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Abstract 
In these recent years, the involvement of women in the workforce to combat high cost of 
living and financial socioeconomics has led to reliance to childcare centers.  The objective of 
the study is to examine the service quality factors of childcare centers. The respondents in 
this study are referred to working parents who send their children to childcare centers. A total 
of 150 questionnaires were distributed to respondents in Kelantan and Terengganu. Data 
analysis was conducted using SPSS 20.0 and the result indicated various factors of service 
quality being anticipated by the parents. The findings found that there were criteria expected 
by the working parents when they leaving their children to childcare.  
Keywords: Childcare, Service Quality, Descriptive Analysis, Servperf, Perceptions  
 
Introduction  
In Malaysia, the number of childcare centers are mounting steadily and are projected to 
continue to increase in the forthcoming years. A significant increase in number of registered 
childcare centers were reported, namely 2194 units in 2013 and 4240 units in June 2016. The 
Malaysian Deputy Prime Minister highlighted that 38,333 childcare centers are needed to 
cater the needs of children under four years old and urged for more private institutions to 
look upon this matter under full governmental support (Abas & Noor, 2018). This is in line 
with the growing number of women in the workforce to cater high cost of living and to assist 
the family’s economy financially. Fatima and Sultana (2009) identified the relationship of 
women participation and economic development in their study. During working hours, it is 
nearly impossible for parents to look after their children, thus creating the needs to send 
them under childcare service. In the world lived today, it has become a huge necessity of 
families to rely on childcare services. Childcare services are used to describe the care of a child 
during the day by a person other than the child's parents or legal guardians, typically someone 
outside the child's immediate family. Generally, childcare is used for two different functions 
namely 1) to free a parent, particularly the mother, to enter the paid work and 2) to foster 
physical, emotional, cognitive and social development of children.  
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In the meantime, the parents are concerned with the good quality services served by childcare 
centers. This is due to service quality being a dominant feature that leads to customer 
satisfaction. Many studies have shown that the capability to influence a customer’s 
perception on service performance is based on what they had encountered before. 
Moreover, the intention to revisit or choose the best service provider in the future as an 
indicator of service quality satisfaction. The providers need to improve their approaches in 
order to persist in the current market requirements for a larger market share, loyalty and 
return of market investment (Coelho & Henseler, 2012).  Besides, the competitive nature in 
the market had revealed the importance of service providers to pay utmost attention on 
relationship marketing to persist in the market. This is due to relationship marketing approach 
being an involvement of trust, risk reduction, value creation, and long term partnership 
establishment and development (Lin & Lu, 2010). Egan (2010) pointed out that positive 
evaluation of service quality will further lead to customer satisfaction based upon the value 
received, which in turn impact the relationship strength and profitability. Stated otherwise, 
service quality plays its main role as the catalyst in relationship marketing which will have vast 
impact to customer satisfaction, which eventually influence behavioral intention among 
customers. Many service providers are realizing that the needs for success are coming from 
strategic relationship marketing efforts particularly by evaluation of customers’ future 
intention (Chien, Chia, & Yuan, 2010).    
 
The study of children development in childcare centers and caregivers have been widely 
studied for many years (Gupta & Simonsen, 2010; Hansen & Hawkes, 2009; Raj & Raval, 2013). 
Nonetheless, the service providers are less concerned over the issues of children safety due 
to the growth of childcare centers in the market. Cases concerning safety and quality of 
childcare centers in Malaysia have proven that further improvements are required since those 
cases are related to maltreatment and negligence (Mashitah, Nik Salida, & Arasy, 2018; 
Nabiha, Hayati, & Hejar, 2015). Therefore, the aim of this study is to measure parental 
perceptions of childcare service quality in Malaysia.  
 
Service Quality 
Based on reviews from related literatures, it is evident that quality plays an important 
component in marketing issues. As a matter of fact, measuring service quality in different 
angles and techniques have been discussed by many scholars and they require continuous 
changes in adapting with environment (Jham, 2018). The concept of service quality has been 
widely debated and studied since several decades ago due to its effects to customer 
satisfaction (Kassim & Asiah Abdullah, 2010; Lily & Mohamed, 2013; Mubbsher & Mariam, 
2014), it boosts organizational image (Heri, 2017; Ryu, Lee, & Gon Kim, 2012; Wu & Li, 2014) 
and it leads to positive customer behaviors such as re-use intention, recommendation and 
loyalty (Aliman & Mohamad, 2013; Liat, Mansori, & Huei, 2014). Therefore, service quality is 
useful to service providers to distinguish the customers’ perceptions of service quality to 
overcome competitors and to retain valued customers.  
 
The concepts of service quality have attracted researchers, managers and practitioners due 
to their extensive effects to satisfaction, profitability, operational cost cutback, loyalty 
enhancement and business performance’s improvement, making service quality being the 
key objective to gain competitive advantage (Angelova & Zekiri, 2011). Scholars have asserted 
that in order for improvements and values to be added to service renders to customers, the 
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managements or service providers have to comprehend what actually constitutes the service 
quality and how it should be measured (Awan, Bukhari, & Iqbal, 2011). To measure service 
quality, Parasuraman, Zeithaml, and Berry (1985) identified ten beneficial requirements for 
customers’ evaluation over services quality: 1) reliability, 2) responsiveness, 3) tangibles, 4) 
communication, 5) credibility, 6) security, 7) competence, 8) courtesy, 9)understanding 
customers, and 10) service accessibility & simplified  service quality scale SERVQUAL 
(SERVQUAL being an acronym for service quality), into five dimensions of service quality: 1) 
reliability, 2) responsiveness, 3) assurance, 4) empathy and 5) tangibles (Parasuraman, 
Zeithaml, & Berry, 1988). These scales are the constructs that are found to have high 
correlations and regarded as to broaden the discrepancy in the middle of the customers’ 
expectations and perceptions (Grönroos, 2004).  

There have been several attempts made by a group of researchers who have systematically 
identified the variables that quantify service quality, among which the two most popular 
metrics are SERVQUAL and SERVPERF. Cronin and Taylor (1992) had developed service 
performance (SERVPERF), which was carved out from SERVQUAL. SERVPERF uses to measure 
service quality by using the customer’s perception. This is due to argument by Cronin and 
Taylor that only perception was sufficient for measuring service quality. Therefore, Cronin 
and Taylor (1992) recommended the SERVPERF model that was based on performance in the 
service quality measurement. They claimed that in the service quality measurement 
SERVPERF is more inclusive that SERVQUAL. Some researchers applied SERVPERF to measure 
the service quality in the various industries (Chahal & Kumari, 2010; Qin, Prybutok, & Zhao, 
2010). 

With regard to service quality, childcare plays an important role in Malaysian family institution 
growth. Nowadays, parent have to be prepare with the excellent current education system in 
Malaysia in producing the future and sustainable generation had  made the parent intention 
to seek the assistance from the center. Government also supports in term of childcare policy 
and enhancing the facilities and services to ensure parent and children are demands are met. 
Childcare quality is major aspect of essential service needed by parent and they are relying 
for accessible, affordable and reliable quality. It provides with variety of services including 
social and healthcare as well as early education. However if the service render not reaching 
the require standard this can relate to many cases of injury, negligence and to extend of 
children death and the provider must focus on this matter in order to tarnish their business 
reputation (Nabiha et al., 2015). This situation creates a bad remark to childcare. There are 
some do not provide a proper facilities, unfriendly staffs, improper educational tools that are 
supposed to grow children ability, particularly in developing the minds of children. This is due 
to the main goal of customer is to be served from the money they spend for, make a positive 
significance long-term relationship (Barshan, Elahi, & Aghaei, 2017).  

Methodology   
This empirical study was conducted using data collected from parents who sent their children 
to any childcare centers. A questionnaire was designed to ask parents on their behavioral 
intention over childcare’s service quality and satisfaction. This information was collected 
using a five-point scale in response to statements about these variables. A total of 150 self-
administered questionnaires were distributed to respondents living in Kelantan and 
Terengganu. One month data collection duration was exercised, with 120 participants being 
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considered as legitimate and having met the requirements (response rate of 80%). The 
questionnaire was divided into two sections. Section A inquired the respondents regarding 
demographic. Section B inquired about the measurements for service quality. Each item in 
section B was measured using 5 point Likert Scale (1 = Strongly Disagree, 5 = Strongly Agree). 
The data then was later analyzed using SPSS 20.0 to obtain the result. Table 1 depicts the 
Cronbach’s Alpha scores for the dimensions. The reliability test was conducted to check the 
internal consistency of the scales. The reliability coefficients of the five dimensions exhibit 
consistency and service quality as measured by 22 items. The Cronbach’s Alpha of tangible 
consists of 6 items that produced 0.81, reliability with 4 items yield a coefficient value of 0.68, 
followed by responsiveness that carried 4 item with coefficient of 0.86, assurance and 
empathy had four items with the value of 0.84 and 0.93 respectively. Therefore, the results 
for all dimensions studied were considered as reliable. This is consistent with Sekaran and 
Bougie (2010) who quoted that for all dimensions ranging from 0.62 to 0.95, they must exceed 
the minimum acceptable reliability with alpha at 0.6.  Additionally, the reliability of alpha 
value ranging in the above scale has fulfilled the minimum requirement suggested by 
Nunnally (1978). 

Table 1 
Reliability Test  

Dimension Items Cronbach’s Alpha coefficient 

Tangible 6 0.81 

Reliability 4 0.68 

Responsiveness 4 0.86 

Assurance 4 0.84 

Empathy 4 0.93 

 
Findings and Discussion  
The study analyzed 120 respondents as shown in Table 2. The demographic data included 
information of gender, education level, age, race and type of childcare in the areas of Kelantan 
and Terengganu. The gender of the sample comprised male (44%) and female (56%) 
respondents. In term of education, more than half of them were Bachelor holders (50.8%). 
Most respondents’ age ranged between 30-39 years old (46.7%), followed by 32.5% by those 
aged 40-49 years old, and the least respondents were above 50 years old. For race, the 
majority of the respondents were Malays (81.7%), Indians (12.5%), Chinese (5%), and other 
races (0.8%). Respondents were divided into four types of childcare selections: government-
based childcare, workplace childcare, institutional or private childcare, and home-based 
childcare. 61 respondents chose to send their children to private childcare, 32 were attached 
to home-base, followed by 19 who were involved in government-based childcare, and the 
remaining of 8 respondents preferred for work-based childcare.  
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Table 2 
Demographic Profiles  

Variable Frequency Percentage 

Gender    

Male 53 44 

Female 67 56 

Education    

SPM 24 20 

STPM 3 2.5 

Cert/ Diploma 16 13.3 

Bachelor 61 50.8 

Master 12 10.0 

PhD 4 3.3 

Age    

21-29 22 18.3 

30-39 56 46.7 

40-49 39 32.5 

More than 50 3 2.5 

Race   

Malay 98 81.7 

Chinese 6 5.0 

Indian  15 12.5 

Others 1 0.8 

Types of childcare   

Government-owned 

childcare 

19 15.8 

Workplace childcare 8 6.7 

Private childcare 61 50.8 

Home-based childcare 32 26.7 

 
The mean and standard deviation for all measures were 22 items in service quality, 6 items 
for tangible and 4 items for reliability, responsiveness, assurance and empathy respectively 
as shown in Table 3.  All scales range from one to five. With regard to tangible, most 
respondents agreed that the care room hygienic (M=4.24) is more important and the least 
mean (M=3.12) falls for indoor and outdoor facilities. Respondents were concerned with 
hygienic environment for their children. The finding recorded that the operation hours 
(M=4.16) gave the highest mean for reliability and menu requirement is less concerned by the 
respondents (M=3.85) for reliability dimension. The adherence of operation hour is important 
to help parents to manage their time effectively. The respondents also expect the childcarer 
to promptly inform if their children were sick and take necessary action for the items in 
responsiveness (M= 4.40).  Though ranked last, the item for responding to parents’ and 
children’s needs score 4.20, showing that parents are very concerned for immediate 
assistance from the centers. 
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The childcare centers should be reliable and trust-gaining by making the parents confidence 
and secure having the highest mean score for assurance dimension (M=4.26).  Qualification 
and knowledge among the childcarer portray the mean score of 4.10. The parents believe that 
the attitude and skills of a childcarer can develop because of managing the children. The last 
dimension of empathy reflects that the respondents expect the childcarer to pay attention 
and give love to children (M=4.21). The mean score of 4.07 interprets that the childcarer 
should know the individual character and potential of the children. Thus, the overall mean for 
each dimension are responsive (M=4.27), assurance (M=4.23), empathy (M=4.15), reliability 
(M=4.01), and tangible (M=3.89). Looking in this study, the childcare center’s responsiveness 
is becoming an important factor amongst the parent. The childcare center should train their 
child carers in delivering the service and need to be empowered to address service outcomes.  

Table 3 
Descriptive Statistics  

Dimensions  Mean Standard 

Deviation 

Tangible   

Care room hygienic 4.24 0.68 

Room well equip  4.20 0.92 

Safety equipment 4.07 0.83 

Tools aids 3.90 1.08 

Kitchen hygienic 3.81 0.70 

Indoor outdoor facilities 3.12 1.02 

Reliability   

Operation hours 4.16 0.83 

Fast respond 4.06 0.77 

Record confidential 3.95 0.85 

Menu requirement 3.85 0.94 

Responsiveness   

Children sick 4.40 0.67 

Responsibility and love 4.27 0.67 

Frequent interaction 4.22 0.70 

Parent needs 4.20 0.71 

Assurance   

Reliable and trusted 4.26 0.85 

Good experiences 4.25 0.75 

Portrays positive attitude 4.23 0.71 

Qualification and knowledge 4.17 0.72 

Empathy   

Attention and love 4.21 0.74 

Satisfied and interact with 4.17 0.68 

Observant 4.13 0.76 

Disposition and character 4.07 0.82 
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Conclusion 
Service quality is the best tools in marketing service providers to find and analyze information 
about the customer needs, wants, and perceptions about services. This information will help 
them to identify problems and make strategic plans in order to improve efficiency, 
profitability, and overall performance by high service quality.  
 
To reiterate, this study was done to determine the childcare service quality perceived by 
Kelantan and Terengganu’s parents based on SERVPERF dimensions. The respondents that 
were referred to working parents identified the criteria expected in childcare centers when 
leaving their children to childcarer.  Based on the results, the study concludes that the 
childcare centers must render the high expectation of service to accommodate the demands 
of parents. Therefore, the findings of the study show that all the five dimensions of service 
quality are mandatory to be exercised by the childcare service providers to avoid 
disappointing the customer’s expectation.   
 
Note 
The author is a lecturer of Marketing at University Malaysia Kelantan, Malaysia. This article 
was prepared while she was on study leave for her PhD study at University Malaysia 
Terengganu under the supervision of Assoc. Professor Dr Safiek Mokhlis and senior lecturer, 
Dr Hayatul Safrah Salleh.  
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