[bookmark: _GoBack]Reliability: ability to perform the service dependably and accurately
· Ex. Fedex -When it absolutely has to be there- fast
Assurance: knowledge and courtesy of employees and their ability to inspire trust and confidence
· Ex. Allstate- In “good hands” with allstate, have knowledge, and reliable people - 
Tangibles: physical facilities, equipment, and appearance of personnel (tangibles)
· Ex. Jiffylube – get oil change in 20 min.; drop car off and you can see what we do, will not take long, physical facilities tell us the place will not take long
Empathy: caring, individualized attention the firm provides its customers
· Ex. Ritz carlton – Kuala lumpur customized pillowcases to take home
· Ex. Shangrila – pillow menu, type of pillow you want to adjust to your stay and if you ever return
Responsiveness: willingness to help customers and provide prompt service
· Ex. Geeksquad – tech support they are there 24/7 when you need support
Lecture 3

Understanding Customer Requirements
Listening Gap – Expected Service and Company Perceptions of Consumer Service
· Inadequate Customer Research
· Insufficient customer 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 for service failures
Customer Research
· Finding out what customers expect is essential to providing service quality and customer research is a key vehicle for understanding customer expectations and perceptions of services. 
· A firm that does not customer research at all is unlikely to understand its customers. 
·  The first step to any marketing research is defining the problem and research objectives. 
· Service research must continually monitor and track service performance because performance is subject to human variability and heterogeneity. 
· Need to capture the human performance as well as the process.
· Service research needs to consider and monitor the gap between 
· expectations and perceptions.
· The gap is dynamic and fluctuates. 
Common Research Objectives for Services
· To discover customer requirements or expectations for service. 
· To monitor and track service performance. 
· To assess overall company performance compared with that of competition. 
· To assess gaps between customer expectations and perceptions. 
· To identify dissatisfied customers, so that service recovery can be attempted. 
·  To gauge effectiveness of changes in service delivery. 
·   To appraise the service performance of individuals and teams for evaluation, recognition, and rewards. 
·  To determine customer expectations for a new service. 
· To monitor changing customer expectations in an industry. 
·  To forecast future expectations of customers. 
7 Criteria for an effective service research program
· Includes both qualitative and quantitative research
· Qualitative research is exploratory. preliminary or clarifying. 
· Quantitative research is designed to describe the nature, attitudes or behaviours of customers empirically and to test specific hypothesis 
· Includes both expectations and perceptions of customers
· Qualitatively creates content hypothesis then quantitatively assesses the levels of customer expectations and the perceptions 
· Balances the cost of the research and the value of the information 
· Money, time(employee/customer/data availability lag) 
· Includes statistical validity when necessary
Good: Identify specific actions that will gain the maximum return in customer satisfaction for individual customers
· Measure priorities or importance of attributes 
· Not all attributes are equally important and it is hard to improve everything at once 
· Occurs with appropriate frequency 
· “On-going” varies by service, but the goal is more than a single point-in-time snapshot
· Includes measures of loyalty, behavioral intentions, or actual behavior
· Recommend to others, future visit intent switch to competition 
· Can correlate service improvements to future visit intent 
Services Research is NOT Just Surveys!
· Customer Complaint Solicatiation 
· Critical inscident studies (Ex: qualitative interview)
Common Themes in Critical Service Encounters Research
· Recovery: Employee response to service delivery system failure
· Adaptability: Employee response to customer needs and request 
· Spontaneity: Unprompted and unsolicited actions and attitudes 
· Coping: Employee response to problem customers 
· Requirements research
· Relationship and SERVQUAL Surveys 
· Relationship Surveys
· SERVQUAL: 21 service attributes group by the 5 service groups 
· Trailer Calls or Post transaction Surveys 
· Want to understand the satisfaction with specific transaction
· Service Expectations Meetings and Reviews 
· Not led by a researcher, but by a senior account leader with a key client 
· What do you expect (6-10 key items)?
· How are we doing?
· Which do we care about the most?
· Process Checkpoint Evaluation 
· Management Consulting Firms
· Market Oriented Ethnography
· Ex: IDEO (package prescription)
· Mystery Shopping 
· Hire outside research organization to evaluate performance of the firm 
· Identify systemic strengths and weaknesses in customer-contact service 
· Ex: Restaurant service 
· Customer Panels
· A group of customers assembled to provide attitudes and perceoptions about a service over time
· To monitor chaning customers expectations to provide a furum for cusomter to suggest and evaluate…. 
· Ex: Spider-man musical 
· Lost customer research 
· Deliberating seeking customers who have dropped the company’s service to inquire why they left 
· Future Expectations Research 
· Features research: Desirable possible service, often based on environmental scanning and customer research
· Lead user research: As customer Opinion Leaders what requirements are not currently being met 
Importance/ Performance Matrix (Chart) 
Upward Communication 
· Research for upward communication
· Executive visits to customers
· Firsthand knowledge about the customer
· Ex: Undercover boss 
· Executive or management listening to customers
· Firsthand knowledge about the customer
· Research on intermediate customers
· Talk to the people that serve the end-customer 
· Ex: Retail, ask customer about their experience 
· Research on internal customers
· Link between internal service that employees receive that the service that they provide their own customers 
· Executive or management listing approach to employees
· Employee suggestion 
· 
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