HayK.-MPaKT. KOH(. 32 MIKHAP. y4acTio, npucBsd. 100-piudro gepx. ciay>k0u B YkpaiHi
(Kwuis, 25 Tpas. 2018 p.) : y 5 1./ 3a 3ar. pea. B. C. Kyit6iau, M. M. binuncekoi, O. M.
[Terpoe. Kuis : HAZY, 2018. T. 1. 120 c. (C. 19-20).

4. Tlpo rpomanckki 00’ eqHaHHs : 3akoH YKpainu Bim 22 Gepe3ns 2012 p. Ne
4572-VI. URL : http://zakon4.rada.gov.ua/laws/show/4572-17 (Texct nokymeHTa Bif
28.04.2020)

5. Ilpo 3BepHEeHHs rpoMaisH : 3akoH YKpainu Bix 02 :xoBTHs 1996 p. Ne 393/96-
BP. URL: https://zakon.rada.gov.ua/laws/show/393/96-%D0%B2%D1%80#Text
(Penaxkiis cranom Ha 01.01.2020).

Krasnokutska Iu., Ph.D. in Economics, associate professor,
O. M. Beketov National University of Urban Economy in Kharkiv

THE EVALUATION OF SERVICE QUALITY: SERVICE PERCEPTION
PROBLEMS

Unlike products, which are tangible, services are usually intangible. A service
is not a physical good; rather, it is the performance of an act or a deed. This
performance often requires consumers to be present during the production or delivery
of the service. Service industries, including hospitality and tourism, are actually selling
consumers an experience.

Services have been defined to “include all economic activities whose output is
not a physical product or construction, is generally consumed at the time it is produced,
and provides added value in forms (such as convenience, amusement, timeliness,
comfort or health) that are essentially intangible concerns of its first purchaser” [1].

The service quality process is the product of the expectations and perceptions of
a firm’s management, its employees, and the customers it serves.

Whenever there are differences in expectations or perceptions between the
people involved in the delivery and the consumption of services, a potential for a gap
in service quality exists. Firms should diagnose any service quality gaps because there
is a direct relationship between service quality and customer satisfaction. Simply
stated, when customers are satisfied, they are much more likely to purchase from the
service provider again. Over time, if they remain satisfied, they become loyal
customers. The service gap is the final gap that exists when there is a difference
between customers’ expectations of a service and their perceptions of the actual service
once it is consumed.

When this difference occurs, it is the result of one or more gaps that occur earlier
in the service quality process.

The first potential gap is referred to as the knowledge gap, which occurs when
management’s perception of what consumers expect is different from the consumers’
actual expectations. This gap may lead to other gaps in the service quality process, and
it is usually the result of a failure in the firm’s research program or organizational
structure. Firms need to obtain feedback from customers and employees that can be
used to design services that will appeal to customers. If the current service offering is
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not satisfying customers, then the firm should know from its customer surveys or
because its employees are willing, and able, to provide valuable information that they
obtain from customers, either voluntarily or involuntarily.

The second potential gap is referred to as the standards gap, which refers to the
discrepancy that can occur between management’s perception of what customers
expect and how the service delivery process is designed to meet those expectations.
Management establishes the specifications to provide the desired service at the desired
level of quality. Therefore, even if management remains accurate in its perception of
customer expectations, a gap could still exist in service because the delivery process
does not accomplish the goals of the firm. For example, management may have
correctly determined the amount of time that customers are willing to wait to check in
to a hotel, but they may not schedule enough front desk clerks to meet the customers’
expectations.

This could result from a lack of commitment on the part of management or the
result of management trying to reduce the firm’s operating costs. One of the techniques
used by management is to develop a service blueprint — a flow chart that details the
delivery process, including the points of contact with customers. This will help to
uncover any shortcomings in the delivery process that may lead to a gap in service
quality. Management should document each step in the process to identify areas for
improvement.

The third potential gap is referred to as the delivery gap, which occurs when
there 1s a difference between the service delivery specifications and the actual service
delivery. Management may have correctly assessed customer expectations and
developed specifications that will meet these expectations, but employees may not
deliver the service properly. For example, a restaurant may specify that wait staff
should approach customers within two minutes of seating. However, the wait staff may
stand around discussing their plans for later in the evening and ignoring the
specifications. Firms must find ways to create an atmosphere for employees that
ensures their willingness to perform the job tasks as desired by management. Employee
selection and training are critical in this process, as are the rewards and recognition
provided for good performance.

The fourth potential gap is referred to as the communications gap, which occurs
when there is a difference between the service delivered and the service promised
through the firm’s external communications with customers.

Many firms tend to promise more than they can deliver in an attempt to persuade
customers. For instance, advertisements for hospitality and tourism firms lead
customers to believe that in the event of a problem or mishap the firms will do whatever
they can to satisfy customers. Making promises to consumers that cannot be delivered
is a big mistake that service providers often make. It results in service performance
levels that are below consumer expectations, leading to dissatisfaction. Each individual
consumer makes purchase decisions and has established, based on past experiences, a
set of expectations for the performance of a product or service.

Anyone who travels on a regular basis can provide stories related to experiences
with airlines, hotels, and restaurants. Ironically, firms that advertise 100 percent
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satisfaction guarantees are banking on the fact that most customers will not complain
or force the issue. In other cases, firms simply neglect to inform customers about
procedures or policies that would affect their expectations.

For example, a good waitress will make sure that customers know that a dish is
spicy or that a certain entrée will take longer to properly prepare, so that customers can
make informed decisions and are less likely to become dissatisfied, because the actual
performance will more closely match consumer expectations.

If any of the first four gaps occur, then the service gap will occur because the
actual service will not meet the customer’s expectations. Comment cards and basic
surveys will often uncover a service gap, but they may lack the detail needed to
evaluate the other potential gaps. Therefore, firms should have a mechanism in place
to obtain feedback from customers and employees that can be used to examine the
entire service quality process. If services do not meet customers’ expectations of
quality, then the customers become dissatisfied and will likely not return. Also, they
will convey these negative experiences to their friends and colleagues.
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KyapsisueB O. FO., kaH1u1at nojgiTHYHUX HAYK, JOICHT,
Xapxiscbkuil HAYioHALHUL YHIGEpCUMem MICbK020 20CN00aApcmea
imeni O.M. bexemosa, Ykpaina

ICTOPUYHA KOHTEKCT-3AJEXHICTD ABUIIA JEI'ITUMHOCTI
CYB’EKTA BOJIOJAPIOBAHHSA

IcTopuuHO TEpMIHM WICTITUMHUI» Ta «HEJETITUMHUN», Y KOHTEKCT1
TPaIUIIHHOTO Ccrmoco0y JeriTuMmanii Biaaud OyiM TMOB’S3aHi 3 TOXOJKEHHSIM
MIPaBOHACTYITHUKA MPECTOIY, MIATBEPIKEHHSAM MOr0 TPAIUIIIMHOTO MpaBa OTPUMATH
KopoHy. Jl>kepena TpaauiiitHOro crnoco0y JeriTuMaliii Baaad MU MOXKEMO BUSBUTH Y
KOHIICTIIISIX BJACHOCTI Ta BOJIOJIaptoBaHHs. TpaaulliifHa JEerITUMHICTb Ta JeTITUMAITis
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