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INTRODUCTION TO GAP MODEL OF SERVICE QUALITY ANDITS
APPLICATION

Ding Xiagi* Xudinca® MaMouchao®

YInstitute of Psychology, The Chinese Academy of Sciences, Beijing 100101 2Peking University, Beijing 100871

Abstract: Service is a key factor in marketing. In the gap model of service quality, there are gaps
among the service quality that companies provide, the quality that consumers perceive and the
quality that consumers expect. There are also two standards when consumers eval uate the service
quality. Oneis*anticipant quality” and the other is “the lowest acceptable quality”. The difference
between these two standards is “zone of tolerance”. A questionnaire called Servqual which is
based on the model is widely applied.
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