
1.Defineserviceevaluation.Discusstheroleofcustomersinevaluation

ofserviceexperience.

Answer:Service evaluation seeksto assesshow wella service isachieving its

intendedaims.Itisundertakentobenefitthepeopleusingaparticularserviceandis

designedandconductedwiththesolepurposeofdefiningorjudgingthecurrentservice.

Consumersevaluateretailserviceandcomparetheirexpectationswiththeperceived

service.Iftheservicesperceivedfallbelowtheirexpectations,theybecomedissatisfied.

CustomerExpectations

Itissaidthatcustomerexpectationsarebasedoncustomers’personaltraitslikeage,

experience,knowledge,educationlevel,standardoflivingetc.Expectationsvaryfrom

persontoperson,from storetostore,from situationtosituationandalsofrom country

tocountry.

CustomerPerceptions

Customerperceptionisanotherfactorthatdeterminesthecustomerevaluationof

services.Itmaybedefinedasthewayinwhichthecustomersperceiveservicesin

termsofoverallqualityandsatisfactionlevels.Inordertoestablishlong-term customer

relationship,servicequalitymustmeetcustomerexpectationsasperceivedbythe

customers.

Theroleofcustomersintheevaluationofserviceexperiencecanbestudiedunderthe

followingheads-

1.Customersassourcesofproduction:Servicesrequirecustomerstobeactively

involved in its production due to its basic characteristics like intangibility,

simultaneity,heterogeneityandperishability.Organizationsthatcapitalizeon

customers’activeparticipationinitsactivities,cangaincompetitiveadvantage

throughgreatersalesvolume,enhancedoperatingefficiencies,positiveword-of-

mouthpublicity,reducedmarketingexpensesandenhancedcustomerloyalty.

2.Customers as quality contributors:Customers who actively participate in

organizationalactivitiescandirectlyincreasetheirpersonalsatisfactionand

perceptionsofservicequality.Ineducation,healthcare,personalfitnessetc.,

unlessthecustomerperformshisroleeffectively,thedesiredserviceoutcomeis

notpossible.Customercontributiontowardstheservicequalitycanbeachieved

by-

 Askingquestions,

 Takingresponsibilityfortheirownsatisfaction,



 Complainingwhenthereisaservicefailure,

 Givingdesiredform ofinputsasandwhenaskedfor,

 Understandingtheneedforequalinvolvementinservicedelivery.

3.Customersascompetitors:Thisfactorcanbeconsideredonlyincaseofself

service,wherethecustomercancomparethequalityoftheservicesheisgiving

himselfwiththatofaserviceprovider,incaseitwerenotselfservice.For

example,theserviceacustomergetsinarestaurantfrom awaitercanbe

comparedwiththeserviceheisgivinghimselfincaseofaself-servicebuffet.

4.Customerasinfluencers:Customersworkasinfluencersforothercustomers.

Businessesshouldsatisfyandmakecustomersfeelimportantforthebusiness

as theytend to influence othercustomers,existing and prospective.They

endorsetheservicesoftheserviceproviderthroughword-of-mouth.

5.Customerasdecision-makers:Notallconsumersaredecisionmakersofbuying

theproductsorservicesthattheybuy.Thosecustomerswhoworkasdecision

makers forthemselves and forothers mustbe identified and prospected

differentlyforbettersales.

Businessesshouldadoptstrategiesforenhancingcustomerparticipationinservice

deliveryandevaluation.

Q.2.Explainthepurchasedecisionmakingprocessofaconsumer.

Answer:Thepurchasedecisionprocessreferstothestagesabuyerpassesthroughin

making choices aboutwhich products and services to buy.Consumerpurchase

decisionprocesscanbedividedintofollowingthreestages-

A.Pre-purchaseStage

B.TheServiceEncounterStage

C.Post-purchaseStage.



A.Thepre-purchasestageinvolvesallthoseactivitiesthatthecustomerundertakes

beforeactuallypurchasingaservice.Thestepsinvolvedinthisstageare:

i. Need/problem Recognition:Thisisthestageofidentifyingdifferencebetween

thedesiredstateandtheactualcondition.Consumersoftennoteproblemsby

comparingtheircurrentoractualsituation,explicitlyorimplicitly,tosomedesired

situation.

ii. InformationSearch:Inthisstage,consumersgatherinformationrelatedtothe

attainmentoftheirdesiredsituationandalsoidentifiesalternativemeansof

problem-solutions.Therearetwomainapproachestosearch-InternalSearch

andExternalsearch.

iii. EvaluationofAlternatives:Thisisthethirdstageinthebuyingprocesswhere

variousinformation collected from differentsourcesareused in evaluating

differentalternativesandtheirattractiveness.Generally,consumersevaluate

alternativesonthebasisofattributesoftheproduct,thedegreeofimportance,

beliefinthebrand,satisfactionetc.tochoosecorrectly.

B.Theserviceencounteristhestagewheretheconsumersactuallyinteractwith

theorganization.Itisthequalityoftheencounterthatdetermineswhetherthe

purchase materializes or not.The perfect blend of service blueprinting,

serviscapeandservicepersonnelwillultimatelygenerateasuccessfulencounter.

Itincludesthefourthstepinpurchasedecision.

iv. ServicePurchaseandConsumption:Afterthealternativeshavebeenevaluated,

consumerstakethedecisiontopurchaseproductsandservices.Variousfactors

playasignificantroleinservicepurchaseandconsumptiondecisionofthe

consumer,suchasemotionsandmoodsetc.

C.ThePost-purchaseStageisthelaststepinthebuyingdecisionprocesswhich

givestheactualvalueinconsumptionoruse.



v. Postpurchasebehavior:Valueinconsumptionoruse:Afterbuyingaproduct,the

consumercomparesitwithexpectationsandiseithersatisfiedordissatisfied.

Hereiswherecognitivedissonanceoccurs,“DidImaketherightdecision.”Firms

oftenuseadsorfollow-upcallsinthepost-purchasestagetotrytoconvince

buyersthattheymadetherightdecision.

Thus,consumersgothroughthe5stagesofthebuyerdecisionprocessintakingthe

decisiontopurchaseanygoodsorservices.


