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In todayôs increasingly competitive environment, quality service is critical to organisational success. Unlike products where quality is often  meas-
ured against standards, service quality is measured against performance. Since services are frequently produced in the presence of a  customer, 
they are labour intensive, and cannot be stored or examined objectively , the definition of what constitutes good service can  be difficult and, in 

fact, continually changes in the face of choices. Customers determine the value of the service quality in relation to the ava ilable alternatives and 
their particular needs. In general, problems in determination of good quality are attributed to gaps in  expectations, percep tions, and experiences  
between the service provider and the consumer. This  are:  

The gap between consumer expectations and management perceptions of consumer expectations. 

The gap between management perception of consumer expectations and the firmôs service quality specifications. 

The gap between service quality specifications and actual service quality. 

The gap between actual service delivery and external communication about the service.  

 

In essence, the customer perceives the level of  service quality as being a function of the magnitude and direction of the ga p between expected 
service and perceived service. Company Management may not even realize that they are delivering poor-quality service due to the differences in 
the way managers and customers view acceptable quality levels. To overcome this problem and to avoid losing customers, firms must be aware 
of customerôs determinants of service quality. A brief description of these determinants is as follows: 

 

TANGIBLE includes the physical evidence of the service. For example, employees are always visible in a hotel lobby dusting, emptying 

ashtrays, or otherwise cleaning up. Likewise, clean, shiny, up-to-date medical equipment or aircraft are examples of tangible el ements. 

RELIABILTY  involves the consistency and the dependability of the service performance. For example, does a bank or phone company  

always send out accurate customer statements? Likewise, does the plumber always fix the problem on his or her first visit?  

RESPONSIVENESS concerns the willingness or readiness of employees or professionals to provide service. For example, will the physician 

see patients on the same day they call in to say they are ill? Will a college professor return a studentôs call the same day? 

ASSURANCE refers to the knowledge and competence of service providers and the ability to convey trust and confidence. This determinant 

encompasses the providerôs name and reputation: Possession of necessary skills, and trustworthiness, believability and honesty. For exam-
ple, a bank will guarantee same-day loan processing; a doctor is highly trained in a particular specialty.  

EMPATHY  refers to the service providerôs efforts to understand the customerôs needs and then to provide, as best as possible, individual-

ized service delivery. For example, flight attendants on a given route learn what type of beverages do the customers drink an d which maga-

zines they customer read. 
 
Each determinant plays an important role in how the customer views the service quality of a firm. Turning service quality int o a powerful  
competitive weapon requires continuously striving for service superiority - consistently performing above the adequate service level and capitalis-
ing on opportunities for exceeding the desired service level. Customer satisfaction measurement allows you to establish satisfaction levels and 

track movement.  

 

 
 

UNDERSTANDING THE CR ITICAL ROLE OF THE FRONTLINE PERSONNEL 
DURING SERVICE DELIVERY  

CUSTOMER SATISFACTIO N MEASUREMENT (CSM)  

As mentioned above, satisfied customers can become loyal customers. Service quality and customer satisfaction are growing concern to business 
organisations throughout the world, and research on these topics generally focuses on two key issues:  

Understanding the expecta-

tions and the requirements of 
the customers 

Understanding how well a 

company and its major com-
petitors are succeeding in sat-
isfying these expectations and 

requirements of the customer  

 
As such, an organisationôs approach 
to measuring service quality 

through customer satisfaction meas-

urement (CSM) and effectively im-
plementing programs derived from 
results of such studies can spell the 
difference between success and 
failure. 
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BUILDING LOYAL CUSTOMERS  

EXAMPLES OF RESULTS FROM CSM 

Although customer satisfaction is a useful measure used extensively, research has shown that mere satisfaction may not be enough to hold the 

customerôs loyalty. Branding guru, Kevin lane Keller, reports that research conducted for Xerox demonstrated that when customer satisfaction 

was ranked on a scale of 1 (completely dissatisfied) to 5 (completely satisfied), customers who rated Xerox products and serv ices at ñ4ò ï and 

thus were satisfied ï were six times more likely to defect to competitors than those customers who provided ratings of ñ5ò. Similarly, research on 

the automotive sector also points out that although more than 90% of car buyers are ósatisfiedô or óvery satisfiedô when they drive away from the 

dealersô showroom, fewer than half buy the same brand of automobile the next time. 

In our own experience gained through a  quarterly customer satisfaction survey we have been conducting for over 6 years, we  observed that 

although the product/service brand performance of an operator is sometimes rated higher than its competitors the operator has  been unable to 
establish consistent loyalty levels. 
 
Over time we concluded that to obtain customer loyalty it is necessary to ensure more than  satisfaction and we found this pr esented an opportu-
nity to improve our customer satisfaction model. This led us to explore, through analyzing the data we collected over the yea rs and reading the 

available literature, what is behind customer loyalty and how we could possibly measure this.  

What did we find out?   

Our experience clearly stated that loyalty is much more than meeting or exceeding customersô expectations about the product or service. This has 
been the common element in all customer satisfaction models since they were introduced in the late seventeenôs but now we have solid evidence 

that there is more behind loyalty than this key driver. We are not suggesting that this dimension and its attributes should n ot be measured, but 
pointing out that  the product and the service have been scientifically proven to be insufficient to correlate with the finan cial results of any brand/
company. The product/service is undoubtedly at the heart of brand equity because it is the primary influence on what consumer s experience with 
the brand, what they hear about a brand from others, and what the company can tell customers about the brand in their communi cation. How-

ever we believe  that how a brand resonates in the heart of the customers is what links customers to brands.  Brand resonance describes the 
nature of this relationship, and is characterized in terms of intensity, or the depth of the psychological bond that customer s have with the brand, 
as well as the level of activity engendered by this loyalty.    

EXTRACTED FROM STRATEGIC BRAND MANAGEMENT  
  by  Kevin Lane Keller  


