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	SERVICE QUAITY & CUSTOMER SATISFACTION MEASUREMENT
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	Dr. Nassar Mohamed
	Sessions:
	10
	Group work:
	3

	



Course DESCRIPTION
This course teaches students how to lead and manage successful service organizations by delivering quality services to the marketplace within a dynamic environment.  The core of the course is structured around understanding and developing strategies to address four key content areas adapted from the service quality gap model. It is also based on understanding consumers’ expectations and perceptions of services.  Students learn how consumers’ expectations (the standards of performance against which service experiences are compared) are formed, how they change and what firms can do to influence expectations. They also explore customer perceptions of service quality and how the interactions between customers and firms (service encounters) affect perceived value and quality.

A recurring theme in service organizations is the difficulty experienced in translating customer expectations into service concepts, service designs and specific standards for service delivery.  The intangibility, heterogeneity and perishability of services make these tasks particularly challenging.  Students will learn to develop customer‑defined (rather than company‑defined) service standards, to understand the role of service leaders and to apply specific tools (e.g., service blueprinting) for designing and positioning intangibles in order to address these critical issues.

Not knowing what customers expect is often a key cause of a firm’s failure to deliver service quality. Students will learn the appropriate research tools for understanding customers’ service expectations as well as approaches for understanding and managing current customer relationships.

LEARNING OUTCOMES



1.
To develop an understanding of the unique challenges involved in marketing and managing services.



2.
To identify differences between the marketing of services and the marketing of manufactured goods.



3.
To identify and analyze the various components of the “services marketing mix.”  This includes the traditional 4Ps plus the physical environment, processes, and the people involved in service transactions.



4.
To understand and discuss key issues concerning the managing and measuring of service quality and customer satisfaction.



5.
To appreciate the intertwined role of service personnel and customers with respect to service delivery, service failures, and service recovery issues.


6.
To discover the sources of competitive advantage in service businesses.



7.
To understand how “service aspects” of every type of firm can become a competitive advantage.  



8.
To develop an appreciation for key issues in service organizations such as managing supply and demand, relationship management, and the overlap in marketing, operations management, and human resource systems.



9.
To build important workplace skills (e.g., cooperation, teamwork, meeting deadlines, report writing) through team projects and cooperative learning activities.

Transferable Skills
1. How to set the standard for excellence in customer service. 

2. Developing relationships with customers. 

3. How to improve customer service. 

4. How to evaluate customer needs. 

5. Using key skills in dealing with upset/angry customers. 

6. Understanding the "why" and "how" of customer service. 

7. How to develop the individual's self image to be in alignment with the image of your company. 

8. How to build the self esteem as a platform for excellence in customer service. 

9. Understanding empathy and how to use it to find out the needs of customers. 

10. How to consistently develop a positive mental attitude. 

11. To enjoy the job while consistently building personal skills. 

TEACHING/LEARNING STRATEGY
Each class/session begins with a lecture where key factors affecting a wide variety of areas on Services Marketing are examined and theoretical underpinning provided. A mini-seminar or workshop will follow to reinforce the lecture material and are designed to encourage students to discuss and debate emerging issues. Students will work in groups on case/mini-case studies. Internet exercises will also be used to focus on applications and case studies to encourage students to bring issues and discuss during class.
SYLLABUS 
· Introduction to Services 

· Conceptual Framework of the Book: The Gaps Model of Service Quality 

· Consumer Behavior in Services 

· Customer Expectations of Service 

· Customer Perceptions of Service 

· Listening to Customers Through Research 

· Building Customer Relationships 

· Delivering Service Through Intermediaries and Electronic Channels  

· Managing Demand and Capacity 

· Integrated Services Marketing Communications
ESSENTIAL READINGS

· Zeithaml V., Bitner M. and  Gremler D. (2006). Services Marketing (4th ed.). New York: Irwin/Mcgraw-Hill.
· URL: http://www.mhhe.com/Zeithaml ( home page for Services Marketing.
INDICATIVE READINGS

· Anderson, E. W., C. Fornell, and D. R. Lehman. 1994. Customer satisfaction, market share, and profitability: Findings from Sweden. Journal of Marketing 58: 53-66.

· Asubonteng, P., K. J. McCleary, and J. E. Swan. 1996. SERVQUAL revisited: A critical review of service quality. Journal of Services Marketing 10, no. 6: 62-81.

· Austin, M. J. 1986. A data envelopment analysis approach to measuring relative performance of people in service organizations. Ph.D. diss., Mississippi State University.

· Blalock, H. M. Jr., 1979. Social statistics, 2nd edition. New York: McGraw-Hill.

· Bolton, R. N., and J. H. Drew. 1994. Linking customer satisfaction to service operations and outcomes. Service quality: New directions in theory and practice. Thousand Oaks, Calif.: Sage, 173-200.

· Brown, T. J. 1997. Using norms to improve the interpretation of service quality measures. Journal of Services Marketing 11, no. 1: 66-80.

· Charnes, A., W. W. Cooper, A. Y. Lewin, and L. M. Seiford, eds. 1994. Data envelopment analysis: Theory, methodology and applications. Boston: Kluwer Academic.

· Charnes, A., W. W. Cooper, and E. Rhodes. 1978. Measuring the efficiency of decision making units. European Journal of Operational Research 2: 429-444.

· Cronin, J. J., and S. A. Taylor. 1994. SERVPERF vs. SERVQUAL: Reconciling performance-based and perceptions-minus expectations measurement of service quality. Journal of Marketing 58: 125-131.

· Dabholkar, P. A., D. I. Thorpe, and J. O. Rentz. 1996. A measure of service quality for retail stores: Scale development and validation. Journal of Academy of Marketing Science 24, no. 1: 3-16.

· Gellings, C. W. 1994. Utility marketing strategies: Competition and the economy. Lilburn, Ga.: Fairmont Press. 

· Golany, B., D. B. Learner, F. Y. Phillips, and J. J. Rousseau. 1990. Managing service productivity: The data envelopment analysis perspective. Computers, Environmental and Urban Systems 14, 89-102.

· Hemmasi, M., K. C. Strong, and S. A. Taylor. 1994. Measuring service quality for strategic planning and analysis in service firms. Journal of Applied Business Research 10, no. 4: 24-34.

· Jensen, J. B., and R. E. Markland. 1996. Improving the application of quality conformance tools in service firms. Journal of Services Marketing 10, no. 1: 35-55.

· Nunamaker, T. R. 1983. Measuring routine nursing service efficiency: A comparison of cost per patient day and data envelopment analysis models. Health Services Research 18, no. 2: 183-208.

· O’Sullivan, E., and G. R. Rassel. 1999. Research methods for public administrators, 3rd edition. New York: Longman.

· Parasuraman, A., V. A. Zeithaml, and L. L. Berry. 1988. SERVQUAL: A multiple-item scale for measuring consumer perceptions of service quality. Journal of Retailing 64, no. 1: 12-40.

· Parasuraman, A., V. A. Zeithaml, and L. L. Berry. 1996. Moving forward in service quality research: Measuring different customer-expectation levels, comparing alternative scales, and examining the performance-behavioral intentions link (report no.94-114). Cambridge, Mass.: Marketing Science Institute.

· Rust, R. T., and R. L. Oliver. 1994. Service quality: Insights and managerial implications from the frontier. Service Quality: New Directions in Theory and Practice.Thousand Oaks, Calif.: Sage, 1-19.

· Sexton, T. R. 1986. The methodology of data envelopment analysis. In Measuring Efficiency: An Assessment of Data Envelopment Analysis. New Directions for Program Evaluation, ed. R.H. Silkman, 32: 7-72.

· Tankersley, W. B., and J. E. Tankersley. 1996. Relative efficiency of electric cooperatives in South Carolina: An application and test of data envelopment analysis. Coastal Business Review: 41-48.

· Tankersley, W. B., and J. E. Tankersley. 1998. The hypothetical efficient organization: Exploring the diagnostic value of data envelopment analysis. Coastal Business Review: 57-64.

· Thomas, D., R. Greffe, and K. Grant. 1986. Application of dataenvelopment analysis to management audits of electric distribution utilities. In Proceedings of the Biennial Regulatory Information Conference.Washington, D.C.: National Association of Regulatory Utility Commissioners.
ADDITIONAL REFERENCE MATERIAL

Other readings will be distributed in class.

Suggested Services Marketing Journals

· Journal of Services Marketing
· Journal of Consumer Marketing
· Journal of Marketing
· Journal of Professional Services Marketing
· International Journal of Service Industry Management
· Academy of Marketing Science.

ONLINE  RESOURCES
[image: image1]
Course email address:  Spjainstudents@yahoo.com
Downloads Webpage :   http://nassar2000.tripod.com
WEBSITES
American Society for Quality

www.asq.org 

The leading professional association. 

Quality Progress magazine

http://www.asq.org/pub/qualityprogress/ 

Information and articles from current and past issues, as well as "Mr. Pareto Head"

Quality Digest magazine

www.qualitydigest.com
Monthly trade magazine.  You can view current articles or search back issues.

American National Standards Institute

www.ansi.org 

Non profit organization that administers and coordinates the U.S. voluntary standardization and conformity assessment system.

American Productivity and Quality Center

www.apqc.org 

Commercial site with information about benchmarking, measurement, customer satisfaction, and other related topics.

National Institute for Standards and Technology (NIST)

www.nist.gov 

Home of the Baldrige program, as well as the nation's repository for measurement standards and other technology issues.

TQM BBS Files

http://deming.eng.clemson.edu/pub/tqmbbs/ 

Wide variety of text files categorized by subject.

Public Sector Continuous Improvement

http://deming.eng.clemson.edu/pub/psci/ 

Find information related to quality in the public sector

Association for Quality and Participation

www.aqp.org 

Professional association focusing on human resource issues.

American Quality Mall

http://www.americanquality.com/ 

Weekly updated news, discussion groups, Question of the Week, bookstore, and much more.

National Quality Program

www.quality.nist.gov 

The Malcolm Baldrige National Quality Award site.  Links to winners and other useful information.

BaldrigePlus

www.baldrigeplus.com
An interesting site with expanded information about the Baldrige criteria and assessement process.  Some excellent case studies of Baldrige winners based on company visits and other materials.

United Kingdom Business Improvement Network

www.bin.co.uk 

Information on ISO 9000, benchmarking, self-assessment, team building, and other pertinent topics.

Free Quality

www.freequality.org
A collaborate effort between Penn State University and Boise State University devoted to developing quality tools that can be downloaded and used for free. 

Attendance Policy

Attendance: In accordance with SPJAIN policy on class attendance, 100% class attendance is required on this course. Attendance will be monitored during classes. 
Note

A. No make-up quizzes/exams will be given.  
B. Dates for examinations, class presentations, and assignments will not be changed.  
C. Class participation includes attendance, assigned topics, participation in class discussions, and all papers assigned.  
D. All papers are due on date assigned. A late penalty will be assessed.  
Assessment
On-line quizzes

Quiz questions relevant to the reading material, administrated through on-line quizzes at the beginning of each lecture session.  The quiz is normally for a period of 10 mins, and for a maximum of 10 questions to be answered by means of multiple choice options.  As students take the quiz on-line, results are declared immediately post the completion of the quiz.  

End of course exam

End of the term exam will be held by the end of the course based on the course material studied.  

Grading

	Online Quizzes
	Individual
	%30

	Essay/Presentation 
	Group/Individual
	%30

	End of Course Exam
	Individual
	%30

	Class Participation
	Individual
	%10


Marks or grades given to students are final and will not be subject to change later.  


ASSESSED ASSIGNEMENT (ESSAY)
Essay (3,000 words)

You will select an issue of your choice relating to any of the topics presented in course outline and get it approved by the instructor. You will need to write a 3000-word essay on the selected issue.

Referencing Style for the Assessment

In the text of your assignment if you quote directly from an article, journal or book this should appear in quotation marks (“…”). The source should then be acknowledged by stating the author’s last name and date in brackets at the end of the quotation, e.g. (Zeithaml & Parasuraman, 1991).

If you paraphrase or reword from a journal, article or book the source should either be acknowledged within the sentence, e.g.


According to Zeithaml & Parasuraman (1999), services marketing is…


…..or at the end of the sentence before the full stop, e.g. (Zeithaml & Parasuraman, 1999).

At the end of the assignment all references should be listed on a separate page headed REFRENCES. Make sure that all references are complete; and that all references mentioned in the text are given in the list of references and vice versa. Any items not cited should be listed separately under BIBLIOGRAPHY or FURTHER READING using the Harvard referencing style. Use the Handbook as your guide to this style as all references were written in it.

Essay Assessment criteria 

1- Presentation (10%) ― avoid missing sections or irrelevant material, and maintain logical flow.

2- Direction and coverage, structure and sequencing (10%)
3- Theoretical understanding (30%) ― demonstrate an error-free understanding of the basic concepts and project your readings in the report in the form of a relevant citation style.

4- Use of relevant examples and evidence (10%) ― all your assignments are service marketing specific. Avoid use of generalities will reflect lack of effort in studying the company.

5- Level of analysis and evaluation (30%) ― demonstrate the ability to link between the theory and application along with a critical evaluation.

6- Conclusions (10%) ― your conclusions and recommendations must convince the reader that they tie with the logical flow of your analysis.
Instructor Information

Name:


Dr. Mohamed A. Nassar




Associate Professor of Management and  

                                      Marketing




Gulf University for Science and Technology





Faculty of Business Administration
Location    
:
South Campus  -   Room: 334
Telephone 
:
886644 – Extension 5538  
Mobile       
:          7793968
E-mail          
:
Nassar.A@gust.edu.kw


Fax Number  
:
2645795

Sessions Plan

	Session
	Theme
	Relevant Portion of textbook
	Cases/Articles
	Activity

	1
	Course Introduction and outline.

Introduction to Service Quality: Beyond the Buzzword.

	Chapter 1
	Philosophies  and Frameworks

What Do CEOs Think About Quality?


	Internet Exercise: Students seek out service-related articles in the popular press and illustrate their understanding of services marketing concepts.



	2
	The Gaps Model of Service Quality
	Chapter 2 
	SERVQUAL and Model of Service Quality Gaps: A Framework for Determining and Prioritizing Critical Factors

FINTRA – the Finnish Institute for International Trade

	Internet Exercise: Application of the SERVQUAL model in various industries. 

To identify and discuss various SERVQUAL gaps present in the firm.



	3
	Consumer Behavior in Service 


	Chapter 3
	Consumer Behavior in Service 


	Internet Exercise: Models of Consumer Decision in Services/Service Sector



	4
	Customer Expectations of Service 


	Chapter 4
	None
	Expectations Vs. Perception/SST Servies.

Comparing Saturn and Cates Ford's service orientation. Check out the Saturn website- www.saturn.com and go into the Homecoming link. What do you think of the "Homecoming" concept?




	5
	Customer Perceptions of Service and service recovery


	Chapter 5
	The hotel industry case study
	Issue Singapore airlines (Moments of truth in-class exercise). 

Visit www.singaporeair.com and assess how they use technology and other tools to improve service experiences. 



	6
	Listening to Customers Through Research 

Marketing research?.... 

Methods of marketing research in services!!!!...
	Chapter 6
	
	How large Service companies listen to consumers?

Visit the Lands End website-www.landsend.com and go into "your personal model." If you are female create a model of yourself and try on some clothes. Since they currently only have female model building technology, if you are a male you will need to construct the model based on a friend or other reasons and try the clothes on that individual.



	7
	Building Customer Relationships
	Chapter 7
	Jones and Tylor (2005) The Conceptual Domain of Service Loyalty: How Many Dimensions? , Journal of Services Marketing. 

	How service companies use CRM?

	8
	Baldrige Quality Award

Quality Awards world wide
	None
	Baldrige National Quality Program (2005) Criteria for Performance Excellence 

	Quality Awards.
Winners of the Baldrige National Quality Program (2005).



	9
	WHY SIX SIGMA? Becoming Customer Centered Is Not a Choice
	None
	Naumann and Hoisington (2001), Customer Centered Six Sigma: Linking Customers, Process Improvement, and Financial Results, American Society for Quality, Quality Press, Milwaukee. (Chapter: 1).

	As per lecture notes

	10
	WHY SIX SIGMA? Becoming Customer Centered Is Not a Choice
	None
	The Evolution of Six Sigma.

Six Sigma ... at a Bank?

Promoting Customer Satisfactions by Applying Six Sigma: An Example from the Automobile Industry.

	As per lecture notes


1
13
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