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Question One

Chapter one of a recent book (inspired customer service, by David Clutterbuck. Graham Clark
and Colin Armistead, published by Kogan Page in 1993) list five fundamental assumptions
which according to the authors, cut across conventional wisdom’. Of these five assumptions,
four arc particularly relevant to these syllabuses [or consumer behavior, so it is these which are
repeated below, plus some explanatory comments adapted from the authors text.

a) Customers carc usually docsn’t work. Most of the billions invested in customers carce
training have been wholly or partially wasted.

b) The cffectiveness of the service quality approaches depends on where you arce in the
quality spectrum. Companies tackling service quality issucs tend to fall into onc of the
four catcgorics.

i) Naturals: companics, which have institutionalized scrvice quality from their
sarliest days and have so inculcated service values that employees would not
consider operating in any other way.

ii) Aspirants companics, which have strong ambitions towards achicving an in-built
customer-orientation and arc determined to become service quality Ieaders within
their own market niches.

iii) lFollowers: companics, which have been forced into service quality largely against
inclination

iv) laggards: companics, which have developed such poor reputations for service
quality that they have to work twice as hard as aspirants.

¢) ‘Total quality management and service quality management only rarcly deliver genuine
competitive advantage. The reality is that quality is a survival tool.

d) There arc no such things as customers or supplicrs-only business partners (i.c. long-
term customers) and transicents (i.c. customers whom the organization docs not expect
to scc more than once.

Required

a). What do organivations have to do to ensurce that moncy spend on training is not wasted (6
marks).

b). What do the authors mcan when they claim that quality is a “survival tool™? How [ar do
you agree with this judgment that service quality management rarcly gencrates competitive
advantage.(12 marks).

¢).What advice would you give, about the significance of customers service, [or organizations
customers that arc principally transicent. (12 marks).



SECTION B: ANY TWO QUESTIONS
Question Two

a) Consider a qucuc for a scrvice which you have been involved in recently. Critically
asscss the methods used for handling the queuc and show how these may have been
improved. (10 marks).

b) The management of consumer waits and customer participation is particularly
important for service [irms? Why is this casc? (10 marks).

Question Three

a) Scrvice failure is quite common in the service industry and has strong negative impact.
Suggest strategics which a fast food restaurant can cmploy to recover [rom scrvice
[atlure ( 10 marks)

b) Consumers vulnerability within the service is scctor high. Why is this casc? (6 marks)

Question Four

a).You have been recruited as a consultant by a marketing rescarch organization. Your
first assignment is to give a presentation on the different methods of investigating the
service quality. Draft a document, on arcas, which you will cover in your presentation
(12 marks).

b). Discuss the recasons why quality has become an increasingly important issuc in service
marketing (8 marks).

Question Kive

You arc cmployed as a customer service manager by a scrvice organivation, which
supplics cleaning products and scrvices to commercial premises. Your Managing Dircctor
has asked you to prepare a presentation for junior marketing recruits explaining the
extended marketing mix and how they address the challenges presented by the unique
characteristics of service marketing. Dralt a document, which details the arcas. which you
will cover in your presentation. (20 marks).



