2.1

211

(

(Service)

)

2.1

2.2

2.3

2.4

2111

2530



2.112 !

2539)
= Smiling & Sympathy

E = Early Response

R = Respectful
\/ = Voluntariness manner

| = Image Enhancing

¢ = Courtesy

E = Enthusiasm

2.113 (Characteristics Services)

1 (Intangibility)



2 (Inseparability)

3, (Variability)

4, (Perishability)
2.1.2

2.12.1 (Customer) ?

F&w Standard Desk Dictionary 1New York (1984)
( ) (



10

(A Client or Customer)
(an External Customer is The One Who

Pay to Get Services)
(An Employee)
(an Internal Customer is the One Who Services to Get
Pay)
anA
s
anArnelu
NITAUA AN Vo
- : Iigsnald
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¥ A 1n"s
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2.12.2 (Tracking
Measuring Customer Satisfaction)

1 (Complaint and Suggestion Systems)
2 (Customer Satisfaction Survey)
2.1 (Rating Customer Satisfaction)
2.2
2.3
(Problem Analysis)
2.4
2.5 (Repurchase Intention)

2.6 (Ghost Shopping)
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3, (Lost Customer Analysis)

IBM

2.1.3 (Service Quality)

2131 (Quality)

(Product Quality)
1 (Conference to Requirements)
2 (Fitness for Use)

2132

Karl Albrecht (Service America,1985) ‘



2133 ?

Characteristics of Service Quality

Attribute of Service Quality

2.1.3.4 Service Cycle

Service Cycle

(Service Cycle)
(Moment of Truth)
Moment of Truth

/ “TQC
(Total Quality Control)”

13
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2.2
221

3 2542)

1) (Observation)

(Participant Observation) (Non-

participant Observation)

(Structured Observation)
(Unstructured Observation)
2) (Interview)
(Questionnaire)
(In-depth Interview)

(Focus Group Discussion)

(Focus Group Discussion)

222

95% 5%
100 9



2.2.3

10,000 Malhatra, Naresh K
370

(Bottom up)
Bottom up
Bottom Up

(2530)
2231 ( 2530)
)
)
3)
4
5

15



2.2.3.2

519

32,1,

32,1

16



2.2.33

2234

(Variable)

(Sample)™
Inferential Statistics (

1

(population)
)

v
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2.3
2.3.1 Why - Why Analysis
2.3.1.1 Why- Why Analysis
/
1
mluda 1 -
1.2
/ 1-2-1
! \
.2
. Ml 1~2-2
Usngnisal
2-1
2 <
222
2
2.2 Why-Why Analysis

2.3.1.2 Why - Why Analysis



2.3

23137

Analysis

Why - Why Analysis

111 ?” 111

Why-Why

19



23.2

ECRS

(Eliminate Al

eccessary Work)

(Supervisor)

20



: Rearrange)

Operations)

irisHitno-H ffaiuwmniian j
it B fiMIHT]TItnst 1Vl

A

(Combine Operations or Element)

(Change the sequence of operations

(Simplify the Necessary



233
(5Q3)

21

2.2
2.3

(. . ) Sewice Quality Analysis

(S.Q5)
SQS
(Service Cycle)

SQ.S
(Job-Standard)
(Service station)
2

, SQS

SQS

$Q.S

2
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6. SQS( )
2.1 5Q.S
ABC Company S.Q.5. NO.
Service Cycle NO. Type Name
Hll By Position Date
Step No.  Service  Seivice  Service  standard Pittall  Preventive
Activity  Station By Quality Measure
Requirement
()
H>
1) vl ©) @ o) () (7
.
2.2 5.Q.S
1 Step No. )
2 Service Activity
3 Service station (2

4 ServiceBy ()

5  Standard Quality Requirements



6 Pitfall

Pitfall
(
( )
7 Preventive Measure (
(Safety Rule)
Pitfall
11 / 2 3]
t 1

8. SQ.S
5Q.S
Job Description

24

) Pitfal

Preventive Measure ( 7)

SQ.S
Cycle)

(Service



9 SQS
SQ.S

234 5 .

ATANN

AcMIN

ATBA

QUANTEDLY

Y

[%

AQUATADLA

(Hardware)

AF19nke

2.4

Y

AU (Software)

25



necessary things remain at the workplace)

(Seiton)

and everything in its place)

(Seiso)

26

(Only

(A place for everything

(Cleaning is inspection)
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(Seiketsu)
1
I
I
(Maintain present standards and aim at
Improvement)
(Shitsuke)
1
I
I
(Positive work attitude)
2.3.4.1 5
L 5
2
5
3.
5
5
5
4, 5



2.3.4.2

G

2.3

(SEITON)

28



10
1
12
13

11

12



Facilitator)

3-5

30



13

14

15

16

5%

(On-the-Job-Training)

2541

3



17

(Promotion)

32



15

3-6

30

33
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Big Cleaning Day

"Big Cleaning

36
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2.3.5

2343

Website

Web Planning 3
1. Pre-Production

11 Proposal + Sitemap **
12 (Data)
(Content)
(Images)

1.3 Domain Name
2. Production
2.1 Graphic Design
(Create)
(Edit)
2.2 Web Design (-Programming)
2.3 Server (Hosting)

Website

38



3

2.4 Upload Server
3. Post-Production
3.1 (Information)
Offline ( )

Online (Internet)
Banner
Search Engine

3.2 (Statistic)
(Counter)

3.3 Update
3.4 Redesign

Proposal
L website (Domain Name)
2.
3.
4, webhsite
b, website
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Sitemap ( )
Home
Product Service Contact
A-Class B-Class C-Class
B1 B2 B3
2.8 Sitemap ~ Website

2.3.6 Best Practices

Best Prasctices

Best Prasctices

Best Practices
Benchmarking

Best Prasctices



4
2.4

ServQual (Service Quality Model)

Service Characteristics

( . 2543)
A.Parasuraman, Valarie. Zeithanl and Leonard L Berry (1985)

L (Reliability)

2 (Responsiveness)
3, (Competence)

4, (Access)

) (Courtesy)

6. (Communication)



4

1 (Credibility)

8. (Safety)

9. (Understanding /Knowing the
customer)

10. 1" (Tangibles)

63

A.Parasuraman, Valarie. Zeithanl and Leonard L Berry (1985), “Quality
Counts in Services,Too,” Business Horizons (May-June 1985)

5

rre ence between SERVOUAL Dimensions and
ﬁgm fmeng\lly)ns forEI?va%aAt\llﬁg éerwce SP

SERVQUAL Dimensions
AL AANY AONRS ABRNME BWH

1A Laniximunttn, = v & <SMu,nv: it)! 0be reprtkhiixi »r i séininufed irahon; (he /1 ' jK-mu “ion 9
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Revised SERVQUAL Items

Reliahly
1Prw| ser\noesaspransed
ity in rancling customers service prblens
3Pen‘(rm ser\noesrhgrSﬂEﬁrstme
+. Provicing Services & the pron
5, Naeprgastmers infon uaaaIWmsemoeswlltEperfomed
Resporsiveness
6. Service to cLstomers bles _
m%mm customers equipent
8. Readdiness to resmﬂtoastormrs [BCLESES Iyqopeamgfauhﬂe
whoinstll confidence incustomers 0.\
I\/Mg%mrsfeelsafelnﬂwtrarmmas 21 Cmmew nfgess
Enﬁoye&vmareomsterﬂ
12 Enplojesswiho heve e(tptoamv\erwstmﬁrqmnons
13 GME oustormers inciviclal attantion
Oyees who cel with cLstorres ina caring fashion
15 |'EM the customer's hest interest at heart
Oyeeswho Lnderstand the neecs of their customers
2.9 SERVQUAL  A.Parasuraman
5 (SERVQUAL)  A.Parasuraman
1. Reliability

2. Responsiveness



(

)
)

3. Assurance

4. Empathy

5. Tangibles

2541:48-49)



(Customer  Satisfaction)

(
2539 :18,20-21)
1
2
3
4
Vroom (1964) ( 2539:7)
12542
(Attractive Quality Creative)
1 (7 QC tools) (Cause and Effect Diagram)
1 (7 New QC tools) (Afinity

Diagram) (Tree Diagram)



12543

OPAC

Holdings
(12 )

Holdings

46



(Expectation)
(Actual Performance)

(Output/Outcome)
(Delivery process)

3

Gronroos ( Parasuraman et al.,1985)
' b2

(Technical quality)
(Functional quality)

(Perception)
(Actual performance)
(Expectation)

Fitzgerald
Durant

3
(Physical quality)
(corporate quality)
(Interactive quality)i
Durant (1980) Fitzgerald

4



o

v

BACKGROUND
CHARACTERISTICS

&
I
4

SERVICE EXPOSURE
Subjective/Objective

Aspects of Actual
Delivery of Services

CITIZEN EVALUATIONS
Satisfaction/Dissatisfaction
With Services

CITIZEN RESPONSE
Desire for More
Influence in
Service Delivery

2.10

Model ~ Fitzgerald

Parasuraman et al. (1985)

“Gap model”

Gap Model




CONSUMER

Word of Mouth

Communication Personal Needs

y

49

Past Experience

Expected Service

A4

GAP 5 T

Perceived Service

PRODUCER GAP 4
Service Delivery
(including pre - and
post - contacts)

GAP 3
GAP 1 Translation of
Perceptions into
Service Quality
Specs.
GAP 2
Management
Perceptions of
Consumer Expectations
, GAP model
2.11 Gap Model
5  Gapl - Gaps
(Perceived quality) Gaps

Gap 5 = f(Gapl,Gap2,Gap3,Gapd)

External
Communications
to Consumers

Gapd
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