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Service Quality (SQ) = Perception of Service (PS) - Expectation of Service (ES) #1n

a a I ' I o a v ~ a A v YR .

= PS> ES auunmn1suinisiiesdnsadsneveyluseauiiasiennuiianelaiuninfignAiaianiald (Quality
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(Unacceptable Quality)
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MAKETER GAP 1 ; S_ervnce dellvery PR » External communications
(including pre- and post- contacts) to customers
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IGAP 3

Translation of perception into
Service quality specifications

IGAP 2

Management perceptions of
Consumer expectations

mwn 1 GAP MODEL (Parasuraman et al., 1988)
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The sustainability of the heart must be valued along with the
sustainability of health and nature. Carrefour cares about
people’s health, as it is the cornerstone of public welfare; we.
protect the environment through beach cleaning activities and
b e

food programs, we hope to reduce inequality and dlﬁﬁnh
hunger.
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s IMPROVEMENT
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LEADERSHIP RESPONSIBILITIES

Cuntomer Satatocton

1. Richard react very emotional,

3. He should first listen to customer’s
e £ EvaLuaTion s "' issues, explain the manual and

Obpecaves &

Pertormarce
Meanonng

Oocumented Qe ot

H e - impatient, not reading customer’s
3 = by i issues by blaming customer didn’t
¢ : read the manual

£ roremnom - i .| 2. The customer will spread out bad

E‘ ey i viral to others and buy from

£ z different competitor

£

3

handling the fixing

4. Using Broadcom’s continual

oo | | ot improvement model, including
_— customer survey, analyzing detailed
p— manual for each situation.

IMPROVEMENT

Cuntcner
feformaen Satitacton
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