1 ! o1

t o) lwifj o

TAC SERVICES ( Attractive Quality Creation in Service Industries :

A Case study of TAC SERVICES Company limited )"

21

2.1
2.2
2.3
2.4
2.5
25.1
2.5.2 Attractive Quality creation
2.5.3
254
2.6

Attractive Quality ”
One-dimensional Quality

Must-be Quality

Must-be Quality

One-dimensional Quality 1

Attractive Quality 1
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2.2 (Services)
Philip  Kotler (1994)

(Intangible)
(Characteristics of services)
1 (Intangibility)
2. ' (Inseparatibility)
3 (Variability)
4, (Perishability)
2.3 ( ldea generating techniques)

Philip Kotler (1994)

(Idea Generation)
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1 (Sources of New ldeas)

11 (Customers)
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2.5
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(Competitors)

(Company “ Sales Representatives)

(Top Management)
(Idea generating techniques )
(Attribute listing)
(Forced relationships)

(Morphological analysis) 2

(Need and problem identification)

(Brainstorming)

(Synectics)

(The Customer’s satisfaction)

Richard Person (1994)



(Customer Satisfaction)

(Manufacturing)

(Competitive
(Cost)

(Product Competitive Differentiation)

(Expectation)
(Value Added)
(Marketing)
(Total  Quality)
Differentiation)
(Price)
1 (Product Differentiation)
11 (Features) 1.2
1.3 (Conformance) 1.4
15 (Reliabilty) 1.6
1.7 (Style) 18

(Performance)
(Durability)

(Repairability)

(Design)



2, (Service Differentiation)

2.1 (Deliver/) 2.2
2.3 (Installation) 2.4
2.5 (Miscellaneous Services)
3, (Personal Differentiation )
31 (Competence) 3.2 ' (Courtesy)
3.3 (Credibility) 34 (Reliability)
35 (Responsiveness)
3.6 (Communication)
4, (Image Differentiation)
41 (Symbol) 4.2 (media)
43 (Atmosphere) 44 (Event)
(Customer Added Value )
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Product Competitive Differentiation) (Total Consumer Values)
(Product Differentiation) (Product Values)
(Services Differentiation) (Services Values)
(Personal Differentiation) (Personal Values)
(Image Differentiation) (Image Values)
2.1 (Customer Added Value )

Differentiation )

(Product Competitive
(Total Customer Values)



(Total Customer Values)

(Total Customer Cost)

1 (Monetary  Price)

2. (Time Cost)

3, (Energy Cost)

4, (Psychic Cost)
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(Customer delivered Value)
(Total Customer Values) (Total Customer
Cost)

(Customer Delivered Value) = (Total Customer Values) - (Total Customer Cost)

(Value Added)

(Cost) (Price) (Value)
(Price)
(Expectation)
(
)
(Total Customer Satisfaction) Xerox 3
(Marketing Concept)
(Tracking and Measuring Customer Satisfaction)
(Marketing
Concept)
1 ()
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(R&D)
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(Complaint and Suggestion Systems)

(Customer Satisfaction Survey)

2.1 (Rating Customer Satisfaction)

2.2
2.3
(Problem

Analysis)
2.4
(Product Performance Rating)
2.5 (Repurchase Intention)

(Ghost Shopping )

(Lost Customer Analysis)
IBM



(Delivering Customer Value and Satisfaction)
(Value Added)
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2,
(Value chain)
9
4
(Value Delivery System)
(Value Chain)
L
2,
3,
(Quick Response System)
4,
5,
6.

(Retaining Customer)

4Ps
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(Leaky Bucket)

(The Cost of lost Customer)

L
2.
3.
4,
(The Need for Customer Retention)
(Creating
Transaction) (Relationship)
(Presales Activity and Sales Activity)
(Postsales Activity)
(Customer Retention)
(Customer Relationship Marketing)
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2.5.1 (Queueing Theory and Activity Scheduling)

(Queueing Theory)



span ) ( max. flow time )
(Heuristic)

1 (Processing time ;)

2. (Ready time ;1)

3, (Due date ;d)

4, (Completion time ;C)
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Maximum flowtime
F- = [F]
1. SPT (Short Processing Time)
2. FCFS (First come first served)

3. AWINQ (Anticipated Work in Next Queue)
(Work load)

4, EDD (Earliest Due Date)
(Due Date)

25.2 Attractive Quality creation

1. Downsizing
2. Upsizing
Attractive Quality Creation
Dr. Kano (1987) Task Achievement QC story
Quality Improvement Attractive Quality Creation
Problem Solving QC story Task Achievement QC story
Logical Thinking Creative Thinking
Mr
Convergent Technique Divergent Technique

2.3
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Dr. Shu Yamada (1996)

25.3 (Causes and Effects Diagrams)

2.1
2.2 1
2.3
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25.4 (Pareto Diagram)
(Dr.J.M.Juran)

(Pareto analysis)

( Data tally sheet)



2.6

(Relationship Marketing)
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