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Chapter 6 Service Quality

O Service Gaps
O Measuring Service Quality
O Service Recovery

Case: Hotel Shuttle Service

e A passenger called the hotel shuttle service at the airport and was
told a shuttle was already on its way. 135 B R EETE 2

e He made two more calls and finally checked into the hotel one
hour later. 573 #8%1/)\iF

e The receptionist apologized and offered free breakfast. R &8

e The next morning the passenger enjoyed the breakfast but was
asked to pay when he checked out. # ZkK R EEF

Q1: What went wrong in the service process?

Q2: How should the hotel manager recover from the
service failure?




Dimensions of Service Quality

Reliability: Perform promised service dependably and

accurately. AU 5

Responsiveness: Willingness to help promptly. %[0 &

Assurance: Ability to convey trust and confidence. TJ{E1E

Empathy: caring for custome
needs. BEE/

Tangibles: Physical facilities and facilitating goods. BFZAR#%

Quality may be designed into a service.
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Service Gap

= Perceptions SE/KS -

Does this bank
provide fast service?

Expectations SAEJHIZ

Is speed of service important?

Word of Personal Past
Mouth & Needs {E A ZE5K | | Experience & 5&
[ ]
Service Quality Expected
Dimensions service 1. Expectations exceeded
Reliability ES<PS (Quality surprise)
Responsiveness Perceived 2. Expectations met
Assurance service
Empathy 3. Expectations not met
Tangibles
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Service Quality Assessment

ES~PS (Satisfactory quality)

ES>PS (Unacceptable quality) |4




Types of Service Gap
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Measuring Service Gaps

Measuring service quality is a challenge because customer
satisfaction is determined by many intangible factors.

m SERVQUAL: a two-part instrument that pairs an
expectation statement with a corresponding  =p4neasREE g =5E

VG <A

perception statement to measure the five ,
< gd
)

dimensions of service quality. BENSS
O
NS Q:'.S.-Q\\QS\K
m Walk-through Audit: a operations oriented &) paeeE
survey to evaluate service gaps between a QoS
customer’s perception and a manager’s )
perspective. To discover opportunities for
IMprovement. - gme gnem B 1o R A6
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SERVQUAL

EXPECTATIONS PERCEPTIONS

This survey deals with your opinions of banks. The following statements relate to your feelings

Please show the extent to which you think about the XYZ bank that you chose. Please

banks should posses the following features. show the extent to which you believe XYZ has

Please circle a number that best shows your the feature described in the statement. Please

expectations about institutions offering bank circle a number that shows your perceptions

services about XYZ bank

Strongly Strongly ~ Strongly Strongly

Disagree Agree  Disagree Agree

1 2 3 4 5 6 7 1 2 3 4 5 6 7
Gap Score

(E) P) P-E

Tangibles Tangibles

El. Excellent banking companies will P1. XYZ bank has modern looking

have modern looking equipment. ___ equipment. o

E2. The physical facilities at excellent P2. XYZ Bank’s physical facilities

banks will be visually appealing. __are visually appealing. o

E3. Employees at excellent banks will P3. XYZ Bank’s reception desk

be neat appearing. employees are neat appearing.

Importance-Performance Analysis

High
Quadrant IT Quadrant I
Service Gap
Concentrate here Keep up the good work
Importance
E M B Quadrant I1I Quadrant IV
Cost Reduction
Low priority Possible overkill
Low Performance High

AR #5 B~ B2




Walk-throu gh Audit # satisfaction survey
8. Ticketing Strongly Not Strongly|

Disagree Disagree  Sure Agree Agree

la. It is easy to find information about ticket prices. 1 2 3 4 >

b. The ticket price is a good value for the money. 1 2 3 4 5

. You did not spend too much time by waiting in the ticket line. 1 2 3 4 5

d. You would like to purchase tickets ahead of time, via phone or Internet. 1 2 3 4 5

9. Information Strongly Not Strongly}

Disagree Disagree  Sure Agree Agree

la. Signs gave clear information about exhibits’ locations. 1 2 3 4 5

b. After arriving at the exhibition, you found adequate information about the exhibition(s). 1 2 3 4 5!

c. The information provided was in your language. 1 2 3 4 5

d. Guide services were available. 1 2 3 4 5

le. There was enough information about the objects. 1 2 3 4 5

If . The explanations provided on the objects were clear. 1 2 3 4 5

lg. You would like to see a variety of media (video, etc.) providing explanations. 1 2 3 4 5

h. You would like to have access to self-guided material such as a cassette player. 1 2 3 4 5

i . You would like to have more information about the process for creating the objects. 1 2 3 4 5

j . You would like to learn more when visiting exhibits. 1 2 3 4 5

k. It was easy to get additional information from the staff. 1 2 3 4 5!

| . The staff helping you was friendly. 1 2 3 4 5

10. The experience Strongly Not Strongly}
Disagree Disagree  Sure Agree Agree

a. There was a clear path in which you were guided through the exhibition. 1 2 3 4 5

b. There was enough room to move around the exhibits. 1 2 3 4 5!

c. Lighting was adequate.

L. Al LOTRP5A0Y

Ticketing and Information

| —— Customers ~ —#— Managers —2— Employees |




The Experience, Facilities, and Satisfaction

| —&— Customers ~ —#— Managers —& Employces |
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Measuring Service Quality

Satisfaction/Success Ratio Sm=E
Complaint Ratio Z&F=x
Retention Ratio &#%

First Response Time

Total Response Time

Stock Out Ratio fAE %

Due Date Performance ERFREXR

Data Accuracy B} IEME=R

A




Classification of Service Failures

Quality improvement should address both server
and customer errors

Server Errors Customer Errors

Task FBFEAE Preparation £
Doing work incorrectly Failure to bring necessary materials
Doing work too slowly Encounter B &

Treatment BEfE Failure to follow system flow
Failure to listen to customer Failure to specify desires

Failure to acknowledge customer  p.c /. tion 20

Tangible B IRFS Failure to signal service failure
Failure to clean facilities Failure to execute post-encounter
Failure to wear clean uniform action

%y 7
Cost of Quality
Failure costs Appraisal costs Prevention costs
A ER EL SMET 5% B RK A AERA FERs R A
External failure: Process control Quality planning
Loss of future business  Peer review Training program
Negative word-of-mouth Supervision Quality audits
Liability insurance Customer comment card  Data acquisition
Legal judgments Inspection Recruitment
Interest penalties Supplier evaluation
Internal failure: Current CoQ CoQ Goal
Scrapped forms
Rework $
Recovery: -
Expedite disruption
Labor and materials
I Prevention Costs
I Failure Costs Total CoQ = prevention + failure + appraisal
Appraisal Costs 14
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Statistical Tools for Quality Control

Example: Pizza Delivery

e A pizza store offer delivery service to campus
area. Student newspaper has just published an
article that criticizes the store for poor service.

* The store has kept all customer — e
complaint records. What should PIZZA
the manager do?

999 -555-555

Step 1: Define Critical Quality Characteristics

e Reliability: Wrong orders i] EEAA A&

e Responsiveness: Late Deliveries, Cold Food &&=

e Assurance: Unable to answer questions —f& =4[

e Empathy: Forget to mention special deals AXEjREE

e Tangibles: Crunchy crust, Cheesy MAR




Step 2: Measure the Process
Run Chart
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Step 3: Analyze the Process (80/20)
Total=251 complaints
250 . 1
2
£ 200 108
a 5
E 150 1062
- s
2 100 104 g
[0 >
Q o
£ 50 102
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late wrong cold food taste other
deliveries  order
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Step 4: Cause and Effect Diagram

C & E/Fishbone Diagram**
Reasons for late pizza deliveries

Machinery/Equipment %&1% People % I

Unreliable cars No teamwork

Low pa; I o
o Nopn‘?oney for repairs ARE MO
No capacity for Kids own junkers Don’t know town People don’t show up
peak periods High Low pay
turnover

sal High turnover
Zkﬂﬁ Drivers get lost

Rushed

Ovens too small
High turnover

training et pem
Poor use Poor training Get wrong\F 5l #5732 R
of space information Late pizza
5, | deliveries on
| Fridays &
Saturdays
Run out of ingredients

Poor handling of

| Don’t know High turnover
arge orders

town Pgor use
High of space
turnover Lack of orderin,

Poor ck
dispatching training

High turnover

Lack of experience

N Many new streets
VEPZA

Methods
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Service Guarantee: Customer View

Service guarantee has marketing appeal and sets quality standards

= Unconditional (L.L. Bean) #/\&

m Easy to understand and communicate
(Bennigan's) S &

SATISFACTION

= Meaningful (Mobile phone service) GUARANTEE

We guarantee high
ql;_ujity l;ijccun;m;f)ldz‘itio‘ns,
. . riendly and efficien
m Easy to invoke (Internet shopping) ; service, and clean,

comfortable surroundings.

Ie you're not completely

= Easy to collect (Costco) 17ENERR t o s
bl

®
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Service Guarantee: Management View

Service Guarantees As Design Drivers for quality improvement
m Focuses on customers (British Airways) 7= E R

m Sets clear standards (FedEx) #IERRIEIZ®E

m Guarantees feedback (Proactive approach) E:BIEE & £ &) s it

= Promotes an understanding of the service delivery system
(Bug Killer) £ Ri% 7 #REARC S

m Builds customer loyalty by making expectations explicit Bi%&
BE

Service Recovery

A Service Recovery is satisfying a previously dissatisfied
customer and making them a loyal customer. #RUBERE

About 60% of the complainers would stay as customers if
their problem was resolved and 95% would stay if the
problem was resolved quickly.

A customer who has had a problem resolved by a company
will tell about 5 people about their situation.

A dissatisfied customer will tell between 10 and 20 other
people about their problem.

11



Service Recovery Framework

L 4 L 4 4
Severity Perceived Psychological Tangible Psychological
Club of Service empath fair fi 1
Med ¥ \ : -empathy fair fix -apology
Failure Quality -apology -value add -show interest
N A
Service ALy Service 'E Follov»./—Up Loyalty
Patronage Recovery Recovery Service Satisfaction
Expectations Recovery Retention
AN AN b mezas
Customer Service Speed of Frontline Tangible
Loyalty Guarantee Recovery Discretion -small token

Provider
Aware of

Service

Failure |=========
Occurs Pre-recovery
Phase
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Immediate
Recovery Phase

Restitution

Fair

Phase

Approaches to Service Recovery

e Case-by-case addresses each customer’s complaint
individually but could lead to perception of unfairness. f&%

BRIE

e Systematic response uses a protocol to handle complaints
but needs prior identification of critical failure points and

continuous updating. kR E

e Early intervention attempts to fix problem before the

customer is affected. EEE4N

e Substitute service allows rival firm to provide service but
could lead to loss of customer. &R

Xy v

12



Summary

e Customers are the ultimate judges of a service’s value.
REEEHBRERE

e A customer complaint is an opportunity for quality
improvement. BEERRHENSHKS

e Designing and Training to anticipate possible situations.

e Most quality programs fail for one of two reasons:
they have systems without passion, or passion without
system. — Tom Peters A E MMER, - A M M EHE

e Let the punishment fit the crime in service recovery
REERESIESE
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