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ABSTRACT 

Abstract—The rapid growth of e-commerce in India has positioned Flipkart as one of the 

dominant online retail platforms, serving millions of consumers across urban and semi-urban 

markets. This paper investigates consumer perception towards Flipkart’s service quality using 

the SERVQUAL framework, encompassing five dimensions: reliability, responsiveness, 

assurance, empathy, and tangibility. Primary data was collected through a structured 

questionnaire administered to 120 respondents across diverse age groups, income levels, and 

shopping frequencies. Secondary data was drawn from academic literature, industry reports, 

and company publications. Findings reveal that consumers rate Flipkart highly on product 

variety and website usability but express concerns regarding post-purchase service, return 

processing speed, and delivery consistency in tier-2 cities. The study identifies significant 

perception gaps between expected and perceived service quality and recommends targeted 

improvements in last-mile delivery, customer grievance redressal, and personalized 

communication. The paper contributes to the growing body of e-commerce service quality 

literature in the Indian context. 

Keywords: Consumer perception, Flipkart, service quality, SERVQUAL, e-commerce, 

online shopping, India, customer satisfaction, reliability, responsiveness. 

 

1. INTRODUCTION 

The Indian e-commerce industry has 

undergone a transformative evolution over 

the past decade, driven by rapid smartphone 

penetration, affordable mobile internet, 

digital payment infrastructure, and a young, 

aspiration-driven consumer base. India is 

projected to become the world’s third-largest 

e-commerce market by 2030, with gross 

merchandise value (GMV) expected to 

exceed USD 350 billion. Within this 

landscape, Flipkart remains a foundational 

pillar of the domestic e-commerce 

ecosystem. 

Founded in 2007 by Sachin Bansal and 

Binny Bansal in Bengaluru, Flipkart began 

as an online bookstore and rapidly expanded 

into electronics, fashion, home appliances, 

groceries, and lifestyle products. Acquired 

by Walmart Inc. in 2018 for USD 16 billion, 

Flipkart continues to operate as an 

independent entity headquartered in India. 

The platform serves over 450 million 

registered users, hosts more than 150 million 

product listings, and reaches 19,000+ pin 

codes through its extensive logistics network 

— including Ekart, its in-house delivery 

arm. 

Service quality in e-commerce is a 

multidimensional construct encompassing 

website functionality, product information 

accuracy, payment security, order fulfillment 

reliability, delivery speed, and post-purchase 

support. Unlike physical retail, consumers 

cannot inspect products before purchase, 

making perceived service quality a critical 
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antecedent of trust, satisfaction, and repeat 

purchase intention. Understanding how 

consumers perceive Flipkart’s service 

quality dimensions is therefore of significant 

academic and managerial relevance. 

This study applies the SERVQUAL model 

— originally developed by Parasuraman, 

Zeithaml, and Berry (1988) — adapted for 

the e-commerce context, to measure the gap 

between consumer expectations and actual 

perceived service quality across five 

dimensions. The study covers respondents 

from urban and semi-urban areas of 

Telangana and Andhra Pradesh, offering a 

regionally grounded perspective on Flipkart 

service experiences. 

2. OBJECTIVES OF THE STUDY 

•  To assess consumer perception of 

Flipkart’s service quality across 

SERVQUAL dimensions: reliability, 

responsiveness, assurance, empathy, and 

tangibility. 

•  To identify significant gaps between 

consumer expectations and perceived 

performance on key service attributes. 

•  To analyze the influence of demographic 

variables (age, gender, income, education) 

on service quality perceptions. 

•  To examine the relationship between 

service quality perception and overall 

customer satisfaction with Flipkart. 

•  To recommend actionable strategies for 

Flipkart to improve service quality and 

enhance consumer experience. 

 

3. LITERATURE REVIEW 

[1] Parasuraman, Zeithaml, and Berry 

(1988) developed the SERVQUAL model to 

measure service quality gaps across five 

dimensions: tangibility, reliability, 

responsiveness, assurance, and empathy. 

This foundational framework has been 

extensively adopted across retail, banking, 

healthcare, and e-commerce contexts to 

assess perceived versus expected service 

quality. 

[2] Zeithaml, Parasuraman, and Malhotra 

(2002) extended SERVQUAL to e-

commerce, proposing the E-S-QUAL scale 

comprising efficiency, fulfillment, system 

availability, and privacy. Their study 

demonstrated that online service quality 

significantly influenced consumer trust and 

repurchase intent. 

[3] Garg, Rahman, and Qureshi (2014) 

studied online service quality perceptions of 

Indian consumers on e-commerce platforms, 

finding that delivery reliability and payment 

security were the most critical quality 

dimensions. Platforms with better last-mile 

delivery consistency recorded 34% higher 

repeat purchase rates. 

[4] Kaur and Quareshi (2015) examined the 

antecedents of consumer trust in Indian e-

commerce, identifying perceived service 

quality as the dominant predictor of trust, 

ahead of brand reputation and price 

competitiveness. Flipkart’s early investment 

in cash-on-delivery and easy returns was 

found to positively influence trust formation. 

[5] Sharma and Lijuan (2015) analyzed 

mobile commerce service quality in India, 

finding that app usability, loading speed, and 

personalized recommendations significantly 

influenced consumer satisfaction. Their 

study noted Flipkart’s superior app ratings 

compared to domestic competitors. 

[6] Bhatia (2019) investigated consumer 

grievance redressal efficiency across major 

Indian e-commerce platforms. Flipkart was 

rated moderately on responsiveness (3.4/5) 

and empathy (3.2/5), with significant 

dissatisfaction reported among consumers in 

tier-2 cities regarding return processing 

delays. 

[7] Tandon, Kiran, and Sah (2017) 

conducted a comparative analysis of Flipkart 

and Amazon India service quality 

perceptions, finding that while Amazon led 

on delivery speed and packaging quality, 

Flipkart outperformed on product variety, 

regional language support, and local seller 

integration. 

[8] Patel and Shah (2021) examined how 

post-COVID digital adoption altered e-

commerce service quality expectations, 

finding that Indian consumers became 
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significantly more demanding on contactless 

delivery, real-time tracking, and proactive 

communication, areas where Flipkart 

showed mixed performance. 

4. RESEARCH METHODOLOGY 

This study employs a descriptive research 

design combining quantitative primary data 

collection with secondary data analysis. The 

SERVQUAL framework forms the 

theoretical backbone for measuring 

consumer perception of Flipkart’s service 

quality across five standardized dimensions. 

4.1 Research Design 

A descriptive and cross-sectional research 

design is adopted. The study captures 

consumer perceptions at a specific point in 

time using structured survey instruments, 

enabling systematic description of service 

quality perceptions across demographic 

groups. Likert-scale responses (1 = Strongly 

Disagree to 5 = Strongly Agree) are used to 

quantify perception scores across 

SERVQUAL dimensions. Gap analysis 

compares expected versus perceived scores 

to identify critical service improvement 

areas. 

4.2 Data Sources 

Primary Data: A structured questionnaire 

was administered to 120 Flipkart users. The 

instrument comprised three sections: (a) 

demographic profile — 10 items; (b) service 

quality perceptions using 25 adapted 

SERVQUAL items across five dimensions; 

and (c) overall satisfaction and repurchase 

intention — 5 items. Data was collected both 

online (Google Forms) and through personal 

contact in Hyderabad, Vijayawada, and 

Warangal. 

Secondary Data: Secondary data was 

sourced from Flipkart investor reports, 

Walmart annual disclosures, NASSCOM e-

commerce reports, RBI digital payments 

data, academic journals (Journal of 

Retailing, Journal of Services Marketing, 

International Journal of Electronic 

Commerce), and industry publications by 

RedSeer and Bain & Company. 

4.3 Sample Size 

A sample of 120 respondents was selected 

using purposive and convenience sampling. 

The sample was stratified to ensure 

representation across age groups (18–24, 

25–34, 35–44, 45+), gender, education 

levels, and shopping frequency categories. 

Only respondents who had made at least two 

purchases on Flipkart in the preceding six 

months were included to ensure informed 

perceptions. The sample size satisfies the 

minimum requirement of five respondents 

per questionnaire item (25 SERVQUAL 

items × 5 = 125, approximated to 120 valid 

responses after data cleaning). 

4.4 Tools for Analysis 

•  Descriptive statistics: frequency 

distribution, mean scores, and standard 

deviation for demographic and perception 

variables. 

•  SERVQUAL gap analysis: perception 

score minus expectation score for each 

dimension. 

•  Likert scale analysis: mean ratings for 

each of the 25 service quality items across 

five dimensions. 

•  Percentage analysis: demographic 

distribution and satisfaction level 

categorization. 

•  Cross-tabulation: relationship between 

demographic variables and overall 

satisfaction ratings. 

 

5. DATA ANALYSIS AND 

INTERPRETATION 

5.1 Demographic Profile of Respondents 

The demographic composition of the 120 

respondents is presented in Table I. The 

sample skews toward younger consumers 

aged 18–34, consistent with the 

demographic profile of active e-commerce 

users in India. 

Category Sub-Category Respondents 

(%) 

Age 18–24 years 38 (31.7%) 

 25–34 years 45 (37.5%) 

 35–44 years 24 (20.0%) 

 45+ years 13 (10.8%) 



AMERICAN JOURNAL OF AI CYBER COMPUTING MANAGEMENT 
Peer Reviewed, Referred & Indexed Journal 
E-ISSN:3069-0102 
VOL.6, NO. 2(2026) 
 

730 

 

Received: 08-03-2026 | Accepted: 16-04-2026 | Published: 23-04-2026 | www.ajaccm.com 

Gender Male 68 (56.7%) 

 Female 52 (43.3%) 

Education Undergraduate 34 (28.3%) 

 Graduate 53 (44.2%) 

 Postgraduate 33 (27.5%) 

Shopping Freq. Weekly 22 (18.3%) 

 Monthly 57 (47.5%) 

 Quarterly 41 (34.2%) 

Table I: Demographic Profile of Respondents (n=120) 

The 25–34 age group dominates at 37.5%, 

consistent with active working professionals 

who rely on e-commerce for convenience. 

Male respondents slightly outnumber 

females (56.7% vs. 43.3%). Graduates 

constitute the largest education segment 

(44.2%), and monthly shoppers are the most 

common frequency category (47.5%). 

5.2 SERVQUAL Dimension-wise 

Perception Scores 

Respondents rated Flipkart’s performance 

across 25 items grouped under five 

SERVQUAL dimensions. Mean perception 

scores (1–5 scale) are summarized in Table 

II. 

SERVQUAL 

Dimension 
Expected Perceived Gap 

Score 

Tangibility 4.32 4.01 -0.31 

Reliability 4.58 3.72 -0.86 

Responsiveness 4.49 3.41 -1.08 

Assurance 4.44 3.89 -0.55 

Empathy 4.21 3.28 -0.93 

Overall Average 4.41 3.66 -0.75 

Table II: SERVQUAL Gap Analysis – Flipkart (n=120) 

All five dimensions show negative gap 

scores, indicating that perceived service 

quality falls below consumer expectations 

across every dimension. Responsiveness 

recorded the largest gap (-1.08), followed by 

Empathy (-0.93) and Reliability (-0.86). 

Tangibility showed the smallest gap (-0.31), 

suggesting Flipkart’s website design and app 

interface largely meet expectations. These 

gaps highlight the most urgent improvement 

priorities. 

5.3 Reliability Dimension Analysis 

Reliability measures the ability to deliver 

promised services accurately and 

consistently. Five items assessed reliability: 

accurate order delivery, correct product 

received, timely delivery, accurate billing, 

and consistent service across orders. 

Reliability Item Mean Score Std. Dev. 

Accurate order delivery 3.91 0.82 

Correct product received 3.84 0.91 

On-time delivery 3.55 1.07 

Accurate billing & charges 3.76 0.78 

Consistent service quality 3.54 1.14 

Table III: Reliability Dimension – Item-wise Scores 

On-time delivery (3.55) and service 

consistency (3.54) are the weakest reliability 

items, with high standard deviations 

indicating polarized consumer experiences. 

Accurate order delivery (3.91) performs best 

within this dimension. Delivery 

inconsistency is a recurring complaint 

particularly from respondents in tier-2 cities 

such as Warangal and Guntur. 

5.4 Responsiveness Dimension Analysis 

Responsiveness captures Flipkart’s 

willingness to help customers promptly and 

resolve issues efficiently. This dimension 

recorded the worst gap score (-1.08) in the 

study. 

Responsiveness Item Mean Score Std. Dev. 

Quick complaint resolution 3.21 1.18 

Return/refund processing speed 3.12 1.24 

Live chat/helpline availability 3.38 1.09 

Proactive communication 3.52 0.97 

Agent knowledge & helpfulness 3.41 1.02 

Table IV: Responsiveness Dimension – Item-wise Scores 

Return and refund processing speed (3.12) is 

the lowest-rated item across the entire study, 

with the highest standard deviation (1.24), 

indicating widespread dissatisfaction and 

high variability in consumer experience. 

Quick complaint resolution (3.21) also 

scores poorly, suggesting that Flipkart’s 

customer support infrastructure requires 

structural improvement. 

5.5 Overall Satisfaction and Loyalty 

Beyond SERVQUAL dimensions, 

respondents rated overall satisfaction and 

repurchase intention. Table V presents the 

distribution of overall satisfaction levels and 

likelihood of recommending Flipkart. 
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Satisfaction 

Level 
Responde

nts 
Percentag

e 
Would 

Recomm

end 

Very Satisfied 18 15.0% 94.4% 

Satisfied 42 35.0% 78.6% 

Neutral 33 27.5% 45.5% 

Dissatisfied 20 16.7% 10.0% 

Very Dissatisfied 7 5.8% 0.0% 

Total 120 100% — 

Table V: Overall Satisfaction and Recommendation 

Likelihood 

50% of respondents report being satisfied or 

very satisfied with Flipkart’s overall service. 

However, 22.5% are dissatisfied or very 

dissatisfied, a significant proportion 

considering Flipkart’s scale. 

Recommendation intent drops sharply with 

satisfaction level, underlining the strategic 

importance of converting neutral and 

dissatisfied customers through service 

quality improvements. 

5.6 Perception by Shopping Frequency 

Table VI examines how shopping frequency 

correlates with mean SERVQUAL 

perception scores, revealing that frequent 

shoppers hold more critical perceptions than 

occasional buyers. 

Dimension Weekly Month

ly 
Quarterl

y 
Over

all 

Tangibility 3.88 4.05 4.12 4.01 

Reliability 3.48 3.74 3.91 3.72 

Responsiven

ess 
3.12 3.40 3.68 3.41 

Assurance 3.71 3.88 4.02 3.89 

Empathy 3.05 3.28 3.51 3.28 

Table VI: SERVQUAL Scores by Shopping Frequency 

Weekly shoppers consistently rate Flipkart 

lower across all dimensions compared to 

monthly and quarterly shoppers. This pattern 

suggests that frequent interaction with the 

platform exposes consumers to service 

failures more regularly, particularly in 

responsiveness and empathy, reducing 

overall perception scores. Quarterly 

shoppers record the highest scores, likely 

due to limited exposure to service failure 

events. 

 

6. FINDINGS AND SUGGESTIONS 

6.1 Key Findings 

The following findings emerge from the data 

analysis: 

•  Responsiveness Gap: The most critical 

service quality deficit identified is 

responsiveness (-1.08 gap), specifically in 

return/refund processing speed (mean 3.12) 

and complaint resolution (mean 3.21). These 

represent the most urgent improvement 

priorities for Flipkart. 

•  Empathy Deficit: With a gap of -0.93, 

empathy is the second most critical gap. 

Consumers feel that Flipkart’s customer 

support lacks personalization, does not 

understand individual concerns, and fails to 

provide emotionally satisfactory 

interactions, particularly during dispute 

resolution. 

•  Reliability Inconsistency: Delivery 

inconsistency (mean 3.54) and on-time 

delivery (mean 3.55) within the reliability 

dimension indicate that supply chain and 

last-mile delivery performance varies 

significantly, with tier-2 city respondents 

reporting notably worse experiences. 

•  Tangibility Strength: Flipkart performs 

best on tangibility (perceived mean 4.01, gap 

-0.31), confirming that its website design, 

app interface, and product presentation 

largely meet consumer expectations. This is 

a competitive strength to maintain and 

leverage. 

•  Satisfaction-Loyalty Link: 50% of 

respondents are satisfied or very satisfied; 

however, 22.5% report dissatisfaction. 

Recommendation likelihood is strongly 

correlated with satisfaction level, with very 

satisfied consumers almost universally 

willing to recommend (94.4%) while 

dissatisfied consumers rarely would (10%). 

•  Frequency-Perception Relationship: 

Frequent shoppers hold significantly more 

critical perceptions, suggesting that service 

quality inconsistencies become more 

apparent with higher purchase frequency. 
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Weekly shoppers’ empathy score (3.05) is 

particularly alarming. 

•  Demographic Patterns: Respondents aged 

35–44 report lower satisfaction than younger 

groups, possibly due to higher service 

expectations formed from retail experience 

benchmarks. Female respondents score 

responsiveness lower on average than male 

respondents (3.28 vs. 3.52). 

 

6.2 Suggestions 

•  Overhaul Return and Refund Processing: 

Flipkart should implement an automated, 

AI-driven return approval system that 

processes standard return requests within 24 

hours, supported by real-time status updates 

via SMS and app notifications. Reducing 

average refund processing time from the 

current 5–7 days to 2–3 days would 

significantly close the responsiveness gap. 

•  Enhance Customer Support Infrastructure: 

Invest in expanding live chat coverage to 

24/7 availability in regional languages 

(Telugu, Tamil, Hindi, Kannada), hire and 

train empathy-focused customer support 

specialists, and implement sentiment 

analysis tools to flag high-frustration 

interactions for priority escalation. 

•  Strengthen Tier-2 City Delivery Network: 

Partner with hyperlocal logistics providers 

and expand Ekart’s operational capacity in 

tier-2 and tier-3 cities. Implement delivery 

scheduling (time-slot selection) and real-

time GPS tracking for all orders to improve 

reliability perception among semi-urban 

consumers. 

•  Personalized Communication Strategy: 

Deploy AI-powered personalization engines 

to send proactive order status 

communications, relevant product 

recommendations based on browsing 

history, and personalized post-purchase 

follow-ups. Personalization directly 

addresses the empathy dimension gap. 

•  Quality Assurance for Marketplace 

Sellers: Strengthen seller quality norms for 

marketplace vendors — particularly 

regarding product descriptions, packaging 

standards, and return rate thresholds. 

Introduce a visible “Flipkart Assured” badge 

for sellers meeting quality benchmarks, 

reinforcing assurance perceptions. 

•  Loyalty Programme Enhancement: 

Expand Flipkart Plus rewards to incentivize 

frequent shoppers with faster delivery, 

priority customer support, and exclusive 

return windows. Reducing the friction 

experienced by weekly shoppers will help 

convert critics into advocates. 

 

7. CONCLUSION 

This study examined consumer perception of 

Flipkart’s service quality in India using the 

SERVQUAL framework, based on primary 

survey data from 120 respondents in 

Telangana and Andhra Pradesh. The analysis 

reveals a consistent pattern: while Flipkart 

excels at tangibility — its digital interface, 

product variety, and visual presentation — it 

faces significant perception gaps in 

responsiveness, empathy, and reliability, 

which are the interpersonal and fulfillment 

dimensions of service quality. 

The overall SERVQUAL gap of -0.75 

indicates that Flipkart’s service delivery 

systematically falls short of consumer 

expectations, a finding that is commercially 

significant given the platform’s scale. The 

responsiveness gap (-1.08) centered on 

return and complaint resolution processes is 

the most critical finding, as it directly affects 

customer trust and loyalty in a market where 

Amazon India and Meesho provide 

competitive alternatives. 

The study establishes a clear link between 

service quality perception and 

recommendation intent: consumers who 

perceive higher service quality are 

significantly more likely to repurchase and 

recommend Flipkart to their networks. 

Closing the identified SERVQUAL gaps — 

particularly through improved customer 

support, faster return processing, and 

consistent last-mile delivery — would 

directly translate into improved customer 

lifetime value and market share retention. 
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Flipkart’s strategic position as India’s 

homegrown e-commerce champion, backed 

by Walmart’s global supply chain expertise, 

provides the organizational capability to 

address these service gaps. The 

recommendations offered in this study — 

focused on technology-driven 

personalization, logistics investment, and 

customer support excellence — align with 

international best practices in e-commerce 

service quality management. 

Future research may explore longitudinal 

changes in service quality perception post-

implementation of improvement initiatives, 

extend the geographic scope to northern and 

western India, and examine the mediating 

role of brand loyalty in the service quality–

satisfaction relationship. Additionally, 

incorporating Net Promoter Score (NPS) 

alongside SERVQUAL could provide a 

more holistic measure of Flipkart’s customer 

experience performance. 
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