitations. 
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INTRODUCTION

It seems that the importance of travel facilities especially car rental business will gain more attention due to the explained reasons and unavoidably owners of these organizations will have to provide more extensive and better quality services to be able to compete with the growing needs and expectations of international tourists. Since customer satisfaction is an outcome of service quality (Cronin and Taylor, 1992; Anderson and Sullivan, 1993) and customer satisfaction is associated with other constructs such as repurchase intentions and word of mouth communication (Davidow, 2000), owner/managers of car rental establishments should understand the important expectations and perceptions of their customers. 
LITERATURE REVIEW

Extensive investigation of the literature on tourism related services, such as keyword search on major academic data bases like Proquest, Ebsco, Science Direct, etc. and search engines like scholar.google.com, yahoo.com and google.com, revealed that there is a limited number of studies on the improvement of car rental quality in services. There are various scales used in tourism related studies for quality assessments like SERVQUAL (Parasuraman, Zeithaml and Berry, 1985; 1988), SERVPERF (Cronin and Taylor, 1992; 1994) in hotels, clubs and travel agencies, DINESERV (Stevens, Knutson and Patton, 1995) in food and beverage establishments, LODGSERV (Knutson, et al., 1990) in hotels, SERVPERVAL (Petrick, 2002) in airlines so on. However, to date there is no published measurement scale for the car rental services. This study aims to fill this gap in the relevant literature. Ozer (1999) recommended the development of industry specific quality measurements for a better fit to the nature of the industry. In echoing to this, the current study attempts to develop a new multi-item measurement scale for assessing the perceived quality in car rental services. To do so, eight steps approach proposed by Churchill (1979) and modified and used by Parasuraman, Zeithaml and Berry (1988) will be followed by using the tourists visiting Northern Cyprus, see Figure 1 in Appendix. These eight steps are: “specify domain of construct, generate sample of items, collect data, purify the measure, assess reliability with new data, assess construct validity and finally develop norms” (Churchill, 1979, p. 66). 
To operationalize these steps, grounded approach (Tabachnick and Fidell, 1996) will be employed by the use of both quantitative (in form of in-depth interview) and qualitative (in form of close ended survey instrument) techniques. In grounded approach, the concept is developed according to the collected data and the hypotheses related to this concept are improved in the research process. The hypotheses are then tested in the research process to come up with some conclusions (Ozen, 2000). The reason of using both data collection techniques is to get the advantages of both techniques, quantitative (collecting data from large samples, expressing research findings in numerical terms and being more objective) and qualitative (exploring the research topic in greater depth, getting the bigger picture of reality and being more familiar with the subject area). 
This study is unique and necessary for at least two reasons. Firstly, there was a need for an industry specific quality measurement scale for car rental services. Secondly, due to the exploratory nature of the study, the findings of the study will provide useful insight to the industry, not only in Northern Cyprus but also in other island states which depend heavily on the tourism as an economic development tool. 
There will be five sections in this study. First, conceptualization and operationalization of service quality measures in literature will be discussed briefly. Second, the steps in developing new scale will be specified. Third methodology used in the study will be explained in detail. Fourth, results and discussion of the findings will be given. Finally, recommendations, limitations and future research implications will be provided. 
METHODOLOGY 

Churchill (1979) stressed the necessity of constructing a sound conceptual specification while developing a new measurement scale. In this sense, researchers benefit from the existing scales as starting point in their development efforts such as emotional labor (Chu and Murrmann, 2006), travel agency services (Millan and Esteban, 2004), service quality perceptions (Caro and Garcia, 2007) and SERVQUAL (Frochot and Hughes, 2000). Due to the lack of such a luxury, qualitative research was carried out to identify the factors which determine the service quality perceptions of car rental customers.     

Twenty three in depth interviews were conducted in February and March 2006 with tourists visiting North Cyprus where a judgmental sampling approach was used. Judd, Smith, and Kidder (1991, p. 136) defined judgmental sampling or purposive sampling as “picking cases that are judged to be typical of the population in which we are interested, assuming that errors of judgment in the selection will tend to counterbalance one another”. Interviewees asked open-ended questions about their expectations, criteria and past experiences about car rental services. Moreover, additional add-hoc questions were asked to clarify the given responses and enhance the productivity of the interview process. Interviewees were selected from three tourist destinations of North Cyprus; Kyrenia, Nicosia and Famagusta. Each interview last between 15 - 20 minutes and tape recorded. No incentive given to respondents.
ANALYSIS AND RESULTS 

Resulting 49-items transformed into pilot questionnaire and used to collect data for first stage purification. This stage is mainly serving the confirmation purpose of newly developed scales’ psychometric properties (Chu and Murrmann, 2006). A five-point Likert scale ranging from (1) ‘strongly disagree’ to (5) ‘strongly agree’ was used. 

Second stage purification of the RENTQUAL scale was carried out with a new data set. For this purpose modified version of pilot instrument was used. The sample of the main study consisted of tourists staying in 3, 4 and 5 star hotels in Kyrenia, Famagusta and Nicosia regions during May and June 2006 with non-probability judgmental sampling technique. 1000 questionnaires were distributed to respondents and they were requested to fill out the questionnaires in a self-administered manner. 726 questionnaires were returned and found to be useful (72.6% response rate).
Overwhelming majority (73.8%) of the respondents were male, between the ages of ‘18-37’ (72.0%) and had an undergraduate or graduate degree (46.0%). Moreover, majority of the respondents were Turkish (61.9%) and visiting North Cyprus with holiday purpose (54.1%). Finally, more than half of them (57.6%) reported that in last two years they rented one to three 3 cars. Only minor group (5.8%) among the respondents stated that they did not rent any car within last two years. 

Table 1. Demographic breakdown of the final stage respondents (n= 726)

	
	F
	%

	Age
	
	

	18-27
	366
	50.4

	28-37
	157
	21.6

	38-47
	114
	15.7

	48 and above
	89
	12.3

	Gender
	
	

	Female
	190
	26.2

	Male

	536
	73.8

	Education
	
	

	Secondary / High School

	268
	36.9

	Vocational School
	124
	17.1

	Undergraduate / Graduate

	334
	46.0

	Country of origin
	
	

	Turkey
	449
	61.9

	Cypriot
	112
	15.4

	Other
	165
	22.7

	Motivation of travel
	
	

	Holiday / relaxation 
	393
	54.1

	Professional / business travel
	169
	23.3

	Visiting friends / relatives
	109
	15.0

	Other motivations
	55
	7.6

	Frequency of renting car in last 2 years
	
	

	None
	42
	5.8

	1 - 3 times
	418
	57.6

	4 - 6 times
	211
	29.0

	More than 6 times
	55
	7.6


The final RENTQUAL scale provided and reasonable fit for the data (χ2 = 564.68, p = 0.00, CFI = 0.94, IFI = 0.94, NFI = 0.93, NNFI = 0.93, GFI = 0.92, AGFI = 0.89, RFI = 0.91, RMSR = 0.04, RMSEA = 0.072). Table 4 lists the factor loadings, measurement error, t-values and R2 scores. Detailed analysis of Table 4 shows that all factor loadings are statistically significant and show a value higher than the recommended .40 level (Gerbing and Anderson, 1993; Hair et al., 1995; Jöreskog, 1993; Millan and Esteban, 2004).

Table 5 is a replica of Millan and Esteban’s (2004, p. 542) Table 9, where they compare initial and final versions of their multiple-item scale measuring customer satisfaction in travel agencies services in Spain. More recently, Chu and Murrmann (2006) followed a similar analysis to compare alternative models (null, two and three factor models) with their HELS scale. By following their steps, various goodness of fit measures listed in order to create a comparison base for three stages of newly developed RENTQUAL scale (Table 5). More specifically, absolute, incremental and parsimony fit measures of pilot scale (n=213), initial and final scales (n=726) are provided. 
In order to provide support for discriminant validity, Pearson product-moment correlations among the study factors were computed. For this purpose, composite scores for each factor were calculated by averaging scores representing that dimension. Table 6 shows the significant correlations among the factors. The highest correlation occurred between delivery and handing over factors (0.65) and reversely, the lowest correlation was found between delivery and comfort factors (0.37). Bauer, Falk and Hammerschmidt (2006) recently assessed their newly developed scales’ discriminant validity by utilizing conservative Fornell/Larcker test. Fornell and Larcker (1981) recommended that shared variance among any two constructs should be less than the average variance extracted (AVE) of each factor (Table 6). Means and standard deviations of dimensions composite scores were also calculated. Overall, these results provide additional support for the discriminant validity of the RENTQUAL scale (Anderson and Gerbing, 1988).   

Table 5. Goodness of fit measures comparison of RENTQUAL scales at each stage
	
	Pilot scale
	Initial scale
	Final scale

	Absolute fit measures
	
	
	

	Value of the χ2 and significance level
	1102.70 (p= 0.00)
	564.68 (p= 0.00)
	417.55 (p= 0.00)

	Noncentrality parameter (NCP)
	871.70
	466.68
	186.55

	Goodness of fit index (GFI)
	0.73
	0.89
	0.92

	Root mean square residual (RMSR)
	0.11
	0.05
	0.04

	Root mean square of approximation (RMSEA)
	0.094
	0.072
	0.071

	Expected cross-validation index (ECVI)
	6.04
	1.71
	0.92

	
	
	
	

	Incremental fit measures
	
	
	

	Adjusted goodness of fit index (AGFI)
	0.64
	0.85
	0.89

	Normed fit index (NFI)
	0.76
	0.90
	0.93

	Non-normed fit index (NNFI)
	0.83
	0.91
	0.93

	Comparative fit index (CFI)
	0.86
	0.92
	0.94

	Incremental fit index (IFI)
	0.86
	0.92
	0.94

	Relative fit index (RFI)
	0.72
	0.89
	0.91

	
	
	
	

	Parsimony fit measures
	
	
	

	Normed χ2 (χ2 / df)
	1.81
	4.71
	4.77

	Parsimony goodness of fit index (PGFI)
	0.56
	0.68
	0.75

	Parsimony normed fit index (PNFI)
	0.64
	0.69
	0.79

	Akaike information criterion (AIC)
	1240.70
	666.68
	555.55

	Critical N (CN)
	56.48
	178.45
	199.98

	
	
	
	


DISCUSSION AND CONCLUSION 

This paper aimed to develop a measurement scale exclusively measuring service quality in car rental service. To do so scale development steps recommended by Churchill (1979) and Parasuraman, Zeithaml and Berry (1988) followed. Qualitative study in form of in depth interviews was undertaken to develop items, then quantitative study was employed to purify the scale items, examine dimensionality, reliability, factor structure and validity. Finally, 18-item RENTQUAL scale with 6 factors comfort, delivery, safety, handing over, ergonomics and accessibility, emerged. 

Analysis of findings revealed that security, with the mean score of 4.54 out of 5.00, is the most important factor in car rental services. Furthermore, respondents ranked the necessity of having insurance and collusion damage waiver as the most important item under the security factor in particular and scale in general (mean score 4.58). This result is consistent with destination marketing literature findings (Law, Cheung and Lo, 2004).

Second most important factor found to be the delivery procedures of the car, mean score is 4.44. Respondents stated that they need particular technical instructions about the car during the delivery, mean score 4.50. Cronin and Taylor (1992) underline the importance of delivery process in the customers’ overall service quality perception. In the light of this finding, management/owners should ensure that the condition of car rentals, services offered to the tourists in delivery activities on time and as promised. In addition, once a desired   rent a car service quality is provided to satisfy the expectations of tourists, efforts should be exerted to maintain it over repeated service encounters, since satisfaction over time result in perception of service quality (Parasuraman, Berry and Zeithaml, 1986).
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