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If a knowledge gap exists, it may mean companies are trying to meet wrong or non-existing consumer needs.
Products that do not offer good quality customer service that meets the expectations of consumers are difficult
to sustain in a competitive market. Increasing interactions between management and service staff. They
include for instance stylists, hair dressers, coaches, trainers, gardeners, lawyers, contact centre employees, etc.
Set, communicate and reinforce quality standards. This element comprises all activities and services in which
the people involved play an important role. Prestige pricing or premium pricing strategies are more likely to be
indicated in service settings. Customer expectation is what the customer expects according to available
resources and is influenced by cultural background, family lifestyle, personality, demographics, advertising,
experience with similar products and information available online. Zeithaml, V. Consumers rely on prior
experience, direct product inspection and other information search activities to locate information that assists
in the evaluation process. In conclusion, the physical evidence serves as a visual metaphor of what the
company represents, what services it facilitates and the relations between customers and employees. This gap
causes customers to seek a similar service elsewhere but with better service. Service firms such as hospitals,
resorts, and childcare centers often use physical evidence extensively as they design facilities and other
tangibles associated with the service. Lack of cohesive teamwork to deliver the product or service. Delivery of
services often occurs during an interaction between a customer and contact employees. For example,
industries in growth stages exhibit rapid increases in sales while industries in maturity may find that sales
figures reach a plateau. It is good when organisations know the expectancy pattern of their customers. The
more intangible the service the more important it is to make the service around it tangible. Price This is the
price the customer pays for a service or product. Although the risk of a negative outcome is low, the severity
of consequences is high in the event of a service failure. One classification considers who or what is being
processed and identifies three classes of services: people processing e. The design, furnishing, lighting and
decoration of a hotel as well as the appearance and the attitudes of the employees have a certain influence on
the quality of the service and customer experience. Satisfied customers are the best publicity for the services
or products to be delivered. Tracking the evolution of the services marketing literature. How to cite this article:
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