GAP 1 – Not knowing what customers expect

Inadequate Marketing Research Orientation

· Insufficient marketing research

· Research not focused on service quality

· Inadequate use of market research

Lack of Upward Communication

· Lack of interaction between management and customers

· Insufficient communication between contact employees and managers

· Too many layers between contact personnel and top management

Insufficient Relationship Focus

· Lack of market segmentation

· Focus on transactions rather than relationships

· Focus on new customers rather than relationship customers

Inadequate Service Recovery

· Lack of encouragement to listen to customer complaints

· Failure to make amends when things go wrong

· No appropriate recovery mechanisms in place to service failures

GAP 2 – Not having the right service designs and standards

Poor Service Design

· Unsystematic new service development process

· Vague, undefined service designs

· Failure to connect service design to service positioning

Absence of Customer-Driven Standards

· Lack of customer-driven service standards

· Absence of process management to focus on customer requirements

· Absence of formal process for setting service quality goals

Inappropriate Physical Evidence and Servicescape

· Failure to develop tangibles in line with customer expectations

· Servicescape design that does not meet customer & employee needs

· Inadequate maintenance and updating of the servicescape

GAP 3 – Not delivering to service standards

Deficiencies in Human Resource Policies

· Ineffective recruitment

· Role ambiguity and role conflict

· Poor employee-technology job fit

· Inappropriate evaluation and compensation systems

· Lack of empowerment, perceived control and teamwork

Customers who do not Fulfil Roles

· Customers who lack knowledge of their roles and responsibilities

· Customers negatively impact each other

Problems with Service Intermediaries

· Channel conflict over objectives and performance

· Difficulty controlling quality and consistency

· Tension between empowerment and control
Failure to Match Supply and Demand 

· Failure to smooth peaks and valleys of demand

· Inappropriate customer mix

· Over-reliance on price to smooth demand

GAP 4 – Not matching performance to promises

Lack of Integrated Services Marketing Communications

· Tendency to view each external communication as independent

· Absence of interactive marketing in communications plan

· Absence of strong internal marketing program

Ineffective Management of Customer Expectations

· Absence of customer expectation management through all forms of communication

· Lack of adequate education for customers
Over-promising

· Over-promising in advertising

· Over-promising in personal selling

· Over-promising through physical evidence cues

Inadequate Horizontal Communications

· Insufficient communication between sales and operations

· Insufficient communication between advertising and operations

· Differences in policies and procedures across branches or units

GAP 1 Strategies

Service Marketing Research Program

· Complaint solicitation

· Critical incidents studies

· Requirements research

· Relationship & Servqual surveys

· Trailer calls or Post-transaction surveys

· Service expectation reviews

· Process checkpoint evaluations

· Market-oriented ethnography

· Mystery shopping

· Customer panels

· Lost customer research

· Future expectations research

Levels of Relationship Strategies

· Level 1:  Financial Bonds

· Volume and frequency rewards

· Bundling and cross-selling

· Stable pricing

· Level 2:  Social Bonds

· Continuous relationships

· Personal relationships

· Social bonds among customers

· Level 3:  Customization Bonds

· Customer Intimacy

· Mass customization

· Anticipation/Innovation

· Level 4:  Structural Bonds

· Shared processes and equipment

· Joint investments

· Integrated information systems

Service Recovery Strategies

· Make the service fail-safe
· Encourage and track complaints

· Act quickly

· Provide adequate explanations

· Treat customers fairly

· Cultivate Relationships with customers

· Learn from recovery experiences/lost customers

GAP 2 Strategies

Customer-Defined Standards

· Identify existing or desired service encounter sequence

· Translate customer expectations into behaviours and actions for each service encounter

· Select behaviours and actions for standards

· Decide whether hard or soft standards are appropriate

· Develop feedback mechanisms for measurement to standards

· Establish measure and target levels

· Track measures against standards

· Provide feedback about performance to employees

· Periodically update target levels and measures

Physical Evidence Strategy

· Recognize the strategic impact of physical evidence

· Blueprint the physical evidence of service

· Clarify roles of servicescape

· Assess and identify physical evidence opportunities

· Be prepared to update and modernize the evidence

· Work cross-functionally

GAP 3 Strategies

Employee Roles

· Hire the right people

· Compete for the best people

· Hire for service competencies/service inclination

· Be the preferred employer

· Develop people to deliver service quality

· Train for technical and interactive skills

· Empower employees

· Promote teamwork

· Provide needed support systems

· Measure internal service quality

· Provide supportive technology and equipment

· Develop service oriented internal processes

· Retain the best people

· Include employees in the company’s vision

· Treat employees as customers

· Measure and reward strong service performers

Customer Roles

· Define customer jobs

· Clarify level of participation
· Identify specific roles
· Understand implications for productivity and quality
· Recruit, Educate, Reward Customers
· Identify and recruit appropriate segment(s)
· Educate and train customers for their roles
· Provide reasons to participate
· Reward customer performance
· Manage the customer mix

· Assess compatibility of segments

· Isolate incompatible segments

· Enhance segment compatibility

GAP 3 Strategies

Channels

· Control

· Measurement

· Review

· Empowerment

· Help intermediary develop customer-oriented service processes

· Provide needed support systems

· Develop intermediaries to deliver service quality

· Change to a cooperative management structure

· Partnering

· Alignment of goals

· Consultation and cooperation

Demand and Capacity

· Shifting demand to match capacity

· Vary the service offering

· Communicate with customers

· Modify timing and location of service delivery

· Differentiate on price

· Adjusting capacity to meet demand

· Stretch existing capacity (time, labour, facilities, equipment)

· Align capacity with demand fluctuations (part-time employee, outsource, rent/share equipment etc., schedule downtime, cross-train employees, modify facilities)

GAP 4 Strategies

Communication

· Manage service promises

· Create effective services advertising


Narrative to describe service experience

Vivid information


Interactive imagery




Focus on tangibles


Feature service employees


Promise what is possible


Encourage word-of-mouth



Feature service customers


Transformational advertising

· Coordinate external communication

· Make realistic promises

· Offer service guarantees

· Manage customer expectations

· Offer choices

· Create tiered-value offering

· Communicate criteria for service effectiveness

· Negotiate unrealistic expectations

· Improve customer education

· Prepare customers for the service process

· Confirm performance to standards

· Clarify expectations after the sale

· Teach customers to avoid peak demand periods and seek slow periods

· Manage internal marketing communication

· Create effective vertical communications

· Create effective horizontal communications

· Align back-office personnel with external customers

· Create cross-functional teams

Price

	· Value is low price

· Discounting

· Odd pricing

· Synchro-pricing

· Penetration pricing


	· Value is all that I get for all that I give

· Price framing

· Price bundling

· Complementary pricing

· Results-based pricing



	· Value is everything I want in service

· Prestige pricing

· Skimming pricing


	· Value is quality if get for price I pay

· Value

· Market segmentation pricing



