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Fig. 1. Competitiveness: Historical perspective.
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I Prownide "quality service” through the means of “what”
and "how".

@ Lislen to the customer.

3 Measure the cusiomer satisfaction.

@ Believe employee satisfaction and customer satisfaction
are correlated.

(& Believe in emplovee empowerment.

Fig. 2. Five principles of success in service delivery.
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Fig. 3. Service recovery(the 80-50-15 rule).
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Fig. 4. The customer value map{Taco bell case).
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- Do CS programs (really) pay off?

- What is “quality” in customer's eves?

‘ - Is quality service and CS programs transferable from one
segment of industry to another?

- How do you deal with cross—cultural prohlems?

Fig. B. Research agenda for the future.



