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CHAPTER 5 
 
Please note: Assignment 5.4 requires the accompanying data set Annex A.xls 
(printed landscape) 
 
Service Quality 
 
This chapter has been designed to provide the reader with a clear 
understanding of: 
 

a) the nature of the quality challenge 
b) standard setting in the context of customer expectations and 

service performance. 
c) service quality in theory and practice. 
d) the relevance and value of SERVQUAL. 
e) how the tools of quality can be used to the advantage of service 

organisations. 
 
A valuable starting point is to have an open discussion of just what the 
word ‘quality’ means.  Students should be encouraged to provide words 
and/or specific examples from experienced service situations.  One aspect 
that should be given particular attention is whether one can have degrees 
of quality.  Can it be both better and cheaper as described for the car 
example in the text (p.86)? 
 
Once the discussion has been exhausted the students and tutors should 
structure the findings around Garvin’s five groups.  Can the five groups 
accommodate all the comments?  Which group is most/least favoured? 
 
On standards students should be encouraged to find out or simply 
imagine how and why a service organisation arrives at a particular 
standard, hard or soft.  Then, in accordance with figure 5.1, p.89, reasons 
should be given as to why customer expectations and service 
performance may or may not be in line with standards.  Introducing the 
gaps model at some point can be particularly helpful in this regard.  Can 
students suggest ways of closing the gaps or must the gaps simply be 
accepted as inevitable?  Why? 
 
From here tutors should turn to SERVQUAL and the measurement of 
quality.  This is important as students may be turning to measurement 
devices such as this for dissertations/projects.  Two particular questions 
are worthy of being raised: 
 

• Firstly, how appropriate is SERVQUAL for applying across the 
service sector? 

• Secondly, how comfortable would students feel in using it and 
interpreting the findings from its use? 
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The ‘tools of quality’ section should engage the students as it gives them 
an opportunity to produce something tangible.  Tutors should address this 
section as follows: 
 

• Outline each tool 
• Provide some data/task and invite students to select the 

appropriate tool 
• Using Excel instruct students to create one or more charts 
• Ask students to cite difficulties and barriers surrounding effective 

implementation of quality control tools 
 
 
As for the quality programmes outlined near the end of the chapter, 
students are unlikely to be familiar with all the detail.  However 
discussions could develop around the contribution of these programmes 
for delivering quality in practice.  Furthermore, students should reflect 
whether the receipt of an award, eg ISO9001, Investors in People etc 
bear any relationship to the realities of organisational life.  You will be 
reminded of the much quoted joke about a ‘substantial’ sporting team; 
they look good on paper but unfortunately we play on grass! 
 
Finally, the cost of quality.  Table 5.4 gives some guidance as to how it 
can be worked out.  Does a cost of quality exercise represent more of a 
challenge for a service as opposed to a manufacturing operation?  Why? 

 40



Mudie & Pirrie, Services Marketing Management, 3/e                                                   Support Material 

 41

Assignment 5.1 : Quality : Approaches and Understanding 
 
Quality is a word that enjoys widespread usage whilst failing to capture 
an agreed definition.  For service organisations defining and 
understanding quality is a significant challenge.  The following articles are 
particularly valuable for addressing this issue: 
 
 
Garvin, D A (1984) ‘What does “product quality” really mean?’ Sloan 
Management Review 26(1), 25-43. 
 
 
Reeves, C A and Bednar, D A (1994) Defining Quality : Alternatives and 
Implications, Academy of Management Review 19(3), 419-445. 
 
 
In the first of these articles David Garvin analyses the range of quality 
definitions classifying them into five groups. 
 
 
Below is a table incorporating the five approaches suggested by Garvin.  
Complete the table as follows: 
 
 

• Comment on the usefulness of each approach for services. 
 
 

• For each approach cite one or more service(s) that you believe are 
a) relevant for and/or b) used in practice. 

 
 

• Rank the approaches in what you believe to be the order of 
importance (1 = most important to 5 = least important) 

 
 

• Rank the approaches in what you believe to be the extent of usage 
in practice (1 = most used to 5 = least used) 

 
 
 
NOTE: if your importance and usage rankings differ please explain. 
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Quality 

Approach 
Comment on 
Usefulness 

Service 
Examples 

Importance 
Rank 

Usage 
Rank 

 
 
The 
transcendent 
approach 
 
 

     

 
 
Product 
based 
 
 

     

 
 
User 
based 
 
 

     

 
 
Manufacturing 
based 
 
 

     

 
Quality is 
Value 
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Assignment 5.2 : Expectations, Standards and Performance 
 
In making a judgement or assessment of service quality customers may 
compare expectations of what a service should or will offer with what a 
service promises (in the form of a standard) and what a service delivers 
(the actual performance).  These three aspects can be out of line (see 
figure 5.1 below). 
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Figure 5.1 Standard: expectation and delivery 
 
 
For a response to an enquiry or resolution of a complaint the customer’s 
expectations is higher (shorter time) than the service standard which in 
turn is better than the actual time it takes.  Why should this be so?  Is it 
understandable? 
 
From your own experience or talking with others can you think of actual 
service situations where the pattern is similar or quite different to the one 
portrayed in figure 5.1.  Do this for both hard and soft standards.  How do 
you account for or explain any disparity you find between expectations, 
standards and performance?  Who or what in your view is to blame?  
Looking at the service sector as a whole, who are the worst offenders? 
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Assignment 5.3 : Service Quality and the Cable Television Company 
 
Customer of a cable television company receives a bill.  Usually they pay 
£45 a month for their subscription, but this month the bill is £60.  Later 
that day, they pick up the phone to query this. 
 
Customer dials the number and an automated response asks them to key 
in their customer account number.  Customer has to then find the letter, 
which is in another room.  She hangs up the phone, goes to find the letter 
and dials again.  After keying in the number the automated voice asks 
them to press the relevant number on their telephone keypad.  The first 
option is 'Press 1 if you want to subscribe as a new customer - Press 2 if 
you are an existing customer'.  After pressing 2, the customer is faced 
with several more options and she becomes irritated.  Having watched a 
television programme on Call Centres, she remembers they advise to 
keep pressing the star button on keypad, which she does.  The automated 
voice stops and she is then told she is "in a queue and will have her call 
answered as soon as possible.  All agents are busy at that moment, but 
the customers call is important to them".  Periodically the Muzak stops, 
and customer thinks a 'real voice' will speak, but again it's the automated 
voice telling them how valued they are.  25 minutes later, at last 
someone comes on the line and announces they are Mandy and how can 
they help. 
 
Customer explains their monthly account shows £60 instead of £45.  
Operator asks them to confirm all details, and then says they have to 
pass the call through to another department.  They politely ask customer 
to 'bear with me' and the Muzak starts again.  After a few minutes, the 
operator comes back and says she is still trying to access the other 
department.  8 minutes later, Mandy comes back on the line and says the 
call is being transferred to Jim.  Jim asks customer to reconfirm all 
account details and then asks 'How can I help you today?'  Customer 
tersely confirms the letter and strange amount on billing.  Jim asks 
customer to bear with him whilst he checks and customer is back on hold, 
with Muzak playing.  3 minutes later, Jim comes back to say that the 
additional £15 was for a sporting event last month.  Customer says they 
never asked for any sporting event.  Jim confirms the event was booked 
and has to have been at request of customer.  Customer and Jim argue 
for around 5 minutes - she adamant she never booked the event and Jim 
adamant she did.  Jim stresses the event can only be booked at request 
of customer and that a refund can't be given.  He seems to be getting 
irritated and tells customer 'we seem to be going in circles, you don't 
seem to be listening to me, there is no error, that event was booked and 
payment is due'. 
 
Customer asks to speak to a supervisor.  Jim says there is no point as 
they will confirm exactly what he has just told her.  Customer is adamant, 
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and so Jim asks customer to hold and Muzak comes back on.  7 minutes 
later, Jim announces the Supervisor is Mary and she will deal with the 
call.  Mary asks customer to confirm the complaint.  Customer does this 
and also confirms she is angry at Jim as he showed no empathy and is 
incompetent and rude.  Mary confirms that the sporting event was 
booked, giving the date and time, which was 10pm on a Saturday night 
and that all the account details were confirmed at that time.  Customer 
tells Mary she wasn't even in the house at that time as she was a friends 
wedding.  Mary questions if there was anybody in the house, and 
customer says only the babysitter and customers small children.  Mary 
confirms the sporting event began at 11pm that night and the computer 
shows that viewing took place and the television was tuned to the 
channel.  Mary questions if in fact the babysitter might have booked the 
event.  Customer says that she doesn't know how that could be the case.  
Mary says there is no password on the account, but the person phoning 
would have had to confirm the account number.  Customer conceded the 
previous bill from the company was in the letter rack and not in the 
envelope.  Both Mary and customer agree the culprit is identified.  Mary 
confirms that as the event had been booked in good faith by babysitter 
pretending to be customer and the event watched, then the payment still 
stands.  Mary advises customer to set up a unique password on account, 
which she does and in future nobody but she can book any additional 
programming, as the password has to be given. 
 
Customer has a cup of tea to calm down.  The call took well over an hour 
during the day at peak rate phone prices.  On reflection although she is 
angry at the babysitter, and will demand the money from her, and she is 
less than satisfied with the cable company and the treatment she has 
received.  She seriously wonders if she should change to Satellite 
Television having seen them advertising some good deals. 
 
 

1. Identify any 'flash points' in this scenario from the customer 
perspective that would have led them to high levels of 
dissatisfaction. 

 
2. From the company perspective, identify areas of service delivery 

that would fall short of their service standards. 
 

3. Using the Gap Model of Service Quality, identify which of the gaps 
the scenario above fall into.  Justify your answers. 

 
4. Using the SERVQUAL dimensions, list key areas which should be 

built into a standardised service commitment for this company. 
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Many organisations use quantifiable elements to measure their service 
delivery and service quality. There are Hard and Soft Standards as 
described in Section 5.4 on page 90. 
 
For the Cable Television Company and working with the scenario above, 
identify some standard measurements for both Hard and Soft standard. 
 
 
 
With thanks to Anne Chalmers, Napier University, Edinburgh for providing 
this assignment 
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Assignment 5.4 : Service Quality in Police Services1

 
 
BACKGROUND 
 
Police services across the UK have had to respond to change and adapt to 
a comprehensive series of reform programmes in recent years.  Some of 
these have been in response to high profile incidents such as the London-
Brixton and Liverpool-Toxteth riots and the Stephen Lawrence murder 
and subsequent inquiry.  In addition, central government and the major 
opposition political parties in the UK have consistently pursued reform 
agendas for law and order as central policy themes.  The reforms of 
successive Conservative governments and the adoption of the New Public 
Management approach in the 1980s have been succeeded by the post-
1997 Labour governments’ modernising agenda and its intent on tackling 
crime and the fear of crime in the UK.   
 
Recent legislation through the UK Local Government Act (1999) and the 
Local Government in Scotland Act (2003) places a new duty of Best Value 
on police authorities.  This duty, amongst other things, requires police 
forces to demonstrate continuous improvement in performance, to be 
effective and efficient in their operations (whilst achieving an appropriate 
balance between quality and cost), and to have in place an effective 
system of public performance reporting. 
 
Most police authorities have been active in quality management 
programmes and so the new duty of Best Value, though challenging, 
represents a logical step forward in the drive to deliver top quality policing 
services. 
 
 
STRATHCLYDE POLICE FORCE 
 
Strathclyde Police is one of the largest police forces in the United 
Kingdom.  It was formed in May 1975 as a consequence of the Local 
Government (Scotland) Act (1973) through the amalgamation of the 
seven police forces contained within the boundary of the newly created 
Strathclyde Regional Council.  Local government reorganisation twenty 
one years later in 1996 created 12 new unitary local authorities also, 
collectively, covering the area served by Strathclyde Police.  Extending to 
around 5371 square miles, the force provides a police service to nearly 
2.2 million people.   

                                            
1 This case is taken from the article by Donnelly, M., Kerr, N.J., Rimmer, R. and Shiu, E.M. (2006) 
“Assessing the quality of police services using SERVQUAL”, Policing: an International Journal of 
Police Strategies and Management, 29(1), 92-105. 
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The force headquarters are currently located in urban Glasgow but it also 
serves its rural communities from the highland districts of Glencoe in the 
north to the lowland farming areas of Ayrshire in the south; from the 
Inner Hebridean islands in the west to the old Lanarkshire mining towns 
in the east. 
 
As in other Scottish police forces, the Chief Constable retains operational 
control of staff and other resources, while accountability is achieved 
through a tripartite governance arrangement between the Chief 
Constable, The Scottish Executive, and Strathclyde Joint Police Board.  
The Chief Constable is responsible for the efficiency, internal 
administration and operational policies of the force, accountable to the 
Joint Board and to the Minister for Justice in the Scottish Executive.  
Strathclyde Joint Police Board consists of 34 representatives from the 12 
local authorities.  The local authorities collectively provide the resources 
which fund the force’s operation and, through the Board, monitor 
spending and value for money. 
 
With an annual budget of around £400 million, the force has an 
establishment of around 7,300 police officers and 2,200 civilian support 
staff and is organised in nine territorial Divisions, each headed by a 
Divisional Commander, with sub-Divisions serving the public at a local 
level. 
 
The force also has a number of specialist units – responding to the 
geography, demography and crime patterns of its area – such as mounted 
police officers, trained  police dogs, underwater search and rescue, and 
helicopter support which all compliment more traditional policing 
methods. 
 
 
PERFORMANCE AND QUALITY MANAGEMENT IN STRATHCLYDE POLICE  
 
Strathclyde Police force’s adoption of the key principles and concepts of 
total quality management began in the late 1980s when it engaged in 
strategic discussions with senior representatives of business organisations 
which had just undergone major cultural change.  Over the following 
years this engagement, subsequent early training interventions and 
quality improvement led to the force launching its ‘Quality of Service’ 
policy.  This committed the force to total quality management principles2.  
Subsequent policy statements and annual reports regularly reported on 
the force’s strategic goals, performance criteria, targets and information, 
with accompanying narratives to inform citizens and other stakeholders of 
the progress the force was making in tackling crime in Strathclyde.   
                                            
2 Oakland, J.S. and Porter, L.J. (1995) Total Quality Management: text with cases, Butterworth-
Heinemann Ltd, Oxford 
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The force also directed its attention to external quality management 
approaches during this period.  It first achieved Investors in People in 
January 1995 and, during 1994, it undertook its first self-assessment 
against the European Foundation for Quality Management’s (EFQM) 
Business Excellence Model.  This continues to provide the framework for 
quality management development in the force.  More recently a more 
balanced approach to the design and delivery of strategies and plans has 
been advocated to take greater account of the varying, and sometimes 
conflicting, needs of its different stakeholders.  The Balanced Scorecard3 
has been adopted to try to help provide a framework for the force’s 
targets across the perspectives of the customer, the business processes, 
the resources, and the development of the organisation. 
 
Strathclyde Police has therefore been an active and engaged member of 
the community of Scottish public services committed to quality 
management. 
 
 
THE SERVQUAL APPROACH 
 
The SERVQUAL4 approach to the measurement of service quality has 
attracted considerable attention in recent years.  The approach starts 
from the assumption that the level of service quality experienced by 
customers is critically determined by the gap between their expectations 
of the service generally and their perceptions of what they actually 
receive from a specific service provider.  Ongoing research yielded five 
dimensions by which customers evaluate service quality.  These service 
quality dimensions are:  

Tangibles the appearance of the physical facilities, 
equipment, personnel and communication 
materials 

Reliability the ability to perform the promised service 
dependably and accurately 

Responsiveness the willingness to help customers and 
provide prompt service 

Assurance the knowledge and courtesy of employees 
and their ability to convey trust and 
confidence, and 

                                            
3 Kaplan, R.S. and Norton, D.P. (1996) The Balanced Scorecard: translating strategy into action, 
Harvard Business School Press, Boston, Massachusetts 
 
4 Parasuraman, A., Zeithaml, V.A., and Berry, L.L. (1988) ‘SERVQUAL: a multiple-item scale for measuring 
customer perceptions of service quality’, Journal of Retailing, 62, 12-40 
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Empathy the caring, individualised attention the 
organisation provides its customers 

The original quantitative research involved customer surveys and focus 
groups in five different service industries (appliance repairs and 
maintenance, retail banking, telephones, credit cards, and securities 
brokerage).  This resulted in the construction of a 22-item survey 
instrument which measures, on a seven-point Likert scale, the general 
expectations of customers and a corresponding 22-item instrument 
measuring their perceptions of the service quality of a particular 
organisation in the service category Analysis of survey responses 
assesses the extent of the service quality gaps between expectations and 
perceptions both overall and in each of the five service quality dimensions 
shown above.  Of course, the five service quality dimensions might not be 
equally important and so respondents are invited to indicate, on a scale 
which sums to 100, the relative importance they attach to each.   
 
The survey responses allow investigation of service quality in a number of 
ways.   First, the dimensions of service quality can be ranked in order of 
importance from the customers' viewpoint.  Second, an assessment is 
obtained of how customers rate each service quality dimension on the 
basis of their actual experience of the service organisation.  Conclusions 
can also then be drawn about the focus of the organisation that is, how 
well it is performing in those factors regarded as most important by its 
customers.   
 
Third, disentangling customers' general expectations from their 
perceptions of a particular organisation allows tracking of both features 
over time.  The impact of management action on service quality can 
therefore be monitored and assessed.  Further, understanding shifts in 
customer expectations may yield important information influencing the 
design, specification and development of the service under scrutiny along 
with other, perhaps related, services of the organisation.  Finally, 
identifying and quantifying the gaps in meeting customer expectations by 
service dimension will support better prioritisation by the organisation in 
developing future service improvements. 
 
 
THE SERVICE QUALITY STUDY IN STRATHCLYDE POLICE 
 
Capturing the customers’ perspective accurately can be problematic in 
public services where not all ‘customers’ come into contact with the 
service.  The approach taken to understanding how people served by 
Strathclyde Police view the quality of its service was to conduct a postal 
survey of all 471 elected representatives (councillors) in the 12 local 
authorities in the force’s area.  Although these people literally ’represent’ 
the constituents who make up the population served by Strathclyde 
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Police, they perhaps have additional knowledge, understanding, and 
experiences of police services which are not shared by their constituents.  
 
The standard SERVQUAL instrument5 was minimally adapted to suit the 
particular context of the police service and administered during 
September and October 2004.  In total, 142 responses were received 
although 10 of these were incomplete and so unusable in the final 
analysis.  This represents a usable response rate of around 28%.  These 
survey data are given in Annex A. 
 
 

1. Analyse the survey data set (Annex A.xls) and prepare an executive 
summary report for the Chief Constable.  Comment on the validity 
and reliability of the Servqual model in this service context. 

 
2. Identify and critically discuss the nature and particular 

characteristics of public services (such as police services) which 
make analysis of service quality more complex in these contexts 
than that for commercial sector services.   

 
3. Identify and critically discuss the general limitations of the Servqual 

approach and for this service in particular. 
 

4. How might this work be taken forward by Strathclyde Police Force? 
 
 
With thanks to Mike Donnelly, Queen Margaret University College, 
Edinburgh for providing this assignment 

                                            
5 given in Zeithaml, V.A., Parasuraman A., and Berry, L.L. (1990) Delivering Service Quality, The Free Press, 
New York 
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Assignment 5.5 : Tools of Quality 
 
Cause and Effect Diagrams 
 

• To generate interest consider the causal factors for weight gain (the 
effect) an issue of wider significance for some organisations in the 
service sector (construct a cause and effect diagram). 
 

• Given the importance of employees, particularly front-line, in many 
service situations, construct a cause and effect diagram for 
absenteeism (the effect). 
 

• Construct further charts for a) lack of available tables at a 
restaurant during lunch time and b) poor student performance. 

 
Pareto Chart 
 

• What is the basic principle behind the Pareto chart? 
 

• A delivery service has collated reasons for customer complaints.  
This allowed the following frequency table to be constructed: 

 
Cause of Complaint Frequency 
Delivered to wrong address 
Goods damaged on arrival 
Wrapping torn 
Item has been opened 
Item has been lost 
Late delivery 
Non-courteous service 

12 
6 
18 
13 
8 
35 
10 

 
Construct a Pareto chart to show where attention should be focused. 
 

• The number of faults found in the labelling of bottles.  These were: 
 
Fault Frequency Cost/Fault (£) 
Label did not stick 
Label folded 
Label torn 
Label on squint 
Incorrect date 
Wrong label 

33 
48 
15 
89 
6 
3 

1 
0.5 
0.5 
0.2 
10.0 
15.0 

 
Construct a Pareto chart to show the importance of each fault by 
obtaining a weighted fault rank by cost. 
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Control Charts
 
C-charts can be used to monitor the number of defects in a particular 
item, eg the following data are counts of things wrong with a monthly 
circular, a service to employees of a charitable organisation. 
 

Month Counts of Defects  
January 
February 

March 
April 
May 
June 
July 

August 
September 

October 
November 
December 

10 
5 
20 
17 
3 
8 
12 
12 
8 
5 
1 
5 

 
 
 
The defects might be 
spelling mistakes, bits 
missing in photo-
copying, pages in the 
wrong order, and so 
forth. 

 
Construct a c-chart and from it determine whether the process appears to 
be under control. 
 

• The number of calls per day to a maintenance engineer were as 
follows: 

 
Day Number of Calls 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 

4 
6 
4 
4 
3 
4 
8 
6 
9 
10 
4 
3 
6 
10 
4 
3 
6 
6 
7 
4 

 
Construct a c-chart and comment. 
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Scatter Diagrams 
 
The service unit manager of a small company has learnt that customers 
often complained about getting put on hold too often.  The manager feels 
that the number of personnel working each day may be a contributory 
factor.  The manager decides to conduct a preliminary assessment for the 
month of September, 2006.  The following data is available: 
 
 
 

Number of 
Personnel 

Calls put on hold 

 
 
 
 
2 

20 
19 
18 
17 
16 
14 
13 
12 
10 
8 

 
 
 
3 

14 
12 
10 
9 
8 
6 
5 

 
 
4 

7 
6 
5 
3 
2 

 
 

• What does the scatter plot indicate? 
 

• What action would you take giving due consideration to additional 
data you may require? 
 

• Specify how that data may be graphed. 
 
 
 
With thanks to Robert Raeside, Napier University, Edinburgh for 
contributing to the above section, Tools of Quality 
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