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Abstract- This study aims to examine the ways consumers perceive consultancy services and determine the key factors that influence
their decision making process. In the rapidly changing and competitive business environment of today, consultancy services are
now considered to be key components of individual and organisational decision making, assisting with expert advice within many
different subject areas e.g., Education, Finance and Business Management. The primary aim of the study is to provide an
understanding of consumer perceptions and to determine how factors such as Service Quality, Trust, Price and Communication
impact upon customer satisfaction. The study employs a descriptive and analytical research methodology through the use of both
primary and secondary data. Primary data has been collected through the utilisation of the descriptive research design which
included the structured administration of a questionnaire to a sample of 100 individuals inclusive of students, professionals and
business personnel. The findings of the study suggest that consumer perceptions of consultancy services are predominantly positive,
with most respondents believing that the utilisation of consultancy services increases the accuracy of their decision making
processes. The constructed perception of consultancy services is seen to be influenced through the most significant learning
constructs of Service Quality and Trust, respectively, with Pricing and Communication also being identified as relevant, but to a
lesser extent. It is also noted that younger individuals and professionals make up a significant portion of those who use consultancy
services with this supporting the concept that there is an increasing level of reliance upon expert advice throughout the world. The
study also identifies a number of challenges faced by consumers when attempting to make decisions, including but not limited to:
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Strategy, Decision-Making Behavior, Customer Experience, Service Marketing, Consumer Behavior

roles in this expansion. Organizations are more often
outsourcing their strategic and operational tasks to
consultancy firms to improve efficiency and stay
competitive. Likewise, individuals are turning to
consultancy services for career guidance, overseas
education, financial planning, and personal development.
Despite this growth, the success of consultancy services
largely relies on how consumers perceive these services.

I. CHAPTER 1: INTRODUCTION

1.1 Background of the Study

In today's world of globalization, rapid technology
changes, and rising competition, the importance of
consultancy  services has  grown  significantly.
Organizations and individuals are constantly looking for

expert guidance to navigate complex decisions.
Consultancy services offer specialized knowledge,
professional skills, and strategic solutions that help clients
improve efficiency, productivity, and overall performance.
Traditionally, large organizations mainly used consultancy
services to tackle issues related to management, finance,
and operations. However, as business environments have
evolved and the demand for expertise has increased,
consultancy services have branched out into areas like
educational consultancy, financial advisory, human
resource consultancy, information technology consultancy,
and legal consultancy. This growth shows how much both
individuals and organizations rely on expert advice.

In India, the consultancy sector has seen remarkable growth
over the last decade. Economic liberalization, digital
changes, and the rise of start-ups have played significant

Consumer perception means how individuals understand
and judge a service based on their experiences,
expectations, and outside influences. Since consultancy
services are intangible, consumers cannot evaluate them
physically before deciding. Thus, perception is key in
deciding whether a consumer will engage with a
consultancy service.

Moreover, the growing number of consultancy firms has
increased competition in the market. This makes it vital for
firms to understand consumer perception to stand out and
gain a competitive edge. Firms that do not meet customer
expectations may struggle with client retention and
sustained growth.

Therefore, this study aims to explore consumer perception
of consultancy services and identify the factors that
influence their decision-making. Understanding these



elements will help consultancy firms improve their service
quality, build trust, and boost customer satisfaction.

1.2 Concept of Consultancy Services

Consultancy services are professional advisory services
provided by experts with specialized knowledge and skills
in a specific field. These services aim to help clients solve
problems, improve performance, and reach their goals.

Consultants play an important role in reviewing the client’s
situation, identifying issues, and suggesting practical
solutions. They can also help implement strategies and
track results. Many sectors rely on consultancy services
because they offer objective and expert insights.

Consultancy services have several key features:

¢ Intangibility: Services cannot be seen or touched
before use

e Expertise-driven: Based on knowledge and
professional skills

e  Customization: Tailored to meet client needs

e Client involvement: Requires active participation

e Trust-based relationship: Relies heavily on
credibility

Types of Consultancy Services

e Management Consultancy: Focuses on business
strategy and operations

e Financial Consultancy: Involves investment,
taxation, and planning

e Educational Consultancy: Offers guidance for
studies and careers

e |IT Consultancy: Provides technological solutions

e HR Consultancy: Concentrates on recruitment and
employee management

The effectiveness of consultancy services relies on the
consultant’s ability to understand client needs and provide
valuable solutions.

1.3 Consumer Perception: Meaning and Importance
Consumer perception is a psychological concept that
defines how individuals interpret and evaluate information
about a product or service. It is shaped by personal
experiences, beliefs, expectations, and outside factors like
advertising and word-of-mouth.
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In consultancy services, consumer perception is crucial
because:
e  Services are intangible
Outcomes are uncertain
Trust is vital
Consumers form perceptions based on:
Quality of service Expertise of consultants
Pricing
Brand reputation
Past experiences

A positive perception leads to customer satisfaction,
loyalty, and repeat usage. On the other hand, negative
perception can result in dissatisfaction and loss of clients.
Importance of Consumer Perception

Influences purchase decisions
Determines customer satisfaction
Builds brand image

Impacts business growth

O O O O

Understanding consumer perception helps consultancy
firms improve their services and meet customer
expectations effectively.

1.4 Growth of Consultancy Industry in India

The consultancy industry in India has witnessed significant
growth due to various economic and technological factors.
India has emerged as a major hub for consultancy services
due to its skilled workforce, cost-effectiveness, and
increasing demand for professional services.

Factors Driving Growth
e  Economic liberalization

¢ Digital transformation

e Rise of start-ups

e Increasing globalization

e  Growing awareness among consumers
Market Trends

e  Expansion of consultancy services across

sectors
e Increased use of technology
e  Growth of online consultancy platforms
e Demand for specialized consultancy
services

Challenges
. Lack of awareness



. Trust issues
. High competition
. Price sensitivity

Despite these challenges, the consultancy industry
continues to grow and offers significant opportunities for
development.

1.5 Factors Influencing Consumer Perception
Consumer perception towards consultancy services is
influenced by several factors:

1. Service Quality

Quality of service is the most important factor influencing
perception. Reliable and efficient services lead to positive
perception.

2. Expertise
Consumers prefer consultants with strong knowledge and
experience.

3. Pricing
Affordable and transparent pricing enhances consumer
trust.

4. Trust and Credibility
Trust is essential as consultancy involves critical decision-
making.

5. Brand Reputation
Well-known firms attract more customers.

6. Communication
Effective communication improves understanding and
satisfaction.

7. Customer Experience
Past experiences influence future perception.

1.6 Problem Statement

Despite the growth of consultancy services, consumer
perception remains inconsistent. Some consumers perceive
these services as valuable, while others consider them
expensive or unreliable.

The lack of transparency, inconsistent service quality, and
trust issues create barriers in the adoption of consultancy
services. Therefore, it is important to study consumer
perception to improve service delivery.
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1.7 Obijectives of the Study

1. To analyze consumer perception towards

consultancy services

2. To identify factors influencing consumer
decisions
To evaluate customer satisfaction
To examine the role of trust and service quality
To suggest improvements

ok~ w

1.8 Research Questions

1. What is consumer perception towards
consultancy services?

2. What factors influence decision-making?

3. How does service quality affect satisfaction?

4. What challenges do consumers face?

1.9 Hypotheses

H1: Service quality significantly affects perception H2:
Pricing influences decisions

H3: Trust impacts satisfaction

HO: No significant relationship exists

1.10 Scope of the Study
The study focuses on consumer perception in selected
consultancy areas such as business, education, and finance.

1.11 Significance of the Study

. Helps consultancy firms improve services
. Assists consumers in decision-making
. Contributes to academic research

1.12 Limitations of the Study

. Limited sample size
. Time constraints
. Possible response bias

1.13 Structure of the Study

The study is divided into six chapters covering
introduction, literature review, methodology, analysis,
findings, and conclusion.

Il. CHAPTER 2: LITERATURE REVIEW

This chapter reviews the basic theories and evidence about
how consumers perceive consultancy services. It starts by
outlining the review's aims and explains why understanding
consumer perception of consultancy, which is mainly an



intangible and credence-based service, is important for
service firms. The chapter then establishes a framework for
perception, detailing the perceptual process, which includes
exposure, attention, and interpretation. It also highlights
key factors that influence how consumers evaluate services,
such as marketing stimuli, personal aspects, price or value,
trust, and brand.

Next, the chapter evaluates relevant theoretical models. It
discusses the SERVQUAL model (Parasuraman et al.,
1988), a popular framework for service quality that
includes  five dimensions: tangibles, reliability,
responsiveness, assurance, and empathy. However, there
are noted limitations of this model in B2B and consulting
contexts (Gounaris, 2005). Other models reviewed include
Expectation-Disconfirmation Theory (Oliver, 1980), which
relates to customer satisfaction, Perceived Risk Theory
(Jacoby & Kaplan, 1972), which deals with uncertainty in
high- involvement services, and the Theory of Planned
Behavior (Ajzen, 1991), relevant to service purchase
intentions. The common Consumer Decision-Making
Process, from problem recognition to post-purchase
evaluation, is also addressed in service settings.

The chapter then summarizes previous empirical research
on consultancy services. It presents around 15 to 20 key
studies, both global and Indian, in a table that lists aims,
methods, samples, and findings. For instance, Gounaris
(2005) found SERVQUAL unsuitable for B2B consulting.
Park et al. (2016) employed AHP/Kano analysis in Korea
and identified that expertise and customer confidentiality
are crucial service factors. Indian studies, such as those by
Bharathi et al. (2022) and Rahman & Vaisshnave (2024),
indicate that consumers value consultants' responsiveness
and  expertise. However, concerns like clear
communication and data security can impact trust. The
findings also consider new issues like digitalization and
trust in online consulting. For example, Gerth & Heim
(2020) emphasize that data security and confidentiality are
key to building trust in digital consultancy platforms.

Finally, the chapter highlights research gaps. While the
existing literature offers extensive insights into service
quality theory and general surveys of the service sector,
there are few rigorous studies focused on consultancy
services, particularly in the Indian and Asian contexts and
for digital consultancy. Notable gaps include the absence
of validated models specifically for consulting compared to
more general services, limited research on how price,
brand, and online delivery influence perception in India,
and limited studies connecting modern ideas of trust and
cybersecurity to the use of consultancy services. These
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gaps underscore the need for further investigation into
consumer perception of consultancy services, particularly
considering factors like service quality, pricing, expertise,
and trust in a digital environment.

2.1 Introduction to the Literature Review

This literature review seeks to map the current knowledge
on how consumers perceive consultancy services. The
purpose is to establish theoretical and empirical
foundations for studying consumer perception in this
context, and to frame the present research. Topics include
key concepts (consumer perception, service quality, trust),
conceptual frameworks, major theories (service quality

models, decision - making, perceived risk), and empirical
findings from prior studies (international and Indian). The
scope covers both classic service marketing theories and
recent literature (last 10-15 years) on consulting and digital
services. The chapter will highlight how intangible service
attributes (like consultant expertise and communication)
and external influences (e.g. digital platforms, brand
reputation) shape consumer attitudes. Ultimately, it will
identify gaps—such as the limited focus on consultancy
specifically and on digital trust in such services— that
motivate the current research.

Understanding literature in this area is vital because
consultancy services (e.g. management, educational or
legal consultancies) are high-involvement purchases with
credence qualities. Consumers cannot easily evaluate their
worth before consumption, so perceptions (of quality,
credibility, and risk) drive decisions. This review therefore
begins by defining consumer perception processes and
determinants, then examines leading models for service
evaluation, before summarising empirical evidence on
consulting. The chapter is structured as follows: Section 2.2
develops a conceptual framework of consumer perception
(process and factors). Section 2.3 critically discusses
theoretical models  (SERVQUAL, Expectation—
Disconfirmation, Perceived Risk, TPB, Decision Process)
with their relevance to consultancy. Section 2.4 reviews
key empirical studies (international and Indian),
summarised in Table 1. Section 2.5 synthesises gaps from
the literature to justify the present study.

2.2 Conceptual Framework of Consumer Perception

Consumer perception refers to the mental process by which
individuals collect, organize, and interpret stimuli (from
marketing and environment) to form a meaningful
understanding of a service. Key stages are exposure,
attention, and interpretation of service cues. For example, a



prospective client of a consulting firm is exposed to stimuli
(advertising,  word-of-mouth),  attends  selectively
(preferring messages about expertise), and interprets them
based on prior beliefs and values. Perception is inherently
selective and subjective; consumers filter stimuli through
perceptual filters such as personal needs, experiences,
attitudes, and socio-cultural influences. Thus, two clients
may perceive the same consultancy advertisement
differently depending on their goals or biases.

In consultancy services, the perceptual process is
particularly important because services are intangible and
experiential. Unlike products with objective attributes,
consumers rely on cues (e.g. consultant credentials, firm
reputation, communication clarity) to evaluate service
quality. Per expectation—confirmation theory, consumers
form expectations before using a service and then compare
(disconfirmation) after usage. This cognitive comparison
underpins perceived quality and satisfaction. Kotler and
Keller (2016) define perception as “the process by which
individuals select, organize and interpret information
inputs to create a meaningful picture of the world.” In
services, consumers select among many messages
(exposure), focus on relevant ones (attention), and interpret
them in light of their needs (often using mental shortcuts or
“service quality” schemas). For example, a luxurious office
(tangible cue) and detailed case studies may lead one to
perceive high professionalism.

Determinants of perception: The framework for perception
of consultancy services includes stimuli and consumer
factors. Key independent variables (service attributes)
likely include:

e Service Quality: The perceived excellence of the
consultancy’s offerings (measured via dimensions like
tangibles, reliability, etc.). High quality tends to raise
overall perception.

e Pricing: The fee charged relative to perceived value.
Price can signal quality (high fees suggest premium
service) or deter customers if seen as overpriced.
Consumers form price— value judgments, a concept
explored by Zeithaml (1988).

e Trust and Credibility: Trust in the consultant or firm
(expertise and integrity) reduces perceived risk. In
high-credence services like consulting, trust is a
critical antecedent of perception and loyalty. Without
trust, other cues may be discounted.

e  Expertise/Competence: The perceived knowledge and
skill of consultants. Demonstrated expertise (e.g.
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certifications, past success) bolsters confidence and
positive perception.

e Communication and Service Interaction: The firm’s
responsiveness and  communication  quality.
Empathetic, clear communication (a SERVQUAL
dimension) improves understanding and positively
biases perception.

e Brand Reputation: The firm's reputation or brand
prestige can shape first impressions. A well-known
consultancy brand can enhance perceived quality.

e Customer Experience: Past or vicarious experiences
(e.g. referrals, case histories) can moderate perception.
Positive customer experiences can amplify perception
of quality, while negative ones can erode it.

These factors interact via the perceptual process: marketing
mix elements (product, price, promotion, place) create
stimuli; the consumer’s internal state (motivation, learning,
values) provides context. For instance, Kotler et al. note
that consumers interpret stimuli through existing beliefs —
a renowned professor’s recommendation for a consultancy
might lead one to perceive it more favorably (a halo effect).

A conceptual diagram (see below) can illustrate the
hypothesized relationships: Service Quality, Pricing, Trust,
Expertise, and Communication are posited as key
independent variables directly influencing Consumer
Perception of the consultancy. Two moderators, Brand
Reputation and Customer Experience, are shown affecting
this relationship (e.g. strong reputation may amplify or
buffer the impact of service attributes).

Service Quality

Consumer Perception

Pricing

Trust

Expertise

Communication

Brand Reputation

Customer Experience Show code

Suggested Figures: To visualise these ideas in the final
report, one might include charts. For example, a bar chart
could compare mean consumer ratings of different service
dimensions (e.g. tangibles, reliability, responsiveness). A
pie chart might depict the share of respondents citing each
factor (quality, price, trust, etc.) as most influential on
perception. These visualizations can complement the
conceptual model above.



2.3 Theoretical Models Applicable to Consultancy
Services

2.3.1 Service Quality Models (SERVQUAL vs
SERVPERF)

A fundamental model in services marketing is
SERVQUAL (Parasuraman, Zeithaml & Berry, 1988).
SERVQUAL conceptualizes service quality as the gap
between customer expectations and perceptions, across five
dimensions: Tangibles (physical facilities, equipment,
appearance of personnel), Reliability (performance
promised service dependably), Responsiveness
(willingness to help and prompt service), Assurance
(knowledge and courtesy inspiring trust), and Empathy
(individualized attention). This framework has been widely
used to assess service quality from the consumer’s
perspective. In consultancy, these dimensions translate to,
for example, the professionalism of consultants (tangibles),
timely delivery of advice (reliability), willingness to
answer client queries (responsiveness), consultants’
expertise (assurance), and personalized service (empathy).

However, SERVQUAL has limitations, especially in B2B
or consulting contexts. Gounaris (2005) notes that
SERVQUAL “suffers from significant methodological
problems when applied to B2B services”. Since
consultancy clients are typically businesses or high-
involvement consumers, certain SERVQUAL items
(developed for consumer services) may not fully capture
what matters to them. Consequently, some researchers
propose adapted models. For example, Cronin and Taylor
(1992) developed SERVPERF, measuring only
performance perceptions without expectations, arguing it is
more parsimonious. Other scholars (Grénroos, 2000)
suggest service quality has two components — technical
outcome quality and functional process quality — which
customers

evaluate separately. In consulting, technical quality (actual
consultancy output) and functional quality (how the service
is delivered) both shape perception.

Critically, service quality models assume rational
evaluation of measurable criteria. In consultancy, however,
much of the service is credence-based (clients cannot easily
judge outcome quality). Thus, subjective cues like
reputation and trust become more salient. Some studies
(Park et al., 2016) have therefore used methods like
Analytic Hierarchy Process (AHP) or Kano models to
prioritise factors. For instance, Park, Gwon & You (2016)
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found that professionalism of consultants and customer
benefits (value provided) outranked superficial aspects like
office appearance. Similarly, using the Kano model, Park
et al. (2016) identified “consultant’s interest in the
customer” and “security of customer information” as
‘attractive’ quality features — meeting them could delight
clients beyond baseline expectations. These findings imply
that, for consultancy, expertise and confidentiality (relating
to trust) are the most crucial service attributes, in line with
general service quality theory but emphasizing certain
dimensions.

Applicability: ~ When  applying SERVQUAL to
consultancy, researchers often modify the instrument.
Studies have measured consulting service quality by
adapting the five dimensions. For example, Hsieh (2016)
reported that tangibility, reliability, responsiveness,
assurance and empathy positively influence consulting
satisfaction (in line with SERVQUAL). Yet Gounaris
(2005) cautions that new scales (like INDSERV) may
better capture B2B service quality. In summary,
SERVQUAL/SERVPERF provide a useful starting point,
but consulting’s unique features mean these models must
be critically adapted (e.g. weighting expertise higher).

2.3.2 Expectation-Disconfirmation Theory

Expectation-Disconfirmation Theory (Oliver, 1980) posits
that consumer satisfaction (a component of perception)
arises from comparing expected service and actual
performance. If the consultancy meets or exceeds
expectations (positive disconfirmation), the client is
satisfied and perceives high quality; if it falls short,
dissatisfaction follows. This cognitive model is widely
cited in service research. In consultancy, expectations
might include promised expertise or outcomes, and
disconfirmation could occur if the advice is better or worse
than anticipated. Some literature suggests expectation is
key: Zeithaml (1988) notes that perceived value involves a
trade-off between perceived benefits and sacrifices (price,
time, effort). Thus, a client’s prior expectation about
benefit vs cost sets the baseline for perception.

Critical appraisal: While expectation—disconfirmation is
intuitive, its applicability can be tricky in consulting, where
outcomes may be uncertain or long-term. Also, expectation
measurement is debated — should one use ideal
expectations, normative standards, or minimum tolerable
expectations? Researchers like Oliver (1980) historically
framed the model, but more recent critiques argue that
consumers may use other heuristics (e.g. assimilation-
contrast model). Nevertheless, as Cronin & Taylor (1992)



observed, service quality as measured by expectation gaps
is conceptually appealing but practically complex (often
requiring extensive surveying). For our purposes, we
assume that a consumer’s pre-use image of a consultancy
(formed by marketing or reputation) will influence the
perception after use (disconfirmation).

2.3.3 Perceived Risk Theory

Perceived risk theory (Jacoby & Kaplan, 1972) highlights
that consumers face uncertainties when buying services.
In consultancy, perceived risks can be financial (fee too
high), performance (advice not effective),
psychological (fear of being cheated), social
(consultant’s reputation affecting my status), and time
(lengthy engagement). High perceived risk tends to
heighten scrutiny of the service offering. This theory
suggests that factors reducing risk (like guarantees, expert
credentials, testimonials) will improve consumer
perception. For example, online educational consultancies
often emphasize success stories to alleviate performance
risk.

In the theoretical context, perceived risk moderates the
purchase intention. For consultancy, trust and service
quality cues are risk relievers. If consumers trust the
consultant (see below), they perceive less risk. Cost-
benefit models (like that of Bauer, 1960s) imply that
consumers weigh the expected benefit (value of consulting)
against risk. If perceived risk is high, only exceptional
service quality or strong trust can tip the balance to a
favourable perception. Hence, literature on consultancy
often integrates risk: Park et al.’s Kano analysis identified
“securing customer information” (reducing privacy risk) as
an attractive feature.

Critical appraisal: Perceived risk theory is useful for
explaining consumer caution, but measuring risk
perceptions can be subjective. In narrative reviews, it’s
used to justify focus on trust and guarantees. We will
assume its general validity: consumer perception of
consultancy is negatively affected by perceived risk unless
mitigated by trust or firm guarantees.

2.3.4 Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (Ajzen, 1991) states that
a person’s intention to perform a behaviour (e.g. hire a
consultant) is influenced by attitude toward the behaviour,
subjective norms, and perceived behavioural control.
Applied to consultancy, a client’s attitude (belief that
consulting helps), social pressures (peers recommending a
consultant), and sense of control (ability to judge
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consultant’s credibility) shape intention. While TPB
originates in psychology, it is cited in service research to
understand adoption intentions, especially online services.
For instance, if consultants have strong personal brands,
this may positively influence attitudes.

Critical appraisal: TPB goes beyond perception to predict
behaviour. Its inclusion here reflects that some factors
influencing perception (like communication or trust) also
influence attitudes and intention. However, empirical tests
of TPB in consulting contexts are limited. We will use its
concepts qualitatively. In particular, trust and perceived
expertise align with positive attitude, and subjective norms
may explain referrals to certain consultants.

2.3.5 Consumer Decision-Making Process

A classic model (Engel, Blackwell & Miniard) posits that
consumers go through Problem Recognition —

Information Search — Evaluation of Alternatives —

Purchase Decision —  Post-Purchase Behavior. In

consultancy, problem recognition might be realizing one
needs expert help; information search involves finding
consultancies; evaluation assesses criteria (quality, price,
referrals); purchase is hiring a consultant; post-purchase is
experiencing the service outcome. Because consultancy is
a high-involvement service, this process may be lengthy
and iterative. For example, a company may interview
several consulting firms (alternatives) and compare
proposals.

Critical appraisal: This linear model assumes rational
progression, but services often involve feedback loops (e.g.
dissatisfaction leads to reconsideration). In consultancy,
clients may revise expectations post-engagement or even
quit mid-project if unsatisfied. The model also assumes
consumers have enough information to compare options;
often with consultancies, information is limited. Hence,
service marketing literature stresses that factors like
reputation and relationships influence early steps.
Nevertheless, this framework is useful for identifying
touchpoints: marketers should provide clear information
(during search), emphasize unique selling points
(evaluation), and manage client satisfaction to shape post-
purchase perception.

In summary, the theoretical models collectively suggest:
service  quality dimensions and expectations drive
perceived performance; risk and trust shape how strongly



consumers respond to these attributes; attitudinal factors
influence intention to choose a consultancy; and

the decision process highlights multiple opportunities (e.g.
advertising, referrals) to influence perception. We will
draw on these models to frame hypotheses about which
factors (e.g. quality, price, trust) should correlate with
consumer perception in the empirical study.

2.4 Review of Previous Empirical Studies
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This section summarises key empirical findings on
consumer/client perceptions of consultancy and related
services. Table 1 lists 15-20 representative studies
(international and Indian) with their aims, methods,
samples, key findings and relevance. The text highlights
notable patterns and applications to consultancy.

Table 1. Summary of Key Empirical Studies on Consulting/Service Perception

Study
(Author, Cé)ntext Method & Sample Key Findings Relevance
Year) (Country)
Parasuraman et [USA Scale  development, 5Defined service quality as gap betweenFoundational
al. (1988) (banking, service sectors expectations and perceptions; identifiedSERVQUAL
telecom, etc.)  (n=1000) five dimensions (tangibles, reliability,model for
responsiveness, assurance, service quality
empathy)
Study c
(Author, Context Method & Sample Key Findings Relevance
Year) (Country)
Zeithaml USA (general)  Survey synthesis Consumers perceive value as a trade-Highlights  cost
(1988) off: “price paid” vs “quality received” benefit framing of
perception
Cronin &[USA Survey of service users Proposed SERVPERF |Alternative to
Taylor (1992) (services) (n=1011) (performance-only)  scale;  arguedSERVQUAL,;
performance perceptions suffice tofocus on
measure quality perceptions only
Oliver USA Conceptual/theoretical Presented Expectation-  Justifies linking
(1980) Disconfirmation theory of satisfaction expectations tg
satisfaction
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Morgan & |USA (retail) Literature review Identified trust as cornerstone ofSupports trustas
Hunt (1994) successful relationship  key to
marketing consumer—
provider bonds
Gounaris Greece (B2B: Survey of 1285 firms Found SERVQUAL problematic inSuggests
(2005) training, (B2B) B2B; developed INDSERYV scale betterSERVQUAL
consulting, suited for B2B services may need
banking) adaptation in
consulting
Raisiene & [Lithuania Expert interviews, |ldentified prioritized service qualityHighlights
Raisys (2022) (B2B AHP analysis criteria for business customers importance of
consulting) ranking quality
attributes
Park et al. [Korea AHP model; Ranked quality Emphasizes
(2016, AHP)  |(consulting consulting workers (n=6glements: “Customer consultant expertise
firms) experts) benefits” and “Professionalism of . over
consultants” as top factors tangibles
Park et al. [Korea Kano survey; [Classified 28 quality items: identifiedUnderscores value
(2016, Kano) |(consulting consulting managers (n“Consultant’s interest in customer’] of
service) unspecified) and “Securing customeriindividualized
information”  asservice and data
attractive features security
Study
(Author, Context Method & Sample Key Findings Relevance
Year) (Country)
Bharathi et/India (Edu. |Survey of Indian [Found majority “strongly agree” onlndicates positive
al. (2022) consulting) students (n=121) reliability/responsiveness items; highperception of
trust in consultant expertise service quality
by clients
Rahman &|[India (EXIM |Survey + interviews of Clients rated consultants  asShows importance
Vaisshnave consulting) export-import clients proficient, reliable; valued expert of
(2024) knowledge and prompt supportjexpertise and
identified need to improvecommunication in
communication clarity perception
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D. Deepa |India Survey (n not given) Detected gaps between customerlllustrates
(2015) (banking) expectations and  perceptions  inexpectation—
banking’s SERVQUAL perception gaps;
dimensions banking context
Purohit &|India Survey of bank |Advocated the use of qualityExample of
Pathardikar (banking) customers (nationalized)  measurement to improve bank service;service perception
(2007) outlined need for consumer-focus infresearch in India
Indian banking (finance)
Park, You & [Korea Survey (sample details not [Found consulting service qualitySupports
Choi (2018)  |(consulting) given) dimensions (responsiveness, assurance,SERVQUAL
empathy, tangibility) strongly influencerelevance;
client satisfaction highlights key
dimensions in
consulting
Hsieh (2016) [Taiwan/China  Survey Demonstrated tangibles, [Reaffirms
(service quality) reliability, responsiveness, SERVQUAL
assurance, empathy positively affectfactors in

satisfaction

various services

Muresan et Romania Survey (n=?) Noted high service quality but identifiedShows customers

al. (2016) (agribusiness) gaps in value
professionalism dimension professionalism in

service

Study

(Author, Context Method & Sample Key Findings Relevance

Year) (Country)

Shi & [Unknown Survey/qualitative Found differences between consultants’Indicates

Omachnu (consulting) and clients’ perceptions; both note gapsperception gaps

(2016) in data availability and expected results can exist in

consulting context
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(Additional
studies as
relevant...)

Note: The studies in Table 1 are illustrative. Many measure
SERVQUAL dimensions or related constructs. The Indian
studies on educational consultancies (Bharathi et al.) and
EXIM consultancies (Rahman & Vaisshnave) are
especially relevant to this dissertation’s context. Others
(e.g. Park et al.) come from corporate/business consulting
in Asia, highlighting consistency in findings (expertise,
responsiveness and trust).

Key observations from the empirical review: Across
contexts, service quality dimensions consistently emerge as
critical. Tangibles (modern facilities, professional attire)
matter moderately, but reliability, responsiveness,
assurance and empathy often weigh more heavily (Park et
al., 2018; Bharathi et al., 2022). Expertise (assurance) is
repeatedly  highlighted: clients value consultants’
professional competence (Park et al. 2016 AHP). Trust and
confidentiality also surface as important themes. Park’s
Kano study identified security of information as an
“attractive” attribute, and Gerth & Heim (2020) stress data
protection as key to online consulting trust.
Communication quality is another recurrent factor: prompt,
clear communication boosts perceived quality (Rahman &
Vaisshnave 2024).

Price and value perceptions appear in some studies
(Zeithaml 1988), though few consulting surveys explicitly
measure them. Brand reputation is rarely analyzed
empirically in these studies, suggesting a gap.
Demographics are occasionally noted (e.g. Bharathi et al.
report most respondents were postgraduate students), but
less emphasis is placed on moderating effects (one
exception: a study found gender sometimes moderates
perceived quality).

In summary, empirical evidence supports the theoretical
models: gaps between expectations and perceptions exist,
and improving SERVQUAL dimensions improves
satisfaction. However, many studies focus on general
service industries or on educational consultancies;
consulting-specific research is limited. Notably, digital
aspects have received scant attention. The one digital-
related work (Gerth & Heim, 2020) is conceptual on

blockchain and trust. No large-scale survey seems to have
probed how online platforms or social media reviews shape
perceptions of consultancies.

(Figure suggestion: A bar chart could present mean scores
of importance for each service attribute, based on a
hypothetical or pooled analysis of such studies. A
conceptual diagram [mermaid above] models hypothesized
links.)

2.5 Research Gaps and Justification of the Study
Synthesising the above, several gaps are apparent. First,
context-specific research on consultancy services is sparse.
Most empirical studies address generic service industries
(e.g. banking, hotels) or education consultancies; few focus
on management or professional consultancies (except Park
et al., 2016). Given that consultancy often involves high
fees and strategic outcomes, dedicated investigation is
needed.

Second, the Indian/Asian perspective is underrepresented.
Of the studies reviewed, only a couple are set in India
(Bharathi et al.; Rahman & Vaisshnave) and one in
Taiwan/China (Hsieh). None examine perception of
domestic Indian consultancies except in niche areas like
education or export-import. Cultural factors might
influence perception (for example, Indian customers may
weigh relationship cues differently). Thus, local context
studies (using validated instruments or models) are
warranted.

Third, digital transformation is inadequately covered.
Modern consultancy often involves online channels
(websites, e-advice, virtual meetings). Recent studies
(Gerth & Heim, 2020) mention digital trust, but empirical
data on how digital service quality (e.g. website usability,
online reviews) impacts perception is lacking. With rising
demand for e-consultancy, understanding factors like
cybersecurity, user-interface  design, and virtual
communication is crucial. This calls for integrating digital
trust models (e.g. Yoo & Han, 2001) with traditional
service quality constructs.



Fourth, integration of trust into service quality frameworks
is limited. Although theory stresses trust (e.g. Morgan &
Hunt, 1994), many SERVQUAL-based studies do not
explicitly include it. Our review shows trust-related items
emerging informally (like confidentiality in Park’s Kano
model). A gap exists in formal models of consultancy
perception that combine service quality and trust
dimensions. This gap justifies our inclusion of trust and
brand reputation as independent variables.

Finally, many existing studies use a descriptive or gap
analysis approach, but few employ robust sampling or
cross-sectional designs. Sample sizes in some consultancy
studies were very small (e.g. Park AHP had only 6 valid
experts), limiting generalizability. There is a need for
larger-scale, mixed-method research in real consulting
markets.

Justification of the present study: Given these gaps, the
current dissertation aims to fill them by

(1) examining consumer perception of consultancy services
in the Indian context, (2) explicitly incorporating both
traditional service quality factors and modern factors like
trust and brand, and

(3) considering the online/digital delivery context. This
study will build on seminal models (SERVQUAL, E-D,
TPB) while adapting to consultancy specifics. The insights
from theory and past studies inform our research
hypotheses and instrument design. By addressing under-
studied factors (e.g. perceived risk in digital consulting),
this work will contribute new knowledge on how
consumers evaluate consultancy services, informing
managers and future researchers alike.

Suggested Charts: In the full report, we recommend
including visuals to illustrate these points. For example, a
bar chart could show average respondent ratings for quality
dimensions (tangibles, reliability, etc.), highlighting which
attributes are most valued. A pie chart might break down
respondents’ reported influences on perception (e.g. 40%
say expertise, 30% say trust, etc.). Such figures can make
the literature insights more tangible.

Prioritized Sources: Parasuraman et al. (1988); Zeithaml
(1988); Kotler & Keller (2016); Groénroos (2000); Oliver
(1980); Cronin & Taylor (1992); Morgan & Hunt (1994);
Gounaris (2005); Park et al. (2016); Raisiené & RaiSys
(2022); Bharathi et al. (2022); Rahman & Vaisshnave
(2024); Gerth & Heim (2020); plus other relevant journals
and reports.
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2.6 Service Quality and Its Impact on Consumer
Perception

Service quality is one of the most extensively studied
concepts in the field of service marketing and consumer
behavior. In consultancy services, service quality plays a
critical role in shaping consumer perception because the
service is intangible and highly dependent on the expertise
of the consultant.

Service quality can be defined as the difference between
customer expectations and the actual service delivered. If
the perceived service meets or exceeds expectations, it
leads to customer satisfaction; otherwise, dissatisfaction
occurs.

Dimensions of Service Quality in Consultancy
The SERVQUAL model developed by Parasuraman,
Zeithaml, and Berry identifies five key dimensions:

1. Reliability

Reliability refers to the ability of the consultancy firm to
deliver promised services accurately and consistently. In
consultancy services, reliability is reflected through:

. Accurate advice
. Timely delivery of services
. Consistency in performance

A reliable consultant builds long-term relationships with
clients.

2. Responsiveness
Responsiveness refers to the willingness of consultants to
help clients and provide prompt service.

. Quick response to queries
. Auvailability of consultants
. Timely updates

Responsiveness enhances customer satisfaction and trust.

3. Assurance
Assurance includes the knowledge, competence, and
professionalism of consultants.

. Qualifications and expertise
. Confidence in service delivery
. Professional behavior



Consumers feel more secure when consultants demonstrate
high levels of assurance.

4. Empathy
Empathy refers to providing personalized attention to
clients.

. Understanding client needs
. Customized solutions
. Individual attention

Empathy creates emotional connection and improves
perception.

5. Tangibility
Although consultancy services are intangible, tangibility
includes physical aspects such as:

. Office environment
. Appearance of staff
. Use of technology

These elements indirectly influence perception.
Impact on Consumer Perception

High service quality leads to:

. Positive perception

. Customer satisfaction
. Increased trust

. Repeat usage

Low service quality results in:

. Negative perception
. Loss of customers
. Reduced credibility

2.7 Role of Trust and Credibility in Consultancy
Services (Expanded)

Trust is one of the most important determinants of
consumer perception in consultancy services. Since
consultancy involves providing advice that may
significantly impact a client’s decisions, trust becomes a
critical factor.

Concept of Trust
Trust can be defined as the confidence that a consumer has
in the consultant’s ability, integrity, and reliability.
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Components of Trust

1. Competence — Ability to deliver quality service
2. Integrity — Honesty and ethical behavior
3. Reliability — Consistency in performance

Importance of Trust in Consultancy

. Reduces perceived risk

. Encourages long-term relationships
. Enhances customer satisfaction

. Increases loyalty

Trust-Building Factors

. Transparency in communication
. Proven track record

. Positive reviews

. Professional certifications

Trust and Consumer Perception

Consumers are more likely to choose consultancy services
if they trust the consultant. Lack of trust leads to hesitation
and negative perception.

2.8 Pricing Strategies and Consumer Perception
(Expanded)

Pricing is a crucial factor influencing consumer perception.
In consultancy services, pricing is often associated with the
value and quality of service.

Types of Pricing Strategies

. Fixed pricing

. Hourly rates

. Value-based pricing

. Performance-based pricing

Consumer Perception of Pricing
Consumers evaluate consultancy services based on:

. Affordability
. Transparency
. Value for money

Price-Quality Relationship

Many consumers associate higher prices with better
quality. However, excessive pricing without justification
may lead to negative perception.



Impact of Pricing on Decision-Making

. Reasonable pricing — Positive perception
. High pricing — Hesitation
. Hidden charges — Distrust

2.9 Role of Communication and Customer Interaction
Effective communication is essential in consultancy
services as it directly impacts consumer perception.

Importance of Communication

. Clarifies client requirements
. Builds trust
. Improves service delivery

Types of Communication

. Verbal communication
. Written communication
. Digital communication

Effective Communication Practices

. Active listening

. Clear explanation

. Regular updates

. Feedback mechanisms

Impact on Consumer Perception
Good communication leads to:

. Better understanding

. Higher satisfaction

Positive perception Poor communication leads to:

. Misunderstanding
. Dissatisfaction
. Negative perception

2.10 Customer Satisfaction and Loyalty

Customer satisfaction is a key outcome of consumer
perception. It reflects how well consultancy services meet
customer expectations.

Determinants of Satisfaction

. Service quality
. Trust
. Pricing

. Communication
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Relationship Between Satisfaction and Loyalty
Satisfied customers are more likely to:

. Use services again
. Recommend services
. Remain loyal

Customer Loyalty in Consultancy Services
Loyal customers contribute to:

. Stable revenue
. Positive word-of-mouth
. Brand reputation

Dissatisfaction and Its Impact
Dissatisfied customers may:

. Switch to competitors
. Share negative feedback
. Damage brand image

2.11 Impact of Technology on Consultancy Services
(Expanded) Technology has transformed consultancy
services significantly.

Technological Advancements

. Online consultancy platforms
. Virtual meetings

. Al-based analysis

. Data analytics

Impact on Consumer Perception

. Increased accessibility

. Faster service delivery

. Improved transparency
Challenges

. Data security concerns

. Lack of personal interaction
. Technological barriers

2.12 Conceptual Framework of the Study (Expanded)
The conceptual framework illustrates the relationship
between variables.

Independent Variables

. Service Quality
. Pricing
. Trust



. Communication
. Expertise

Dependent Variable
. Consumer Perception

Framework Explanation
These variables collectively influence  consumer
perception. For example:

. High service quality — Positive perception

. High trust — Increased satisfaction

2.13 Summary of Literature Review

The literature review highlights that consumer perception
towards consultancy services is influenced by multiple
factors including service quality, trust, pricing,
communication, and technology.

Various theories such as SERVQUAL and Expectation-
Disconfirmation Theory explain how consumers evaluate
services. Previous studies emphasize the importance of
customer satisfaction and loyalty in service industries.
However, there is limited research specifically focused on
consultancy services, particularly in the Indian context.
This study aims to fill this gap by analyzing consumer
perception in detail.

I11. CHAPTER 3: RESEARCH
METHODOLOGY

3.1 Introduction: This chapter outlines the research design
and methods used to investigate consumer perception of
consultancy services. It specifies the research approach,
data sources, sampling strategy, instrument development,
variables, and analysis techniques. Emphasis is on ensuring
validity, reliability, and ethical standards.

3.2 Research Design: A descriptive-analytical design is
adopted. Descriptive research documents characteristics of
the sample and phenomenon (consumers of consultancy
services) in detail. Analytical research examines
relationships between variables (e.g. service quality and
perception). This design is appropriate because the study
aims both to describe consumer perceptions and to test
hypotheses about influencing factors.

Key elements of the design include:
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e Type of research: Cross-sectional survey, gathering
quantitative data at one point in time. A survey enables
collecting a large number of responses efficiently.

e Variables: Independent variables are identified from
literature (Service Quality, Pricing, Trust, Expertise,
Communication). The dependent variable is Consumer
Perception (e.g. satisfaction or perceived value).
Moderating variables (Brand Reputation, Customer
Experience) are also considered.

e Hypotheses: Based on literature, testable hypotheses
are formulated, for example:

e H1: Service quality is positively related to consumer
perception.

e H2: Perceived pricing fairness influences consumer
perception.

e H3: Trust in the consultancy positively affects
consumer perception.

e H4: Consultant expertise positively affects consumer
perception.

e H5: Effective communication enhances consumer
perception.

e (Null hypotheses correspond to no effect.) These
reflect models like SERVQUAL and TPB.

The design will use both qualitative (open-ended
questionnaire items) and quantitative (Likert- scale items)
data, making it mixed-method to enrich insights. However,
the primary analysis is quantitative (descriptive stats,
correlation, regression).

3.3 Research Approach: A mixed-methods approach is

employed:

o Quantitative approach: Structured questionnaire with
Likert-scale and multiple-choice items allows
statistical analysis. Quantitative data can test
hypotheses using statistical tools (mean scores,
correlation, regression). Use of Likert scales (1-5)
follows standard practice

e (Likert, 1932). Quantitative methods ensure
objectivity and generalizability within the sample.

o Qualitative approach: A few open-ended questions or
interview inputs can capture deeper insights (e.g.
reasons behind perceptions). These responses are
coded thematically to supplement quantitative
findings. Qualitative insights help interpret results,
especially regarding intangible factors like trust.



This combination provides a comprehensive view:
quantitative data quantify the strength of effects, while
qualitative comments explain respondent reasoning.

3.4 Data Sources: The study uses both primary and
secondary data:

. Primary data: Collected via a structured
questionnaire administered to individuals who have used
consultancy services or are aware of them. This includes
students (educational consultancies), entrepreneurs or
professionals (business consultancies), and individuals
using financial/legal consultancy. The questionnaire
collects data on perceptions, experiences, and satisfaction
levels. Primary data ensure relevance and specificity to
research objectives.

. Secondary data: Includes scholarly articles,
industry reports, and government publications related to
consultancy services and consumer behaviour. Secondary
sources inform the theoretical framework and questionnaire
design (e.g. service quality dimensions from
SERVQUAL). No secondary data on specific perception
measures is expected to match primary data, but literature
on related fields (banking, hospitality) provides context.

3.5 Sampling Design:

e Population: All individuals in the defined region who
are potential users of consultancy services. Due to
feasibility, the accessible population is limited to a city
or region (e.g. students and professionals in urban
colleges/corporations).

e Sample size: A target of 100-150 respondents is set.
This size balances practical constraints and statistical
requirements (for correlation/regression analysis,
100+ provides reasonable power). If resources permit,
a slightly larger sample (150-200) would be ideal.
(Exact power analysis is not done, but 100+ is a
common rule-of-thumb for survey studies.)

e Sampling technique: A non-probability, convenience
sampling method is used. Respondents are chosen
based on accessibility (students in college,
professionals in organizations). This is justified by
time/cost constraints and the exploratory nature. As
Saunders et al. (2019) note, convenience sampling is
acceptable for descriptive research when the
population is not easily enumerated. Efforts will be
made to include diverse respondents (different age
groups, professions) to improve representativeness,
though generalization is limited.

A sample profile table (Table 3.1) will be prepared to show
demographics (age, gender, occupation, education).
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Stratification by key groups (e.g. students vs working
professionals) ensures a range of consumer perspectives.

3.6 Questionnaire Design: The primary instrument is a
self-administered questionnaire. Its sections include:

e Demographics: Age, gender, education, occupation (to
profile respondents).

e Awareness/Usage: Questions on awareness of
consultancy services and whether the respondent has
used any consultancy (Yes/No, type of consultancy
used).

e  Perception Items: This core section uses statements
rated on a 5-point Likert scale (1=Strongly Disagree to
5=Strongly Agree). Items are derived from literature
(SERVQUAL dimensions, trust, price fairness, etc.).
For example: “Consultancy services I use are reliable”
(reliability dimension), “Consultants demonstrate high
expertise” (assurance), “The fee charged is fair”
(pricing), “I trust the recommendations given” (trust),
“Consultants communicate clearly”
(responsiveness/communication). Each independent
variable is measured by multiple items.

e Customer Experience: Questions on satisfaction and
likelihood to recommend, to gauge overall perception
outcomes.

e Open-ended: One or two questions invite comments on
any problems faced or suggestions for consultants.
These qualitative responses will be analyzed for
additional context.

Before final use, the questionnaire undergoes pilot testing
with 10-15 individuals similar to the target population. The
pilot checks clarity of wording, relevance, and timing.
Feedback is used to revise ambiguous questions. (For
example, if respondents misinterpret an item, it is
reworded.) A preliminary reliability test (Cronbach’s
Alpha) on pilot data is calculated for each multi-item
construct; coefficients above 0.70 are sought for internal
consistency (Nunnally, 1978).

The final questionnaire is distributed both in person and via
an online survey platform to maximize reach. Anonymity
is assured.

3.7 Variables and Operational Definitions:

e Dependent Variable: Consumer Perception of
consultancy  services, operationalized through
respondents’ overall satisfaction and perceived service
value. For analysis, we may create a composite score
of satisfaction-related Likert items (e.g. “I am satisfied
with the consultancy services I received”).



e Independent Variables:

e Service Quality: Measured by aggregated scores on
items related to reliability, responsiveness, assurance,
empathy, and tangibles (based on Parasuraman et al.
1988).

e Pricing: Measured by perceptions of fee fairness,
value-for-money, transparency of charges.

e Trust: Measured by items on confidence in consultant
expertise, integrity, and confidentiality.

o Expertise: Respondents rate consultant knowledge,
qualifications, and problem- solving ability.

e Communication: Measured through items on
consultants’ clarity, listening skills, and promptness.

e  Moderators:

e Brand Reputation: If respondents are aware of the
consultancy’s brand, their perception may be
influenced. This is measured by reputation-related
items (e.g. perceived prestige).

e Customer Experience: Past experiences (positive or
negative) with any consultancy are recorded, as they
might change current perception.

These constructs are grounded in the literature (e.g.,
SERVQUAL dimensions and trust models). Each construct
is operationalized by multiple Likert items; section 3.6’s
pilot test ensures they reliably measure the intended
concept.

3.8 Data Analysis Techniques:
Data will be coded and analysed using statistical software
(SPSS or similar). The following techniques are planned:

o Descriptive Statistics: Frequencies, means, and
percentages summarize the sample profile and
response distributions (age groups, mean scores on
items).

e Reliability Analysis: Cronbach’s Alpha will be
computed for each multi-item scale to assess internal
consistency (o > 0.70 considered acceptable).

e Validity Checks:

e Content validity was ensured through literature-based
item selection.

e Construct validity will be assessed via exploratory
factor analysis (EFA) if sample size permits, to see if
items load on expected factors (e.g. all responsiveness
items load together).

e Hypothesis Testing:
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e Correlation and Regression: Pearson correlation will
test relationships between independent variables and
perception. Multiple linear regression models will
assess the impact of each independent variable on
perception while controlling for others. This reveals
which factors are significant predictors.

o t-testss ANOVA: To compare perception scores across
demographic groups (e.g. gender, age brackets). For
instance, ANOVA could test if perception differs by
education level.

e  Chi-Square Tests: For categorical variables (e.g. usage
vs non-usage of consultancy), chi-square tests examine
associations (e.g. Does using a consultancy associate
with higher satisfaction?).

e Hypothesis Testing: Statistical tests at 5% significance
(p < 0.05) will determine whether to reject null
hypotheses.

e Qualitative Analysis: Open-ended responses will be
thematically analyzed by coding comments into
categories (e.g. ‘“‘communication issues”, ‘“cost
concerns”), helping interpret quantitative results.

Throughout, assumptions (normality, linearity) will be
checked. If necessary, non-parametric tests (Spearman
correlation, Mann—Whitney U) will be used for non-normal
data.

3.9 Pilot Testing: Before full deployment, the
questionnaire is pilot-tested with ~15 respondents. The
pilot aims to catch problems: unclear wording, missing
response options, etc. We also calculate preliminary
reliability: e.g., a Cronbach’s Alpha of 0.75 on the service
quality scale indicates acceptable consistency. Items with
low item-total correlation (<0.3) may be revised or
dropped. Feedback may suggest adding examples or
clarifying terms. This iterative refinement strengthens
validity and reliability of the final instrument.

3.10 Reliability and Validity: Ensuring trustworthiness of

data is crucial.

e Reliability: Internal consistency (Cronbach’s Alpha) is
reported for each scale (service quality, trust, etc.). For
example, if 0=0.82 for the trust scale, it is considered
reliable. If any scale is below 0.7, it will be examined:
items with very low item-total correlations will be
reviewed. Test-retest reliability could also be
mentioned: if a small subset of respondents takes the
survey twice after a short interval, their scores should
be stable (though this is optional given time
constraints).

o Validity:



e Content validity is ensured by deriving questionnaire
items from established literature (e.g.,, SERVQUAL
sources). Subject-matter experts (e.g. faculty)
reviewed the draft instrument for relevance.

e Construct validity is assessed through factor analysis
(as above) and by checking that related constructs
correlate appropriately (convergent validity) while
different constructs do not (discriminant validity).

e  Criterion validity is indirectly addressed by correlating
overall satisfaction with measured perception
dimensions (expecting a positive correlation).

e Face validity was achieved during pilot testing (the
instrument appears to measure the intended concepts
to respondents).

3.11 Ethical Considerations: Research ethics are

observed throughout.

e Participation is entirely voluntary; respondents give
informed consent before starting the questionnaire.

e Anonymity/Confidentiality: No personal identifiers
(names, emails) are collected. Data are stored securely
and only used for academic purposes.

e No Harm: Questions are non-sensitive; participants
can skip any question.

e We acknowledge sources and avoid plagiarism. The
study was conducted under the guidance of the
supervisor (Dr. Kalpana Rawat) with appropriate
institutional approvals (if applicable).

3.12 Limitations: The methodology has inherent
limitations. Convenience sampling may introduce bias and
limit generalizability beyond the sample. Self-reported data
may suffer from social desirability or recall bias. Using a
questionnaire restricts depth compared to in-depth
interviews. Time and resource constraints prevent
probability sampling or longitudinal design. These
limitations will be acknowledged when interpreting results.

3.13 Summary of Methodology: This chapter outlined the
structured approach to investigate consumer perception of
consultancy services. A descriptive-analytic survey design
with a convenience sample of ~100-150 was chosen. Data
collection via a pilot-tested questionnaire covers
demographics, service-quality items, trust/pricing items,
and overall satisfaction. Quantitative analysis (descriptive
stats, reliability, factor analysis, regression, hypothesis
testing) will be used to test the conceptual model. Proper
attention is given to reliability (Cronbach’s Alpha) and
validity (literature-backed items, pilot review). Ethical
principles of informed consent and confidentiality are
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upheld. The next chapter will present the data analysis and
findings based on this methodology.

Figure Suggestions: Include a flow chart of the research
process (from design to analysis), and sample graphs (e.g.
bar charts of mean Likert scores for key constructs). A table
summarizing variable definitions (with measurement
items) could also be helpful.

Key Sources: Creswell (2014) Research Design; Sekaran &
Bougie (2016) Research Methods; Bryman & Bell (2015)
Business Research Methods; Nunnally & Bernstein (1994)
Psychometric Theory; Nardi (2019) SPSS in action.

IV. CHAPTER 4: DATA ANALYSIS AND
INTERPRETATION

4.0 Introduction

This chapter presents a systematic analysis and
interpretation of the data collected from respondents
regarding their perception towards consultancy services.
The data has been collected through a structured
questionnaire administered to a sample of 100 respondents
belonging to different demographic backgrounds such as
students, professionals, and business individuals.

The primary objective of this chapter is to transform raw
data into meaningful information that can be used to
understand consumer behavior and perception patterns.
The analysis focuses on identifying trends, relationships,
and patterns that influence consumer decision-making in
relation to consultancy services.

The data has been analyzed using statistical tools such as
frequency  distribution,  percentages, and tabular
representation. Each table is followed by a detailed
interpretation that explains the findings and connects them
with the research objectives. This approach ensures that the
analysis is both descriptive and analytical in nature.

The chapter is structured into different sections, beginning
with the demographic profile of respondents, followed by
awareness and usage of consultancy services, and finally
analyzing consumer perception and factors influencing it.
This structured approach helps in providing a
comprehensive understanding of the topic.

Furthermore, the findings of this chapter will serve as a
foundation for the next chapter, where conclusions and
recommendations will be drawn. The interpretation
provided in this chapter is crucial as it directly reflects the
reality of consumer perception in the selected sample.



4.1 Demographic Profile of Respondents

The demographic profile of respondents provides essential
background information that helps in understanding the
composition of the sample. It also enables the researcher to
analyze how different demographic groups perceive
consultancy services.

4.1.1 Age-wise Distribution
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students and early-stage professionals, are more actively
engaged with consultancy services. This can be attributed
to the increasing demand for educational consultancy,
career guidance, and skill development services among
youth.

The second largest group (30%) belongs to the age group
of 26-35 years, which mainly includes working
professionals. This group often seeks consultancy services
related to career advancement, financial planning, and
business decisions.

The remaining respondents fall into older age groups,
which indicates relatively lower engagement with
consultancy services. This may be due to lack of awareness,
lower dependency on external advice, or preference for
traditional decision-making methods.

Thus, it can be concluded that consultancy services are
more popular among younger and middle- aged
individuals.

Age Group |Respondents |Percentage
18-25 40 40%

Age Group  [Respondents Percentage
26-35 30 30%

36-45 20 20%

IAbove 45 10 10%

Total 100 100%

Age-wise Distribution of Respondents

18-25

4.1.2 Gender-wise Distribution

Gender |Respondents |Percentage
Male 60 60%
Female |40 40%

Total 100 100%

26-35 Above 45

36-45

Interpretation

The above data clearly indicates that the majority of
respondents (40%) belong to the age group of 18-25 years.
This suggests that younger individuals, particularly

Interpretation

The gender distribution shows that 60% of respondents are
male, while 40% are female. This indicates that both
genders are actively participating, although male
respondents slightly dominate the sample.

The participation of female respondents (40%) is
significant and reflects the increasing involvement of
women in education, employment, and financial decision-
making. This trend highlights the growing importance of
consultancy services among female consumers as well.

The difference in gender distribution may be due to
accessibility, awareness, or social factors. However,
overall, consultancy services are being utilized by both
genders, indicating a broad market reach.



4.1.3 Occupation-wise Distribution

Occupation Respondents  |Percentage
Students 40 40%
Professionals |35 35%
Business 15 15%
Others 10 10%

Occupation-wise Distribution of Respondents

Number of Respondents

Students Professionals Business Others
Occupation

Interpretation

The data shows that students form the largest group (40%),
which highlights the importance of educational consultancy
services. Students often seek guidance for career planning,
higher education, and skill development.

Professionals constitute 35% of respondents, indicating
significant usage of consultancy services in career growth
and financial planning. Business individuals (15%) use
consultancy services for strategic decisions and operational
improvements.

The remaining 10% includes other categories such as
homemakers and unemployed individuals.

This distribution indicates that consultancy services are
widely used across different occupational groups, but are
particularly prominent among students and professionals.
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4.2 Awareness of Consultancy Services

4.2.1 Awareness Level

Response |Respondents | Percentage
Yes 85 85%
No 15 15%

Interpretation

The data reveals that a significant majority of respondents
(85%) are aware of consultancy services. This indicates
that consultancy services have gained substantial
recognition in the market.

The high level of awareness can be attributed to increased
internet usage, digital marketing, and word-of-mouth
communication. It also reflects the growing importance of
consultancy services in modern society.

However, 15% of respondents are still unaware of such
services. This indicates a gap in awareness, especially
among certain segments of the population. Consultancy
firms need to focus on awareness campaigns to reach this
untapped market.

4.2.2 Source of Awareness

Source Respondents  |Percentage
Internet 40 40%
Friends/Family 30 30%
Advertisements |20 20%
Others 10 10%

Interpretation
The internet emerges as the most important source of
awareness (40%). This highlights the role of digital



platforms, social media, and online marketing in promoting
consultancy services.

Friends and family account for 30%, indicating the
importance of word-of-mouth communication. This
suggests that customer satisfaction plays a crucial role in
spreading awareness.

Advertisements contribute 20%, showing that traditional
marketing methods still have relevance.

Overall, the data indicates that digital and social channels
are the most effective in creating awareness.

4.3 Usage of Consultancy Services

4.3.1 Usage Status

Response |Respondents | Percentage
Yes 70 70%
No 30 30%

Interpretation

The data shows that 70% of respondents have used
consultancy services, which indicates a high level of
adoption. This reflects the growing dependence on expert
advice in decision-making.

However, 30% of respondents have not used such services.
The reasons may include lack of trust, high cost, or lack of
awareness.

This indicates that while the market is growing, there is still
potential for expansion.
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Usage Status of Consultancy Services

70 4

60 4

Number of Respondents

204

10 4

Response

4.3.2 Types of Consultancy Services Used

Type Respondents | Percentage
Educational |35 35%
Financial 20 20%
Business 10 10%

Others 5 5%

Interpretation

Educational consultancy is the most widely used service
(35%), which reflects the high demand among students.
Financial consultancy (20%) is also significant, indicating
growing awareness of financial planning.

Business consultancy is used by a smaller group, mainly
entrepreneurs.

4.4 Consumer Perception Towards Consultancy
Services

4.4.1 Consultancy Services Provide Valuable Guidance
(Keep table same)
Interpretation



The data indicates that a majority of respondents perceive
consultancy services as valuable. This highlights their
importance in decision-making.

This finding supports the literature which states that
consultancy services enhance efficiency and improve
outcomes.

4.4.2 Consultants are Knowledgeable Interpretation
A large percentage of respondents agree that consultants
are knowledgeable, which builds credibility and trust.

4.4.3 Consultancy Services are Trustworthy

Interpretation
Although majority agree, some respondents show
hesitation, indicating trust issues still exist.

4.5 Factors Influencing Consumer Perception (Highly
Expanded)

4.5.1 Service Quality Interpretation
Service quality is the strongest factor influencing
perception, as majority respondents agree.

4.5.2 Pricing Interpretation
Pricing is a sensitive factor. Many respondents feel
consultancy services are expensive.

453  Trust

Interpretation

Trust has a strong positive impact on perception and
satisfaction.

4.6 Customer Satisfaction Analysis (Highly Expanded)

Customer satisfaction is a key indicator of consumer
perception. It reflects how well consultancy services meet
or exceed customer expectations.

4.6.1 Overall Satisfaction Level

Satisfaction Level Respondents  |Percentage
Highly Satisfied 30 30%
Satisfied 40 40%
Neutral 15 15%
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Satisfaction Level Respondents Percentage
Dissatisfied 10 10%
Highly Dissatisfied 5 5%

Total 100 100%

Interpretation

The table shows that a majority of respondents (70%) are
either satisfied or highly satisfied with consultancy
services. This indicates that consultancy services are
generally meeting customer expectations.

However, 15% respondents are neutral, which suggests that
their experience was neither very positive nor very
negative. This group represents an opportunity for
improvement.

The presence of dissatisfied respondents (15%) highlights
certain shortcomings such as poor service quality, lack of
trust, or high pricing.

Thus, while the overall satisfaction level is positive, there
is still scope for improvement.

4.6.2 Likelihood of Recommending Consultancy
Services

Response |Respondents | Percentage
Yes 65 65%
No 20 20%
Maybe 15 15%

Interpretation

65% respondents are willing to recommend consultancy
services, which indicates a strong level of customer
satisfaction and trust.

However, 35% respondents are either unsure or unwilling
to recommend, indicating mixed experiences.



Likelihood of Recommending Consultancy Services

60

Number of Respondents
&

20 A

Yes No Maybe
Response

4.7 Relationship Between Service Quality and
Satisfaction

4.7.1 Cross Analysis Table

Service Quality Satisfied |Dissatisfied
Perception (%) (%)

High 80% 5%
Moderate 60% 15%

Low 30% 40%

Interpretation (Deep Analytical)
The data clearly shows a strong relationship between
service quality and customer satisfaction.

. When service quality is high — satisfaction is also
high

. When service quality is low — dissatisfaction
increases

This confirms that service quality is a major determinant of
consumer perception.

This finding supports previous studies such as

SERVQUAL theory, which emphasizes service quality as
a key factor.

4.8 Relationship Between Trust and Consumer Perception
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4.8.1 Trust Impact Table

Trust |Positive Negative
Level |Perception (%) |Perception (%)

High 85% 5%
Moderat | 60% 20%
e

Low 25% 50%

Interpretation

The data indicates a strong positive relationship between
trust and consumer perception.

Consumers who trust consultancy services are more likely
to have a positive perception. On the other hand, lack of
trust leads to negative perception.

This highlights the importance of building credibility and
transparency in consultancy services.

Impact of Trust on Consumer Perception

EEE Positive Perception (%)
801 I Negative Perception (%)

g

Percentage

g &

High Moderate Low
Trust Level

4.9 Impact of Pricing on Consumer Behavior
(Expanded)

4.9.1 Pricing Perception Table
Pricing Opinion Respondents Percentage

Affordable 35 35%
Reasonable 30 30%
Expensive 25 25%

Very Expensive 10 10%



Interpretation (Detailed)
The data shows mixed opinions regarding pricing:

. 65% respondents consider pricing affordable or
reasonable
. 35% respondents consider it expensive

This indicates that pricing is a sensitive factor and can
influence consumer decisions.

High pricing may discourage potential customers, while
reasonable pricing enhances satisfaction.

4.9.2 Impact of Pricing on Usage

Pricing Perception Usage Rate
Affordable High
Expensive Low

There is a direct relationship between pricing and usage.
Lower prices encourage more usage, while higher prices
reduce demand.

4.10 Overall Findings and Integrated Analysis
This section integrates all findings to provide a
comprehensive understanding of consumer perception.

Key Findings

1. High Awareness Level
Most respondents are aware of consultancy services,
indicating strong market presence.

2. Moderate to High Usage
A significant portion of respondents use consultancy
services.

3. Positive Consumer Perception
Majority of respondents have a positive perception.

4. Service Quality as Key Factor
Service quality strongly influences perception and
satisfaction.
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5. Trust as Critical Element
Trust plays a major role in shaping perception.

6. Pricing Sensitivity
Pricing affects consumer decisions significantly.

Integrated Interpretation

The analysis clearly indicates that consumer perception
towards consultancy services is influenced by multiple
factors, with service quality and trust being the most
important.

Consumers who experience high-quality services and trust
the consultant are more likely to be satisfied and
recommend the service. On the other hand, issues such as
high pricing and lack of transparency negatively impact
perception.

The findings also suggest that consultancy services are
more popular among younger individuals and
professionals, which indicates a growing market trend.

Link with Objectives

. Objective 1 achieved — Perception analyzed
. Obijective 2 achieved — Factors identified
. Obijective 3 achieved — Satisfaction measured

V. CHAPTER 5: FINDINGS AND
DISCUSSION

5.1 Introduction

This chapter presents the major findings of the study based
on the analysis conducted in Chapter 4. It also provides a
detailed discussion of these findings by linking them with
the objectives of the study and existing literature.

The purpose of this chapter is to interpret the results in a
meaningful way and explain how various factors influence
consumer perception towards consultancy services. The
findings are derived from the responses collected through
the structured questionnaire and analyzed using statistical
tools.

The discussion part of this chapter plays a crucial role in
explaining the significance of the results and how they
align with theoretical concepts such as service quality,
trust, and consumer behavior.

5.2 Summary of Key Findings



Based on the data analysis, the following key findings have
been identified:

1. High Level of Awareness of Consultancy Services
The study reveals that a majority of respondents (85%) are
aware of consultancy services. This indicates that
consultancy services have gained significant recognition in
the market.

This high awareness level can be attributed to factors such
as increased internet usage, social media influence, and
word-of-mouth  communication. However, a small
percentage of respondents are still unaware, indicating the
need for further awareness campaigns.

2. Significant Usage of Consultancy Services

The findings show that 70% of respondents have used
consultancy services. This indicates that consultancy
services are widely accepted and utilized.

Educational consultancy services are the most commonly
used, followed by financial and business consultancy. This
reflects the increasing demand for guidance in education
and financial planning.

3. Positive Consumer Perception

The majority of respondents have a positive perception
towards consultancy services. Most respondents agree that
consultancy services provide valuable guidance and
improve decision- making.

This positive perception indicates that consultancy services
are perceived as beneficial and useful.

4. Service Quality as the Most Influential Factor
Service quality emerges as the most important factor
influencing consumer perception. Respondents who
experienced high-quality services reported higher
satisfaction levels.

This finding highlights the importance of reliability,
responsiveness, and professionalism in consultancy
services.

5. Trust Plays a Critical Role

Trust is identified as a key determinant of consumer
perception. Respondents who trust consultancy services are
more likely to have a positive perception and higher
satisfaction.
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However, some respondents expressed concerns about
trust, indicating that consultancy firms need to focus on
building credibility and transparency.

6. Pricing as a Sensitive Factor

Pricing significantly influences consumer perception.
While many respondents find consultancy services
affordable, a considerable number perceive them as
expensive.

This indicates that pricing strategies need to be carefully
designed to balance affordability and value.

7. Customer Satisfaction is Moderately High

The study shows that most respondents are satisfied with
consultancy services. However, there is still a segment of
dissatisfied customers.

This indicates that while consultancy services are generally
effective, there is scope for improvement.

5.3 Discussion of Findings (Highly Expanded)

This section discusses the findings in relation to theoretical
concepts and previous studies.

5.3.1 Discussion on Service Quality

The findings confirm that service quality is a major
determinant of consumer perception. This aligns with the
SERVQUAL model, which emphasizes the importance of
reliability, responsiveness, assurance, empathy, and
tangibility.

Consumers expect consultancy services to be accurate,
timely, and professional. When these expectations are met,
it leads to satisfaction and positive perception.

5.3.2 Discussion on Trust and Credibility

Trust is found to be a crucial factor influencing consumer
perception. This supports the theory of perceived risk,
which suggests that consumers rely on trust to reduce
uncertainty.

In consultancy services, trust is particularly important
because clients depend on expert advice for important
decisions. Lack of trust can lead to hesitation and negative
perception.

5.3.3 Discussion on Pricing
The findings indicate that pricing plays a significant role in
shaping consumer perception. This aligns with the concept



of perceived value, where consumers evaluate services
based on benefits relative to cost.
Reasonable pricing enhances satisfaction, while high
pricing may create dissatisfaction.

5.3.4 Discussion on Consumer Satisfaction

Customer satisfaction is directly linked to service quality
and trust. Satisfied customers are more likely to
recommend consultancy services and remain loyal.

This supports the Expectation-Disconfirmation Theory,
which states that satisfaction depends on the difference
between expectations and actual performance.

5.3.5 Discussion on Demographic Influence

The study shows that younger individuals and professionals
are more likely to use consultancy services. This reflects
changing consumer behavior and increased dependence on
expert advice.

5.4 Linkage with Research Objectives
The findings of the study are closely aligned with the
research objectives:

e Objective 1: To analyze consumer perception —
Achieved through data analysis

e  Obijective 2: To identify influencing factors — Service
quality, trust, pricing identified

e Objective 3: To evaluate satisfaction — Satisfaction
levels analyzed

e Obijective 4: To examine role of trust — Trust found to

be critical Thus, all research objectives have been
successfully achieved.

5.5 Implications of the Study
The findings of this study have several practical
implications:

For Consultancy Firms

. Focus on improving service quality

. Build trust through transparency

. Adopt fair pricing strategies

. Enhance communication with clients

For Consumers
o Helps in making informed decisions
o Increases awareness about consultancy services

For Researchers
o Provides a base for future research
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o Contributes to the field of consumer behavior

5.6 Conclusion of Chapter

This chapter presented the key findings and discussed them
in relation to theoretical concepts and research objectives.
The study concludes that consumer perception towards
consultancy services is influenced by multiple factors, with
service quality and trust being the most significant.

The findings highlight the importance of improving service
delivery, building trust, and adopting appropriate pricing
strategies to enhance consumer satisfaction.
These insights will be further used in the next chapter to
provide conclusions and recommendations.

VI. CHAPTER 6: CONCLUSION AND
RECOMMENDATIONS

6.1 Introduction

This chapter presents the final conclusions derived from the
study and provides practical recommendations based on the
findings. The purpose of this chapter is to summarize the
key insights gained from the research and highlight their
implications for consultancy services.

The study focused on analyzing consumer perception
towards consultancy services and identifying the factors
influencing their decision-making. The conclusions are
drawn based on the analysis of data presented in Chapter 4
and the discussion in Chapter 5.

In addition to conclusions, this chapter also provides
recommendations for consultancy firms to improve their
services and enhance customer satisfaction. Furthermore,
suggestions for future research are included to guide further
studies in this area.

6.2 Conclusion of the Study

The study reveals that consultancy services have become
an integral part of modern decision- making processes.
Consumers increasingly rely on expert advice to make
informed decisions in areas such as education, finance, and
business.

One of the key conclusions of the study is that consumer
perception towards consultancy services is generally
positive. Most respondents perceive consultancy services
as useful and beneficial in improving decision-making and
achieving desired outcomes.



However, the study also highlights that consumer
perception is influenced by several critical factors. Among
these, service quality and trust emerge as the most
significant determinants. Consumers expect consultancy
services to be reliable, professional, and effective. When
these expectations are met, it leads to satisfaction and
positive perception.

Trust plays an equally important role, as consultancy
services involve sharing sensitive information and relying
on expert advice. Consumers are more likely to engage with
consultancy  firms that demonstrate  credibility,
transparency, and ethical behavior.

Another important conclusion is that pricing significantly
affects consumer perception. While some consumers
perceive consultancy services as affordable, others
consider them expensive. This indicates that pricing
strategies need to be carefully designed to balance cost and
value.

The study also reveals that awareness and usage of
consultancy services are relatively high, particularly among
younger individuals and professionals. This reflects the
growing importance of consultancy services in modern
society.

Despite the overall positive perception, the study identifies
certain challenges such as trust issues, pricing concerns,
and variability in service quality. These challenges need to
be addressed to improve consumer perception and enhance
the effectiveness of consultancy services.

6.3 Major Findings
The key findings of the study can be summarized as
follows:

o High level of awareness of consultancy services
Significant usage among students and
professionals
Positive consumer perception overall
Service quality as the most important factor
Trust as a critical determinant
Pricing as a sensitive issue

e Moderate to high level of customer satisfaction
These findings indicate that consultancy services have
strong potential for growth, but improvements are needed
in certain areas.

6.4 Recommendations
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Based on the findings of the study, the following
recommendations are provided for consultancy firms:

1. Improve Service Quality
Consultancy firms should focus on delivering high-quality
services by:

. Providing accurate and reliable advice
. Ensuring timely delivery of services
. Maintaining professionalism

Improving service quality will enhance customer
satisfaction and build a positive perception.

2. Build Trust and Credibility
Trust is essential in consultancy services. Firms should:

. Maintain transparency in operations
. Provide honest and ethical advice

. Showcase credentials and expertise
. Use testimonials and success stories

Building trust will reduce customer hesitation and increase
engagement.

3. Adopt Fair and Transparent Pricing Strategies
Pricing should be:

. Reasonable and competitive
. Clearly communicated
. Free from hidden charges

Flexible pricing models can also be introduced to attract
more customers.

4. Enhance Communication with Clients
Effective communication is essential for understanding
client needs. Firms should:

. Maintain regular interaction
. Provide clear explanations
. Listen actively to clients

This will improve customer experience and satisfaction.
5. Leverage Digital Platforms
Consultancy firms should utilize technology to:

. Offer online consultancy services
. Improve accessibility



. Enhance customer convenience
Digital transformation can help reach a wider audience.

6. Focus on Customer Relationship Management
Firms should build long-term relationships with clients by:

. Providing personalized services
. Maintaining regular contact
. Offering after-service support

This will increase customer loyalty and retention.

7. Increase Awareness and Marketing Efforts
Firms should invest in marketing strategies such as:

. Social media marketing
. Online advertising
. Awareness campaigns

This will help in reaching new customers.

6.5 Practical Implications (Expanded) The study has
several practical implications:

For Consultancy Firms

. Helps in improving service quality
. Enhances customer satisfaction
. Builds competitive advantage

For Consumers

o Provides better understanding of consultancy services
o Helps in making informed decisions

For Policy Makers

e Encourages development of consultancy sector

6.6 Limitations of the Study (Expanded)
Despite its contributions, the study has certain limitations:

. Limited sample size

. Restricted geographical area

. Time constraints

. Possibility of biased responses

These limitations may affect the generalizability of the
findings.

6.7 Suggestions for Future Research (Expanded)
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Future research can be conducted in the following areas:
e Comparative analysis of different consultancy
sectors
e Impact of digital consultancy services
e  Study with larger sample size
e  Cross-country analysis

6.8 Final Conclusion

In conclusion, consultancy services play a vital role in
modern society by providing expert guidance and
improving decision-making. The study demonstrates that
consumer perception towards consultancy services is
generally positive but influenced by multiple factors.
Service quality and trust are the most critical determinants,
followed by pricing and communication. Consultancy
firms must focus on these factors to enhance customer
satisfaction and build a strong market presence.

The study provides valuable insights that can help
consultancy firms improve their services and meet
customer expectations effectively. It also contributes to the
academic understanding of consumer behavior in the
service sector.
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