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way is called the gaps model of service quality From: Zeithaml, Valarie A., Mary Jo Bitner, and Dwayne D. Gremler (),
â€œServices.

In the years since the introduction of the model, there has been significant focus on both customer
expectations and perceptions in terms of conceptualizing these constructs, developing measures for them, and
studying their effects. We will take care of everything from start to finish in the process of developing and
deliv- ering a custom product to ensure that lecturers and students receive exactly the material needed in the
most suitable way. Reliability Ability to perform the promised service dependably and accurately. Alumni of
this programme now work in companies across the United States, leading the implementation of services and
customer-focused strate- gies. The trailer call offers quick feedback on employees and also allows a company
to fix its processes in a timely fashion. On the other hand, capacity is frequently underutilized in service
companies during slow periods. Fortunately, researchers are building a convincing case that service strategies,
implemented appropriately, can be very profitable. Indeed, a dedication to quality service has been the
foundation for success for many firms, across industries. All rights reserved. Figure 3 summarizes several key
strategies for closing gap 2. The behavior of personnel can be highly variable across individuals as well as
with employees from day to day, so constant monitoring must occur. When service standards are absent or
when the standards in place do not reflect customers' expectations, quality of service as perceived by
customers is likely to suffer. Related streams of research have developed in parallel to study service
encounters, customer satisfaction, customer loyalty, and their relationships with service quality. Marketing
strategies for managing demand â€” such as price changes, advertising, promotion, and alternative service
offerings â€” can supplement approaches for managing supply. Figure 6 Open in figure viewer PowerPoint
Strategies for closing the communication gap. Figure 2 lists the three key strategies for closing the listening
gap. To reduce this gap the organization needs to clearly define and communicate what the customer's role
entails â€” in essence, the customer's job description. Other target audiences are 1 service management classes
at both the undergradu- ate and postgraduate levels and 2 marketing management classes at the postgraduate
level in which a lecturer wishes to provide a more comprehensive teaching of services than is possible with a
standard marketing management text. In some cases, technology can serve as a substitute for employees, and
actually deliver the service to the customer without any need for human interaction. Considerable exploratory
and empirical work resulted in the identification of five dimensions: Assurance Knowledge and courtesy of
employees and their ability to inspire trust and confidence. Even in direct marketing or online situations, a
firm can develop a virtual relationship with customers by learning their preferences and history. If a company
wants the strongest service performers to stay with the organization, it must reward and promote them.
Because firms often provide service through intermediaries, they must develop ways to either control or
motivate these intermediaries to meet company goals and perform as well as their own employees. There have
also been research methods uniquely useful in service situations such as SERVQUAL surveys, mystery
shopping, and critical incidents analysis. Before joining the university, he was a senior consultant and
executive trainer within the services division of a London-based marketing consultancy practice and prior to
that an Associate Director of a leading London-based marketing research agency. Use this list as a starting
point for your read- ing for assignments or class preparation. Critical incidents research, in which a customer
recalls and discusses both satisfying and unsatisfying experiences with a service provider and its employees, is
particularly useful in examining and improving service encounters. In creating such a workforce, an
organization must hire the right people, develop those people to deliver service quality, and retain the best
people. The topics covered are equally applicable to organisa- tions whose core product is service such as
banks, transportation companies, hotels, hospi- tals, educational institutions, professional services,
telecommunication and to organisations that depend on service excellence for competitive advantage
high-technology manufactur- ers, automotive and industrial products, and so on.


