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Lesson Outlines

• Parasuraman’s Five Service Dimensions –
“RATER”

• Parasuraman’s Gap Model of Service Quality
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Parasuraman’s Five Service Dimensions 

(RATER)
• R – Reliability

• A – Assurance

• T – Tangibles

• E – Empathy

• R - Responsiveness
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Reliability

• The ability to perform the promised service 
dependably and accurately.

• E.g. Timely service and delivery of product

• These promises can be spoken or written 
agreements or contracts made with a customer

• Products and services are usually sold with 
certain implicit or explicit commitments about 
their sale.

5



Reliability
Product / service
(Tangible / 
intangible)

Implicit commitment
(understood, implied 
or expected by the 
consumer)

Explicit commitment
(guaranteed, or defined 
by the provider)

A bottle of wine Will be drinkable
Will be served correctly

Matches description 
printed on the wine list. 
That is, correct region, 
vintage, size, shipper, price 
etc.

Pizza delivery Correct order will get to 
your address

Within 30 minutes or $10 
discount.

A hotel room At the very least a bed Matches description
printed on the sales 
brochure or shown on the 
Internet. That is all rooms 
include 21 channel TV, 
mini bar, tea & coffee 
making facilities, 
bathroom, amenities etc.
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Assurance

• The knowledge and courtesy of employees and their 
ability to inspire trust and confidence.

• E.g. Staff experience and professionalism, staff 
politeness, and effort done by staff for customers’ 
security.

• Relates to how confident the customer feels about 
doing business with an organization.

• Customers need to be sure that the business knows 
what it is doing and is competent and capable in 
providing the required product or service.
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Tangibles
• The physical facilities should be visually appealing 

and in keeping with the type of services provided, 
equipment used to provide the service, appearance 
of service personnel, and behaviors of the customers 
match with the theme of the service facility.

• Tangible often provide a very vital first impression 
to the customer, first and last impressions have the 
most impact on customer perceptions of a business.

• E.g. physical facilities such as decorations, 
furnishings, fittings

• E.g. appearance of service personnel
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Empathy

• The care and individual attention the company 
provides to its customers.

• The concern, understanding and compassion on 
a company shows to its customers.

• E.g. Attention paid by staff, staff flexibility, 
company provision for customer necessities

• It is about how staff deals with the customers, 
and the level of personal attention they are 
willing to provide
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Responsiveness

• The willingness to help customers quickly by 
providing prompt and efficient services.

• E.g. welcoming of customers, response for 
requests, speed of service

• Relates to the timeliness, speed, efficiency, 
courtesy, and capability of employees in 
providing help and assistance to customers.

14



15



16



Relationship Among Customer 

Satisfaction, Expectation and 

Perception

• =                                 -

• Perception > or = Expectation, customers are 
satisfied

• Perception < Expectation, customers are 
dissatisfied

Satisfaction Perception Expectation
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Perceived Service Quality
Word of 

mouth

Personal 

needs

Past 

experience

Expected

service

Perceived

service

Service Quality 

Dimensions

Reliability

Responsiveness

Assurance

Empathy

Tangibles

Service Quality Assessment

1. Expectations exceeded

ES<PS (Quality surprise)

2. Expectations met

ES~PS (Satisfactory quality)

3. Expectations not met

ES>PS (Unacceptable quality)
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The Gap Model of Service Quality
Word -of-mouth

communications
Personal needs Past experience

Expected  service

External communications 

to consumers

Perceived service

Service delivery (including

pre- and post-contacts)

Translation of perceptions into

service quality specifications

Management perceptions of 

consumer expectations

GAP 5

GAP 3

GAP 2

GAP 1 GAP 4

Customer

Provider
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The Gap Model of Service Quality

• Gap 1

• Customer Expectations –
Management Perceptions of 
Customer Expectation

• E.g. the customer might be 
interested in low-cost hotel 
rooms but expecting 
cleanliness, whereas the 
management might be 
compromising on the quality of 
cleanliness in order to lower 
operating costs.

21



22



23



The Gap Model of Service Quality

• Possible Reasons For Causing Gap 1:
• Inadequacy and Insufficiency of Marketing Research

▫ Lack of marketing research
▫ Research not focused on service quality

• Lack of Upward Communication
▫ Lack of interaction between management and customers
▫ Insufficient communication between employees and managers in the 

front line
• Insufficient Relationship Focus

▫ Focus on transactions rather than relationships
▫ Focus on attracting new customers rather than developing customer 

loyalty
• Inadequate Service Recovery

▫ Lack of encouragement to listen to customer complains
▫ No appropriate service recovery plans when things go wrong
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The Gap Model of Service Quality
• Gap 2

• Management’s Perception of 
Customer Expectations –
Service Quality Specifications

• E.g. hotel’s management 
understands guests want to 
check into their rooms quickly, 
but hotel lacks of enough room 
attendants in delivering vacant 
clean (VC) rooms on time for 
the guests.
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The Gap Model of Service Quality

• Possible Reasons For Causing Gap 2:
• Poor Service Setting

▫ Failure to connect service setting to service 
positions

▫ Inadequate maintenance and updating of service 
standards

• Absence of Customer-Driven Standards
▫ Lack of customer-oriented service standards
▫ Informal process for setting service quality 

standards 
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The Gap Model of Service Quality

• Gap 3

• Service Quality Specifications 
– Service Quality Actually 
Provided

• E.g. a customer is dissatisfied 
with the restaurant services 
because of the impoliteness of 
the serving staff.
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The Gap Model of Service Quality

• Possible Reasons For Causing Gap 3:

• Deficiencies In Human Resource Policies

▫ Poor quality of staff

▫ Role ambiguity and role conflict

▫ Poor employee-technology job fit

▫ Inappropriate evaluation and compensation systems

• Customers Who Do Not Fulfill Roles

▫ Customers lack knowledge of their roles and 
responsibilities

▫ Customers negatively affect each other
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The Gap Model of Service Quality

• Possible Reasons For Causing Gap 3:

• Problems with Service Intermediaries

▫ Difficulty in controlling quality and consistency

• Problems of Seasonality

▫ Decline of service quality in peak seasons
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The Gap Model of Service Quality

• Gap 4

• Service Quality Actually 
Provided – External 
Communication with 
Customers

• E.g. A hotel exaggerates its 
high-end facilities and services 
in its advertisement to attract 
customers. Guests may feel 
like being cheated upon their 
arrival at the hotel.
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The Gap Model of Service Quality

• Possible Reasons For Causing Gap 4:

• Ineffective Management of Customer 
Expectations

▫ Absence of customer expectation management in 
all forms of communication channel

• Exaggerated promise

▫ Exaggerated promise in advertising

▫ Exaggerated promise in personal selling
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The Gap Model of Service Quality

• Possible Reasons For Causing Gap 4:

• Insufficient Horizontal Communications

▫ Insufficient communication between departments

▫ Differences in policies and procedures across 
different shops

36



The Gap Model of Service Quality

• Gap 5

• Customer Expectations – Customer Perceptions

• If the perceived service meets or exceeds 
expected service, good service quality takes 
place, and customer will be satisfied with the 
service.

Gap 5 (Customer Gap) is affected 
by 

Gap 1, Gap2, Gap 3 and Gap 4 (Service Provider Gaps)
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The Gap Model of Service Quality
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Service Recovery

• Service recovery tries to make amends for 
quality breakdowns.

• Service recovery can make amends by offering 
additional services (peace offerings), price 
reductions on the service provided, or on future 
services. Anything that stops the customer from 
walking away can be employed.
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Dealing with Complaints and Problems

• Stay calm

• Maintain politeness

• Develop positive attitude

• Show you care

• Clarify and confirm your understanding

• Evaluate complaints

• Make a decision and offer suggestions

• Follow up
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