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# # 6488020022 : MAJOR TRANSLATION AND INTERPRETATION
KEYWORD: Terminology, Marketing, Services Marketing
Nutcharee Panittanasin : Terminology on Services Marketing. Advisor:

Assoc. Prof. PRIMA MALLIKAMAS

This special research is aimed to present terminology on services marketing
which includes terms related to services marketing strategy, service quality
measurement and The GAPs model for service quality analysis. The objective is to
study related theories and the methodology of terminological work. The terminology
on services marketing will be beneficial as a reference document for experts in this
field, students, marketers, translators, interpreters and for those who are interested
in services marketing subject. The research is based on theories, methods, and
principles of terminological procession proposed by terminologists. This study can
be divided into 5 steps: (1) Defining topic, purpose of terminology, scope of study
and target group, (2) collecting and studying information related to services
marketing and methodology of terminology, (3) compiling the corpus from selected
documents and extracting terms from the corpus, (4) constructing the conceptual
network from the terms in the field of services marketing, and (5) preparing extraction
records and terminological records, and providing definitions and the term

equivalents in Thai.

Field of Study:  Translation and Student's Signature ........ccccceeeereenne
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Academic Year: 2023 Advisor's Signature .......ccccoveeennne.
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a

3. Foumilasunsanaw (Published) dasalundadayanimseadudauninlafunig
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6. {8 (Author) deyarisdanauaingidew anntiuvieesfnsniaAN@aaTgy
y v dn e . Y 4 A 5

wazaaNiluszdunldfunisuaniuluantananizidy 9 iieadini1deiesesdeya

7. daiiaasq (Factuality) dayantiunldiudesnasaulsdnduaie Tnsatunsn
a 2 ¥ 1 A s dll £
Waswann deyadiae nquuliunng vseaniunisninisaeans s

8. Anwnizlan1Eny (Technicality) AdvdayanilsznaudotsaunanIzng
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o
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11. an1un1sad (Setting) Aasdanan1uflanniualsdsznausdaaaniunisainig

al

' '
a o a

@0an39a 3 anuniend leun ns@eanssendwii@ana oy iudienancy nsResnsszuineg@atnny iy
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12. viada (Topic) n1snnuuariadatiuassiaeuanndaay iwalipdsdayanim

1sznaumnLfUNTNdeAARaT LT Ta NFRIN13ANEA
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uananinusilunnsaeadsdayanimuda §adeasiansouenansildlunisindszuna

Anyf Tneutienanitu 3 Uszinn Cabré (1998: 116-129) fail
1. lanan3d9as (Reference Materials) Aa tanansi idayanaliuesaineniznig

A Py = A ad > o = > ¥ a
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¥ 2’/ dl v o [ IS o K d‘ 1 o o s [ v
AHANIUNALNLINUANN Tmugmmummuwnwmem\mummmqﬂimqﬂ @Quiﬁﬂ;’mﬂﬂi‘zﬂﬂﬂﬂ')ﬂ

a

I3

W (Entry) NunaesAnsd (Source of term) Uszinnnislaannsal (Grammatical category) 281117
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3.4 tuindlayaAnnnu (Query records) iiluanansildannnisiiuiindeys
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3.6 NANNAIINSAEWIRNIZEYIIINATedayan1e
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. 2 . Ho o o e ded avy 2 . Y
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WatlenaasdAnyiiuAduianNLanfAfeail WnianimanevinuaelsAnuuani1eluniz[nLun
Anvfaananan i Cabré (1998: 137) leiauananinmuailunisdndandwiianizaianlidmiuyana
Plaildduddananyluaiatiu o nevdninausifanatadszneudas

o & o A aa % ° o o < o o A
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7. ﬂ”wvﬁ'Lﬁmmﬂmimmmqrﬁi’wmﬂﬁwzﬁmqwmﬂuﬂmeuyinﬂuﬁqﬁum
8

. At luusazn R anezluTiainemiauiu
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Pearson (1998: 130) felaldinauailun1sdanndnyian 2 dsznis Ae (1) n19RA11N

PINAUIN naNAe WedlnisldAmtnA NIz (Definite determiner) i the, this, that

4

AuNtinaiduAuniall widrdAut e un 1T enny (Indefinite determiner) 14 a, an,

any, all Aunusanaasinaziudnt (2) n1sldAtia@n1enie (Linguistic signals) 1w be called...,

be known as..., the term... nanaRe AnviazlsngnaaAniaTfngnn

2 o o a

gRdeafiunshsdmiianizanadstoyanis Ingansandwinuaiauuazndninneily
nMsuLe “AnWs” uaz “An” Anananndedu sandeanAumnnuianainisaanatsnisuntaalunseuaunig
=2 o [ 53
NTANANYIRIY
=g @ L ¢ a
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A w@;ﬂ@mmmumaummiﬂu

1. Wdaniaridi Word List lilaa@519318n13udnsmanudaasnn (Word Frequency List) Galu

NITUARIANDTRIRUIUATINANENS ] UsingTusiaunainiiannn 66 uilndesya sau 98w 855,965

A TaepnnnaRET T st s nes Anvidnua s ivajun 9 lunnstszuaana uasinnasmunls
LanaualAE BeadFUALAINLE (Sort by frequency) %Q‘Emﬁmuimyﬁ’]'ﬁ'ﬁmw?{qwuﬂuﬁwﬁmww:
malugnaAT i ° (Cabré, 1998: 137)

2. MANLAASLHEMN (Content word) IneiinousiAnLaanan Landian lEun (1) AvuAlunIg

UsanguInndn 500 A (Min. collocate frequency) (2) disrtutauslidifades (Hide words in

' 1%
k3 o

file) 1w Am1elaensafean (Function word) i a, the, other iufu A1fldineadasiuiiand

o

N1TAAALINIT LU vol, et al, www ufu (3) saum1g113dae iU 11U Service/Services,

v o o

Customer/Customers (4) Aasaanesildlaaunuiadlldtuur ldunasidudnhaniznng iy

o o v o

A o co = o v o & =l = =1
INWT t, U, V IHANIUUALNTUTIANNANT A lfldAuanailamniau UAMNOZIGR 15 77en19m9Y

a9y A AUAvRIA
1 service/ services 17,705
2 customer/ customers 8,489
3 marketing 4,337
6 management 2,373
7 quality 2,238
8 business 1,562
9 employees 1,420
10 value 1,410
11 satisfaction 1,396
12 consumer 1,083
13 loyalty 991
14 process 992
15 product 914
16 price 905
17 brand 898
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3. mAsngdan (Collocation) iasanisunsn AntConc Hdadnrin A aunsansldianis
o c al [ 10 o 1 o ra} . 1 i’/ :'/ a o
Anvitaeg waidnwsildannnag lugdnwyiiaan (Single word term) wintlu ungafsanainainnislsyasan
(Compound word) #7aiinanAININNdUTaAN1T98T (Multiword term) (Wright, 1997: 14)
patiuasldWaridn Collocates anrAndsngdan taatnAlusianisuanspanuiaessn (Word
Frequency List) 8niduasssulunisAum GeinnsseAinisdumasi (1) anudlunisdsngeting

'
o 1

ot 99 ASY (2) TeUiIANITAUMIATAUNTILAZ AR 1L/1R ann1siszanana (3) nuuanis
AUMNAnE38 Sort by Frequency (LR)
FadeAlsngiannifainAniaNnge i n1siA1dn Service i ldlunisdunnilsznay

funnsldudnnng Wildcard asinnsaznamnsail Servicefe,es] inlilauanistlsznaana i Services

marketing, Service quality, Service recovery, Service delivery

4. winsdunguan (Cluster) TagldWari Cluster SeilinusinisAniaannguan aa (1) Aaud
Tunistsngedieies 10 AT (2) ANETRINgNAITIReINITAUMIetNeTee 2 A1 (3) Auuanng
'y ¥  aa | o | .
AUMANERT Sort by Frequency nguAvnaula i Loyal customers, Target customers, Service
encounter stage, Service process redesign (s

5. fa1TuFaLeTN1enTEn (Linguistic signal) Tael Person (1998: 131-133) lauustinAnwiad
NN 113 termed..., called..., known as..., refer(s) Wusiu ann1sduAuAleAsInane nn i e

AaReng L

o 1 éj = ¥
AIUIY Nan1IduAU

refers The “moments of truth” metaphor refers to customer

touchpoints that can make or break a customer relationship.

termed In theater, the invisible components can be termed “back-
stage” or “back office”, while the visible components can be

termed “front-stage” or “front office”.

called A good blueprint identifies fail points where things can go
wrong. Fail-safe methods, also called poka-yokes, can then be
designed to prevent such failures (by both employees and

customers) and/ or ensure service recovery.

known as Dynamic pricing, also known as customized or personalized
pricing, is a version of the age-old practice of price

discrimination.

6. nsAnaanAnlaadeiuinousaay Cabré (1998: 137) andiviu (1) Awviidunguanvizana

\iu Service quality, Service recovery, Service encounter (2) AWyTANENANNTNVENRINGNAT
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AMNUNNLLINAUNL LY Revenue management “salsananasng Aa Yield management (4) Anna
o ala o v | A o Y &
AMMHANMNUNIUATINUIN LU Front stage HAMNTUH A Backstage
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Specifically, revenue management designs products using physical and non-
physical rate fences and prices them for different segments according to their specific
reservation prices.
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Dynamic pricing is a pricing strategy that uses price variations to align
demand and supply over time.
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CN ‘ Concept:

Feature:

Conceptual Relation:

Extraction:

]

Synonym Term:

FEEEE

‘ AbbrEViation:

‘ Grammatical Category:
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22 o

1. Entry Number #a iﬁzﬁﬁ‘izuﬁ’]ﬁuﬁmmﬁwﬁimﬁ RapnuuaLdufadnetia CN e
11910 Conceptual Network wazanusieauunaae 3 wan lagFeaansuain CNOO1

2. Concept A da3enuaslugin

3.Eng Faflusidenas English Term A Fvafmma”qﬂqwﬁiﬁﬁﬂﬂmiuﬁﬂﬁimmzq
svadneB annaesdnilslundudneine

4. Feature R AnwnuzwranuaNtiAg Ay raentuimd Iaatsnainuduninuly

R
©

ARITD

2

ANNEN
5. Conceptual Relation @@ LqugﬁLmmmmﬁuﬁuﬁ’a‘wdwuiuﬁﬁﬂﬁﬁﬁﬁqﬁuﬁnﬂq
funTuisEuluszy
6. Extraction A u??wﬁ'ﬁwm’ﬂmﬂgiuﬂﬁﬁmﬂ@mm TnsissysvadedafinnasdinT
I3 lusadudnaring

o o R (s v &

7. Synonym Term Ae ANYAR AN e ndauiuAninnnastuines Nuluyisl

U

¥

Wiy arwnsn ldunuiuls LL@zLﬂuﬁwﬁ‘?{ﬂmﬂg‘luﬂz‘u”ﬁw@mmLfﬁuﬁu Tmm:mﬁaé’w%ﬁmmm
Antldlunadudnasing (813)

8. Abbreviation fia FdagesiiiiiiduTufines Tanszysiadredefinnasdnsily
Tunadudnaing (d1H)

9. Grammatical Category Aa UszinnnnelaannsnfuasAwit i Verb, Noun, Noun

phrase, Adjective Lilusu

[ 4

L=l v
5.2 UUNNUBYAANN

A o o o= 9 o rd’j ¥ . = ¥ ¥ > ' A o o

Wadpyintunndeyadnyiiessis (Extraction record) FeLiaeuas Tunaufant Aa N33R
o K v o o . . d! ij/ v dl ¥ ° o o
tuindeyadnil (Terminological record) @viflunazasdunaugainailfainnismidssunadniianis
an17311 Tunndeyadwiiudavinavantiuindeyadnwiidesdu fanisinasideyauazdnszuunis
aneANviusiazAeNNIRIgIusTAUaINaTeInsTuinAwiliven 91U e usie

\Wasaniiuiindeyadwiduainuaiatszinn Cabré (1998: 123-124) asldutianiunindasys
Awveanilu 3 Uszinmanudngilszasduazaneniznisldam Al

1. fiuiindayadwiniwidga (Monolingual records)

¥ o o

2. TuindeyafmiinmnaanfenaulaiauiAse (Monolingual records with

al

equivalents)
o K ¥ o & Gl o K ¥ & e
3. dunndeyadndiaesnrmivsetunndeyadnyivaranien (Bilingual or

multilingual records)

o A

Tunsdnrindszuaadnrinisnaiatinisi gadedenldnistiuindayadwilszinni 2 vise

o K ¥ o [ a 1% o = = o K k2 o [ v 2 o 1 d’l
Uuﬂﬂﬂl’ﬂ?;{@Fi‘W‘V]ﬂ’]i:f’]LL‘]FJ']W?@NF’Y]LL?J@LV]EIUL@H\? Tmmuuwnmmﬂ@ﬂwwﬂixﬂ@ummm@zmmmmiﬂu
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1. @i (Entry) An dAwvinuluadstayantmuaziiunnAwitiuluglins iy We
Anvidangidusiunn Wiuiindasgiiennail wedwidsnguduainien Wiuiintaeldidu to

a

o o - ° ' ° Yo R o o o o
ATUNUN LL@zLN@ﬂT’]ﬂ{]ﬂWHWNNWﬂﬂQ'} 1m0 slm.lumﬂmﬂmﬂmLimmumﬂ“ﬁmu%\‘i

2. unaaTinnaasAni (Reference of the term) Aa lanansniAwiuLangagass

o o

TpEN17uAAILNAINNIATALUN IadsILa NI dl 1w AR nueTusRaviTadtuanmal ivan1s 1w

A5
& . A o &
3. Uszinymnalagnnsad (Grammatical category) A8 N17udnIlszLANUBIANTAIN
o & o a ° =3 A o 1 dl @ v ] A
mﬂ”lqmmm'ﬂmmmmnqw ‘Eﬁmmwrﬂummea‘@mﬂ@mmﬂﬁqumunmﬂim Wiy noun Vi3 n. ,
intransitive verb v38 vi. , adjective wi7e adj. \Jusiu
. y

4. sauindaya (Subject area) A reundayanAniiudngey Tnedulavis

al

k7 0'/ ¥ ' v ul/ A k% ] ¥ 1 d‘
saundeyaiall seuwsdeyateslvreundayaiall vivesevandeyades luaeuandayatonan

1l

'
ol

5. feuvraLiun (Definition or context) Aa N7a3LNAAMNNNIAIRIANYTAR
AL ANY AN TN Tmﬂﬂiﬂﬂg@fﬂugﬂﬂiziﬂﬂmmmdLL@z"l%’nmwzﬁumqmﬂumﬁﬂ@w du
a A o A o a B\ o o = a ~ v
13UN AR TaANNNRANNTARRIUNNIEELNEAMNNUNIEIRAN InaAnaan 1 09 2 Usunivauans 1
< 1 o r%’/ al v a ?a// d” o a ai o Yy a %’/ AI 2 a o ¥
Wi Anyiiudnnsldeuese viall Auauaesuiunfiinun Idanedeiuaunsaiin s wnianeniznisld
UANNINNGT 2 UTUN
6. Anye AL A N9 (Equivalents in other language) A Anyinne

ﬁuﬁﬁmwwmmummwnu Tmﬂmﬂmmwwmmu ANIYNTH m@ﬂa‘vm@ﬂww@umu hRCTTLY

]
o

LLWZ\NV]N‘H@\W{W Nmmmwmﬂmmmqm NQ@E@WNW?ﬂﬂqﬁuﬂﬂqﬁWVILV]EULV’]E\?‘H‘HN’]L@\‘illﬁ Eluﬂ?tﬁ
Ao e N Aa i a ey N o e
‘V]ﬂ‘W'VIL'V]F;I'LILﬂﬂ\ﬁ’lll’ﬂ%LﬂN?NVLNLWN’]?.C@NM?@FN“LNNW]‘J‘UOJOJWWLLQ

o A

7. n1781989AnaulugnnRaa iy (Cross-reference) A N1TuanT ALY

o o

ANANRUTTENS ﬁww’ﬁuﬂuﬂwmuwﬂmﬂg’luﬂaym@ﬂww TnednyiauRAnautR 1w udned

o o=y

ponsvneIndlAeai aransnldesunaanaiin s oAy sisetosidenTaeanuduius fud iy
Tugna13 R anfeeneml AmReIANUNIY (Synonym) AMNRANUMNNaRedN (Antonym)
8. dayas un1sdAnstiuin (Management data for the records) Aa N9szydasa
Y ar o o K o d‘ [ o ¥ o 1 :I/ b4 o v
1a95RnYINTuNN Suuazinadanni Iaaldiienatsmaiduniisenay wianscysiaraaenansii
1AL
9. faiauauurdu 7| (Miscellaneous comments) A2 n1suansdayatNuANAIN
Y P = o A o [ o v
wiasdayaauuenmiaainaauniiin daiepdsdayanim
10. sWiaAniuLamaannue (Status code or label of the term or record) Ag %H@ﬁ
] dl A o ri’x | o o=l Yo v v o rs:llzzl s rdl
uaAgANINTRNRBI AN i Awilinnsldiulusandrauazldunnsgau Awindinisangl Awinise

en A o ey Ay o A a
NM7AUNA VT@ﬁW‘VW]m@Q@UﬂuT@H@LWNLmN 18
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dl a o s a 1 dl o o =K ¥ 2 °
LN@WQW?M’]QMQ‘]J?Z@\W’]LL'Z\]Z?’]E@ZL@EI@W]\? jmu’mﬂﬁuﬂ’muuwnmw@ﬂwm AIAERANIUUNN

¥ o

P4 v X
VRHAANNTUATNAITINATUAINU

TR Eng: (source file) Thai:
Grammatical Category: Subject Field:
Definition:

Illustration:

Linguistic Specification:

Cross-reference:

Notes:

SR EEEEE

o

1. Entry Number fia sWadmiuszyasuinaesdnsiluiuindeyadns Inafadaninuai
Findnmstia TR Tennan Terminological Record WazmINAenuneLad 3 an (Faeainuain TROOL
Tnaandunvesdmwiluiuindeyadwiaziduaduineaiuluiuindayadnwiiiesi

A . & o o o o v o & N o emd o
2. Eng vise English Term Ae Awvindanguinidmenuiuiml lunsdinuluimilzesen
LR 2o A Ao A o = e o o =2 9 - o  emla o )
wnndnils Thindeniaondgegasntiunndudnivan luiuindeyadne wazdnwimiaaundesnd
Wduntuinluges Linguistic Specification Iagfedudnsiiiduaiiaaninuvuig vize Synonym
Term nasseydniazilaudoagilifnaiunuansludaundeinasldauase uavszysiadedeans
1 dl < v v

unaanun i luradudneine

3. Thai ¥38 Thai Term Ag AwiideuAealun 1z ng

4. Grammatical Category A Uszinnnnglagnnsaduesdned i Verb, Noun, Noun phrase,
Adjective
5. Subject Field Aa WwatayanAwiiulsngey dealifldnudnladdwitiueg luon eg

a

6. Definition A BunresnlwimilszutanianauanruzresnluiAdnunlsnglu
o =K 2 o I3 dal’ 2 A 1 v ai 1 d' A o ¥ d' o o '3
Tunndeyadnwiiidesdunsaainuuasdeyanuiidene MU NLanIAI udNNUs
sendnadmwiiuatuie Inesialuindsngluglsylanaanudan

7. lllustration fAe fstenislddwindang luadsdayanim Inedndenainusuniileng

1 o =K £ o e‘d” 2%

aglutiunndeyadwiiilassiu

8. Linguistic Specification g ﬁag@mammgmmuﬁu I AMTWEIANYNNE (Synonym) AN
AAnumanensadis (Acronym) Atele (Abbreviation) ifusis

9. Cross-reference e Anvaunlsnglussuunlwinduasinonuidanlaaiudwiuan

o rdld ¥ ! A ! o rci v o o & o ¥
ANYIMAANMNNENINNNINYTALANZAINIT ANV uNadNsanANIMAN (U

42



O A a v - a o & v v Y
10. Notes An ‘I.I’ﬂﬂ;llﬂLWNLﬁlN‘lI’ﬂ\‘iﬂ’]ﬂ‘ﬁ\‘i’]uﬂi@ﬂ’]i‘@ﬁ‘]_l’mWJ’]N‘MN’]EM‘W‘V] i Tasnidulunnsld

A 99NDeTRINIAF

5.3 ReNULazRANINUNNISRIgUTeNu

Twiadeiilsznauseiiiani 2 471 Ao ReNNWATUANINNSINNTD e WANTENN

5.3.1 {gnu

ANTNNETeIlEN NN Ae T URANNAne Faee1eitis Sager (1990: 39-48)

' '
a A

aziyd e Ae Aefl@enTasszuinedwyitun tuiimd mafusnspomduiuaesaluiambing 4 Soud
AasATuARA AN A ATy uesNTuiFd (Essential characteristics) laatinensudou LAzl oy
Qm@”ﬂwm:ﬁ'LLmﬂﬁimﬁummmiuﬁﬂﬂﬁinﬁlﬁmﬁum (Differentiated characteristics) Fattunsfinuua
ANTENN AR NITLAUNNTINENaAANNUNIEAINNNIRANT AN iaas Tui AR e dyAnHainienim

NIMTFIU 1SO Ansianunauunigvesilentilu 1SO Standard 704 (1987) dnaiivlu
Cabré (1998: 104) 1391 fignu Ae mﬁ‘:qmmwﬁwmmiuﬁﬂu“lmuiuﬁﬂﬁwﬁq TaaNasuIaIN
@mﬁnwm:Lfawwﬁﬁﬂﬁ’uﬂﬂuiuﬁﬁﬁuﬁq@@nmn%nmiuﬁﬁﬁuﬁ\ﬂﬁ LaziamLie M fignsnsauAN LY
aanls ﬂizmaﬁwﬁqzﬁ@mmwmnﬁ@ﬂLﬁﬂﬂmﬁuﬁuﬂgﬁumﬁwumﬁwﬁmuﬁfm Henugunsaug <
aanliidu 2 dszinn Ae

o

1. Intensional definition Aa ABanAlsznaufegMAnEUialauin ML

Q

| v
o

RNITIANZAY NANMAS FNAINNIeTUIs ANz IasnlWwiAiaAudugendn (Superordinate

A A P o edo o | = = o a PR o o =
Concept) V?@Nﬂqqﬂﬂmqﬂiﬂ@Lﬁﬂ\ﬂﬂuﬂtumﬁumﬂq@\?ﬂ@q'lﬂ\‘iLL@gmﬂq?ﬂqﬁumuﬂqNLﬂumL?ﬂ‘ui’ﬂﬂ RN

= o Ao gy o o e o ot .
@ﬁmﬂ@manwmumuwwﬂwiumﬁuuummmmuu‘ﬁumﬂu@u iR

Lead pencil is a pencil whose graphite core is fixed in a wooden casing that is
removed for usage by sharpening.

aniseloatiuansliiiiuatianunareauannuluimiandugendn Aa pencil ivauan
anmauclnandnaesulwiad dsznauiunisesunsdaneniziannzsaeylsclaandn whose graphite

. P o edo o PR o ol
core ... for usage by sharpening. WauanuluwyiAnnIasnatneaananuluyiAliay

P

2. Extensional definition Aa AfauiwansliidudenluiAdintaauanwaundn

(Subordinate concept) @vat|lfnlwiminnidsnaians ldnisiinunABanuansuziisaiialy

AMUUAANDENNLUL Intensional definition 161

Skyscrapers are the class of buildings that contains the Empire State Building
in New York, the Sears Tower in Chicago, the Shanghai World Financial Center, the Petronas
Twin Tower in Kuala Lumpur, and others also.

43



o ] ¥ v o =3 1 o a sl o 1
AnFaat19tn9il dunaliugn Allennees Skyscraper l43nenfa2e1981A1949
PR pp \ \ . I i % va a
sy NNTALAEN BEiNNLt the Empire State Building LW@SL‘MQiﬂﬂﬂi@ﬁwﬂiﬂ@umuﬁﬂﬁi‘ﬂﬁw Skyscraper

% Sy o eala )
ﬁnll]lﬂ Iﬁﬂ’ﬂqﬂ’]ﬁ@\ﬁ‘zﬁqLu@’]uﬂ@Lﬂumtumﬁumﬂﬁl’ﬂﬂmm%ﬂuﬂqq

1aNa1N1W 1SO Standard 1087 (1990) #14Dielu Cabré (1998: 104-105) £ial#sey1341 A
Hensfunisusseneslwimilazesunanuansuziauesn it vin liusass Tuipdlussuuaiy
o e a o :I/ 1 o o o a U ac] é’ 1 U 1
AR LTLANFAAY N3ANMUAANENAReRaN s RLNeenLTW 3 Uszian Tun

1. Linguistic definitions As AlanunszyanizansniziAuaaantuimiivingg uaziiuy

. . o 4 - o o duy
AnmouziiunanunsuenyliAniaaanainany liruilala

2. Ontological definitions Ag AReNNeTLBANHUze9N AT REgATUEIL Hadnsou
AMeuanwaransmiznfely dAnEuseNIzIAUTALasANEULLETN At Ntssinnildnnuluenans
szinnans N

3. Terminological definitions Aa AlaNatL aan Uz lwiAlet1vazBan Tnel

Wun198s LY mmu,mnm"mLL@ziaiﬁqﬁqﬁqizuumqmmm@mf V’T’Waﬁ’]llﬂﬁ‘ZLﬂV]ﬁﬁﬂWUIuﬂ’]ﬁ‘ﬂ?i‘Lﬂf-‘_l

wlusFiresanigenie

Trimble (1985: 75-82) 819nalu Pearson (1998: 98-100) agu1e1441 nnsfienuutiaeanidu
o0 a ' . . ey . 1 A v = o o o o
AHanuLULNNe (Simple definition) nanqAa N ldssTaaanNIRLIE I NSLATMUARINUNNE WAZAT
Heuuuududai (Complex definition) na1adAa n1sldiszlamnanudanlunisiinuananumrung A1
Tenuuudeduudeaanidy 3 daarfu laun
1. AfANNUULNINNIS (Formal definition) a5sauanndasya 3 szinn Teun dnsf
(Name) aduduaasdnid (Class) wazaanuuansing (Difference[s]) 1A INAMANHOUZLAUTDIANST
TagNansufFauauiudniaauluadudunaanu anfiautlssnnilazuandaganianianin

o

v dl Q;d 1 Y 1
winuwazdselamndAanis 99y Wi

An anemometer is a meteorological instrument that registers the speed of
wind on a dial or gage.

anndaatrsdefuntsisnudnilsznaudoadayans 3 dscinn laun dnwsl Ae
anemometer aNALTUIRANT Aa meteorological instrument WaEN1IABLIYANNANALENTT L
dayanaaiudnglszasAnisldeuaesirsesiiaaiinil Ae registers the speed of wind on a dial or

gage

2. AnfignNuuLNanIenIg (Semi-formal definition) a¥19auaindaya 2 dsvinm
Teun AwiuazmnuuanssaasdnynasdnsAuAwiAnay

An anemometer registers the speed of wind on a dial or gage.
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andeyadnesulsznausmadny G9he anemometer uarn9eBUNEAMNANNTALTEY
' dll A d‘ o < o Y VYo ¥ =< o o o dl o 4 o [ dy
duduiezesianldlunisdnmnuiian vin g fuansdnladenudn sz d A ivin liuandwviAntean

o omt
RMNANNDL

3. mfignuuunlinienis (Non-formal definition) afsiuanndaya 2 Usvinn laun
o I o o a o - a Z// = v a o o e A d’j v @ o 1 A o o
ANVLAZANUTANA ATVTaNATUaNAlANNUNNE INALAENALANY UTaaNAT LLAUANHIULIAUATAZ ALY
uedsenig Inetnsudainysing luglaeasmniasiuuniemieu (Synonym) i An arachnid is a
spider.

Twneadauuuududaudunisinafeuwusdiraunaaaanu Tnadawlugdn
o o a A D) 2 a P
wAfgnulssinnnianisvsafmensnasyydayaiiain Toun
1. AnflenamszyRauly (By stipulation) i @01 Ju081 WiaANUNNE
2. AnflenuisryisUfiR (By operation) i T8n1saeni@enedtyauy
3. AnflgnuAszyAIeTUNELWNLAN (By explication) wiu nnslddayad

= ey N o
wanwileaniliszylFludenuman

5.3.2 yaninnusinsdig Al n
Cabré (1998: 141) a3ue1d91 n1sd@eumlany Ae nsruaunislunisuen
pramnefoedydneninnnmiifadlesfudnenizniauen auani sufsaeueses il
uluieinile Adlenuindeudulneldilsslonaandausazitamenaaumanzeanalélu 1 Usslan
T,mjmwwmafurﬁf@ﬂm@mfnum‘ut’w’qumﬂmau‘},ﬁliait.l,a:ﬁmmaﬂ@nﬁwﬁuﬁwﬁ W luNsL s uAN
Teuiaaeiu 6 Usznng (Cabré 1998: 141) Fasialalil
1. wansiapnnuunnsinsasluimfinddnu fualuwiafby q dflaumune
Indideau feanaduntuwimBegluanadaaiusiesieananils
2. Hanupdraadeiugduuuinluniadauan e e iuimiluanamaeiu
3. dsrnaudaspnidnnizdfyyniaznisesn iwialifianisisue ausune i
lapuasuioun
4. uanspnuduiusazwinan luiminddnefualudieding o fegluanania
Ry
5. d@enniid W nzanunguiiuans
6. mwf@'ﬂL?ﬂlmmifﬁmﬂmﬁmmﬁmﬂaﬁlﬂimgiuﬁwﬂmﬁisifiﬂLﬂu
uananntudeiinisauandninnailunsdausniiena 14y 150 Standard 704 dndasdes
Principles and method of terminology (2000: 17-20) Fasaluli
1. fanw Ae msugnspanusangesa e llldnsnanienanamanaesiiitiun

dsznauiuineaiedwi faetnaidu Coniferous WuAnwimuinudaningddwiiudo daonumnngdn
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bearing cones Aatiuaslimin@aua1tianudn tree bearing cones Wszilun138TUNIATNUNNIAFS
o & 1 = 2 a o 52 o 1 di Y Yo < 1 =2 v azall
AndT uilAas T uAaenIsas U ANRaan1suanansuzLAn e e 1wiunand nunafsulda

anwnzaesluadadin A9laAlunudn tree with needle-like or scale-like leaves and exposed or

naked seeds

[
-

2. ANHIANANRUT Iz NI N LA

¥ ¥

~ o °o o o o ol A Al
Neaenienmus AN UN AR WA TR
wazaF N T AF A UsIUNa UNA L BN suAN TN

3. Tunsalniinis@swAtienuresn iuiAiiununnsguanauazAlauiadu

¥

gneesanysnl awnsndnAausananaun dlaiun wininilapanlianysnd arnsouflaisen

a

Henuldmuanumunzan

v

A o & = o a oA ° ¥ o '
4., Lﬂﬂmﬂq?@?qQ?z‘UUNIuwﬂuLL@zﬂqﬁ‘Lﬁlﬂuﬂquﬂ’]N@El'NNﬁ‘Z']_l‘U ’Q']Lﬂum@\?ﬂ’]ﬂumqq

o N

Adladuntwimiivugung

o 1 v

alu niuedanderasuazidnlapuninaiuegneuuds e lddunlu

v
o oo

firisamulunnsesueN luiFRY

5. HeunAATLA WALTIUAUAN L ALIR A AT WAL ANLANsNeTEndnanTy

v 1 o

Arilaiuanuluimivils uazaimnsnesuneaNduiugresn uiaibng o Tussuuldacnedniau

=

6. Nenudasaaanslapnuleduasnem dunarnszdu andulunsdinddayasiilum

al

Aessryiteasunaamuanruziantzaesn Al Asaruisadaua e nuuududeuls doudaya

dsznavau - Wininldludeswiasaniadwd (Notes)

Lead pencil: a pencil whose graphite core is fixed in a wooden casing that is
removed for usage by sharpening. NOTES: To be used for writing or making marks, a lead
pencil must be sharpened at least one end.

¥

¥ ¥ < oA = o a . 14 = ¥
anisyloadnedu aziiudidnis@iauantdoinaes Lead pencil 14 uaziinnslidasya

Y Vo

WinAnus ldldanwaeddny Asdnnseyldludasinasanisdnwe inavinidiuansdnlanTuiadiu
2%
UINENAIU
7. Renunilalanazldlunisesunsnluwirilneamingy Tuaosdauiisnuaeanlui@ml
A Y Ay a o = P Iy o & A a9
ausanday lunstinAeeniseiunadneuray o Winen avsafentuialludaunn veeiudeya

sanana 3 ludesdayaivamia

Lead pencil: a pencil whose wooden casing is fixed around graphite, a soft
black form of carbon.

anFaeene dunmWindn a soft black form of carbon MnuinAvaNaA YU graphite

v
o o

=S i o = o o a .
satiuas A @eusmuiuaiiennaes Lead pencil

v
o

8. NadauAtanNiuInanaeadayaninaavan woizaean uiA Mot lua Audu

U A <I) U | = o a [ o . 1o ¥ ' . A
ANIUTOAINGN LU N19lsuAtaINaeadny pencil Tdadusesszydniu Lead pencil vise
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o

Mechanical pencil winz pencil \unwiAinA A MNn8nd19n97 AiUAIAToLAGNNTWTIAIRS 2

o rallal ! 3
WA N AN NUNNEAIZAINITUAD

Tunramseiudau 1SO Standard 704 (2000: 20-22) la3lFidunenisidauariaudla

winnzanld 3 anwoue sasalilil

1. fgnufianau (Circular definition) A N1ssANYITadIuuilaesAnsTun Idagune

o oo a . X ' v R o Y , o

AMNINNEaIN T AL ae9 ngen1slen ludnwairiinedlunnsnaitenaneiy Inadn i daugae 15

A3esuneN WA aaetalauy faduianunlianiuaastindaneaizianizaesn i lauluianila
Wl lunsd@isn warlipnstinanldnisFandanlwiriautalanulnaiAsaiuunld by

Tenufianau: (1) virgin forest: forest constituted of a natural tree stand

(2) natural tree stand: stand of trees grown in a virgin forest
Hanufmunzan: natural tree stand: stand of trees grown without

interference by man

2. Henunldanusal (Incomplete definition) Aa n1sAMuAAIReNaeN WA

U
|

Y a A a Ad o a Y a = Yo a Ao v o o ot )
nwfulivdauaufiull TunsdinAfianundaniy wnsdanasliaesureiiudeuiunluimbu dou
TunsainAfanuueuiull wunsdanisldmesunen linsaunguiednsusisunnaasn el Aaiuan
a =i - = = o ] o v > S A a v
Henunanysniasarasuneiedaneniziduaesnwimildad wasudow FeuGaelianulieglugllsclan
nlamuanysnl Auuaznszdy Assnatindu Aliennaesdny Mechanical pencil

fenunndraiulyl: writing instrument composed of a barrel and a refill

Henunuauiuly: writing instrument composed of a barrel, a lead refill

and push-button advance mechanism
Tenuunzas: writing instrument composed of a barrel, a lead refill

and a lead-advance mechanism
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[u nstennIwiFaes Deciduous tree

HennlugUifjias: tree other than an evergreen tree

Tanufmunzas: tree that loses its foliage seasonally
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wiw Henueesnluidiifian Nonconformity: non-fulfilment of a specified requirement
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Over the past decade, freemium, a combination of “free” and “premium”, has
become a popular pricing strategy for online and mobile services. Users get the basic service
at no cost (typically funded by advertising) and can upgrade to a richer functionality for a
subscription fee.
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Listening gap, Service design and standards gap, Performance gap, \waz Communication gap
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Figure 1, the full gaps model, shows that closing the all-important customer gap is a
function of closing four gaps on the service provider side: the listening gap, the service design
and standards gap, the performance gap, and the communication gap.
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soaidayaluiiesne (2) Service design and standards gap nsnatsileyniaeenistsnisiiinain
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hotel revenue

Mohamed Saleh,
Mohamed H. Rasmy and
Hisham E(Shishiny
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SMO009 | Effect of the service marketing Pattanapong Chana, 4,407
mix (7Ps) on patient satisfaction | Supaprawat
for clinic services in Thailand Siripipatthanakul,
Wasutida Nurittamont
and Bordin Phayaphrom
SMO010 | Effects of freemium strategy in Charles Zhechao Liu, 13,385
the mobile app market an Yoris A. Au and Hoon
empirical study of Google Play Seok Choi
SMO11 | Experienscape: expanding the Abraham Pizam and 20,853
concept of servicescape with a Asli D.A. Tasci
multistakeholder and multi-
disciplinary approach
SM012 | Exploring Airbnb service quality Yongwook Jua, Ki-Joon 10,859
attributes and their asymmetric | Backa, Youngjoon Choib
effects on customer satisfaction | and Jin-Soo Leeb
SMO013 | Guest editorial: opportunities in | Rebekah Russell- 4,352
the new service marketplace Bennett and Mark S.
Rosenbaum
SM014 | How intangibility affects Michel Laroche, Jasmin 8,367
perceived risk: the moderating Bergeron and Christine
role of knowledge and Goutaland
involvement
SM015 | Identifying the role of cognitive, | Jeamok (Jane) Kwon 8,798

affective, and behavioral
components in Understanding
Residents’ Attitudes toward

Place Marketing

and Christine A. Vogt
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SM016 | Impact of service environment Yasser Ibrahim, Abu 7,761
and service quality on customer | Elnasr Sobaih and
satisfaction and behavioral Mahmoud El-Sayiad
intentions in hotels

SMO17 | Internal marketing issues and Pervaiz K. Ahmed and 4,404
challenges Mohammed Rafig

SM018 | Is beauty a premium? A study of | Yaoqi Li, Chun Zhang 10,246
the physical attractiveness effect | and Michel Larochec
in service
encounters

SMO019 | Key trends in business-to- Ad de Jong, Ko de 10,941
business services marketing Ruyter, Debbie Isobel
strategies: Developing a practice- | Keeling, Alexandra
based research agenda Polyakova and Torsten

Ringberg

SM020 | Marketing robot services in Jamie Murphy, Ulrike 8,126
hospitality and tourism the role | Gretzel and Juho
of anthropomorphism Pesonen

SM021 | Online student engagement and | Yuying Huang, Jorg 10,439
place attachment to campus in | Finsterwalder, Ning
the new service (Chris) Chen and Fraser
marketplace Robert Liam Crawford

SM022 | Other consumers in service Li Miao, Anna S. Mattila 9,020
encounters: a script theoretical | and Dan Mount
perspective

SM023 | Pricing in the concept of Vitalii Nitsenko, Olena 9,559

cognitive marketing in the

context of globalization:

Chukurna, Abbas Mardni,
Justas Streimikis, Nataliia

Gerasymchuk, Iryna
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theoretical, methodological Golubkova and Tetyana
and applied aspects Levinska

SM024 | Rate fences in hotel revenue Basak Denizci Guillet, 6,791
management and their Rob Law and Qu Xiao
applications to Chinese leisure
travelers: a fractional factorial
design approach

SM025 | Script usage in standardized and | Liana Victorino, Rohit 18,140
customized service Verma and Don G.
encounters: implications for Wardell
perceived service quality

SM026 | Selling the premium in freemium | Xian Gu, P.K. Kannan, 13,856

and Liye Ma

SM027 | Servicescape, positive affect, Jeong-Yeol Park, Robin 9,410
satisfaction and behavioral M. Back, Diego Bufquin
intentions: the and Valeriya Shapoval
moderating role of familiarity

SM028 | The development of a Tsai-Chiao Wang, Ming- 8,949
sustainable wellness service Lang Tseng, Huei-Wen
marketing strategy Pan, Chiou-Chi Hsiau,
in Taiwan based on consumer Ta-Wei Tang and Chia-
eye movements and preferences | Liang Tsai

SM029 | The effects on service value and | Bestoon Othman, He 9,285

customer retention by
integrating after sale service into
the traditional marketing

mix model of clothing store

brands in China

Weijun, Zhengwei
Huang, Jing Xi and

Thomas Ramsey
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SM030 | The flower of service concept Tareq Hashem 8,736
and its influence on the
customer satisfaction: case study
of Jordanian private hospitals
sector
SM031 | The gaps model of service Adam Guerguis 4,232
quality and customer
relationships in a digital
marketing context
SM032 | The importance of attitude and Dennis Nickson, Chris 6,611
appearance in the service Warhurst and Eli Dutton
encounter in retail and
hospitality
SM033 | The role of services marketing Rebaz Khaleel 13,160
mix 7P's on achieving Khorsheed, Daroon F.
competitive advantages Abdulla, Bestoon
Abdulmaged Othman,
Hazhar Omer
Mohammed, Zana
Majed Sadq
SM034 | Theatrical service experiences Richard Harris, Kim Harris 6,344
Dramatic script development and Steve Baron
with employees
SMO035 | Theory of value co-creation: a Marco Galvagno and 38,488
systematic literature review Daniele Dalli
SM036 | Transitioning to dynamic prices: | Julia Wamsler, Martin 12,118

Should pricing authority remain

with the company or be

Natter and Ren’e

Algesheimer
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delegated to the service
employees instead?

SMO037 | Twenty-seven years of service Olivier Furrer, Jie Yu 13,001
research: a literature review and | Kerguignas, Cécile
research agenda Delcourt, Dwayne D.

Gremler

SMO038 | Value co-creation on a shared Shahriar Akter, Mujahid 12,183
healthcare platform: Impact on | Mohiuddin Babu, Md
service innovation, perceived Afnan Hossain and
value and patient welfare Umme Hani

SM039 | Whither services marketing? Christopher Lovelock 17,689
In search of a new paradigm and | and Evert Gummesson
fresh perspectives

SM040 | Cost-effective service excellence | Jochen Wirtz and Valarie 26,590

Zeithaml

SMO041 | Freemium: attributes of an Nicolas Pujol 1,688
emerging business model

SM042 | Bridging the “Front Stage” and Robert J. Glushko 6,713
“Back Stage” in service system and Lindsay Tabas
design

SM043 | Medical marketing in the United | Lisa M. Schwartz and 13,190
States, 1997-2016 Steven Woloshin

SM044 | Leveraging the corporate brand | David A. Aaker 5,639

70



Y Foi309 AT/ fievihvuvasian | $1uud
SMO045 | Gap model of service quality LAPPAS Team 1,238
(5 gap model): understand your

customer better

SM046 | How to run a Gap analysis for Philipp Wolf 2,233
customer service & understand

customer satisfaction

SM047 | Service Gap analysis and service | Hitesh Bhasin 166
failures
SM048 | Services Gap analysis model Nick Coster and Phil 1,255
Dobbie
SM049 | What Is the GAP model of Indeed Editorial Team 1,570

service quality

SMO050 | Wiley international encyclopedia | Valarie A. Zeithaml, 9,126
of marketing 2010 Mary Jo Bitner, and

Dwayne D. Gremler
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Teacher to Pupil Communication

SMO051 | Balancing demand and capacity in Patricia Chew and 4,747
services Jochen Wirtz

SMO052 | Essentials of services marketing 4th | Jochen Wirtz 57,874
edition

SMO53 | Services marketing: people, Jochen Wirtz 62,347
technology and strategy Christopher Lovelock

SMO054 | The Palgrave Handbook of Bo Edvardsson and Bard 7,448
Service Management Tronvoll

SMO055 | Understanding Consumer Jochen Wirtz and 5,697
Behavior in the Service Patricia Chew
Encounter

SMO056 | Winning in Service Markets Series: Jochen Wirtz 14,255
Vol. 1

SMO57 | Winning in Service Markets Series: Jochen Wirtz 12,000
Vol. 2

SMO58 | Winning in Service Markets Series: Jochen Wirtz 3,265
Vol. 3

SMO59 | Winning in Service Markets Series: Jochen Wirtz 19,484
Vol. 4

SMO060 | Winning in Service Markets Series: Jochen Wirtz 21,864
Vol. 5

SMO061 | Winning in Service Markets Series: Jochen Wirtz 17,296
Vol. 6

SMO062 | Winning in Service Markets Series: Jochen Wirtz 14,975
Vol. 7

SM063 | Winning in Service Markets Series: Jochen Wirtz 14,732

Vol. 8
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SMO064 | Winning in Service Markets Series: Jochen Wirtz 27,151
Vol. 9

SMO065 | Winning in Service Markets Series: Jochen Wirtz 21,487
Vol. 10

SMO066 | Winning in Service Markets Series: Jochen Wirtz 20,325
Vol. 11

SMO67 | Winning in Service Markets Series: Jochen Wirtz 21,191
Vol. 12

SMO068 | Winning in Service Markets Series: Jochen Wirtz 3,222

Vol. 13
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(Extraction Record)
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Uil | Snwste | gUMuumNLdITLS | wuudl | Snwsde | guluumwElss
1 GS Generic - Specific 8 PA Participant — Activities
2 WP Whole - Part 9 MA Method - Agent
3 MG Method — Goal 10 MO Method — Output
a4 SG Strategy — Goal 11 FO Factor - Output
5 PG Participant — Goal 12 OG Output - Goal
6 SP Stage — Process 13 CE Cause - Effect
7 SA Stage — Activities 14 PPFP Preceding Process —
Following Process
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CNOO1

Concept: Flower of Service | Eng: Flower of Service (SM030)

Feature: LUIAMIUNITONWLUUNISIAUSN15U0IUSE Tnenuadunislyusnisuanuaznis

Tusnisiatu Toimundnwaensiuinsuagiiuanuianelavesgldusnig

Conceptual Relation:

________________________

Facilitating supplementary service ‘
Core product Supplementary

service Enhancing supplementary service ‘
GS

Extraction:

1.

3.

These supplementary and core services can help a company to increase
client satisfaction and improved their services. They are collectively captured
referred in the flower of service model. (SM030)

Generally speaking, there appeared a positive influence of customers
recarding the dimensions of the flower of service making sure that paying
attention to the quality of the supplementary services in organization can
influence the satisfaction of its customers and can be seen as an approach
to service management given that most organizations nowadays are taking
much care in increasing the level of the core service on the expense of the
supplementary services. (SM030)

The Flower of Service consists of two components: Core product and

Supplementary services (SM052)

Synonym Term: - | Abbreviation: - Grammatical Category:

noun phrase
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CNO02

Concept: Core product | Eng: Core product/
Core products (SM030)

Feature: NM3UINIsNanusauAlutyIvsenauaueinLfeINIsiuaswegnAla

Conceptual Relation:

Flower of Service Service delivery

WP

Facilitating supplementary service
Core product Supplementary {

service Enhancing supplementary service

G5

Extraction:

1.

The core products are the commodities and central components that
provide the principal problem-solving benefits that are sought by customers.
(SM030)

Core product delivers the main benefits and solutions customers look for.
(SM058)

As the core product often becomes commoditized, supplementary services
can play an important role in differentiating and positioning the core product.
(SM052)

According to Goyal (2004) when it comes to service; there are two types of
services, the core service which refers to the results and consequences of
purchasing a certain item that a customer expects for the charges of the
item, like for example when a customer purchases an answering machine
the end used (customer) expects from the machine to take messages and
store them; (SM030)

For example, within the context of flower of service, services provided in the
hospitals can be categorized into core and supplementary services as

follow. (SM030)
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Synonym Term: Core service/ | Abbreviation: - Grammatical Category:
Core services noun phrase
CNO03 Concept: Supplementary service | Eng: Supplementary service/

Supplementary services (SM030)

Feature: N15U3N1siasugelignailduinisiaasainuazdieniedu Wuniseenuwuu
HARSuTTRAMAARUNITUIAITUAN aseauunna1sliiunsusn1ssindaniviun

ALAUINITNAR

Conceptual Relation:

,,,,,,,,,,,,,,,,,,,,,,,,

Flower of Service ! Service delivery

Facilitating supplementary service ‘
Core product Supplementary

service Enhancing supplementary service ‘
GS

Extraction:

1. These supplementary and core services can help a company to increase
client satisfaction and improve their services. They are collectively captured
referred in the flower of service model. (SM030)

2. Supplementary services facilitate and enhance the value of the core
product. (SM058)

3. On the other hand, there is the other type of service which is the
supplementary service referring to the group of services which either
facilitates or enhances the use of the core services. (SM030)

4. As the core product often becomes commaoditized, supplementary services
can play an important role in differentiating and positioning the core product.

(SM052)

Synonym Term: - Abbreviation: - Grammatical Category:

noun phrase
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CNOO4

Concept: Facilitating supplementary

service

Eng: Facilitating supplementary
services (SM030)

Feature: MsUsMsiasuUssnvnile Tingusvasd Ae Yielvnisandunsliuinisman

Wuldegesudu msusnisdnvaell loun nsbideya nssurdinisliuins msden

WAuAT AN karN15T1TE Y

Conceptual Relation:

Flower of Service Service delivery
WP
Facilitating supplementary service
Core product Supplementary {
service Enhancing supplementary service

GS

Extraction:

1. Facilitating supplementary services are needed for service delivery or help

in the use of the core product. They include information, order taking, billing,

and payment. (SM030)

2. The Flower of Service concept categorizes supplementary services into
facilitating and enhancing supplementary services: (SM058)
3. Facilitating supplementary services such as information, order-taking,

billing, and payment are needed for service delivery or they help in the use

of the core product. (SM058)

Synonym

Term: -

Abbreviation: -

Grammatical Category:

noun phrase
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CNOO5 Concept: Enhancing Eng: Enhancing supplementary

supplementary service services (SM030)

Feature: MIUINsialuUssinvmilaiiiuamaliuagna Ysgneusmenisliauinw s

sousueginluiing nssnwimuvaendouaznisdnnisiurnuannisesgndn

Conceptual Relation:

Flower of Service | Service delivery |

Facilitating supplementary service ‘
Core product Supplementary

service Enhancing supplementary service
GS

Extraction:

1. Enhancing supplementary services add value for the customer. They
include consultation, hospitality, safekeeping, and dealing with exceptions.
(SM030)

2. The Flower of Service concept categorizes supplementary services into

facilitating and enhancing supplementary services: (SM058)

Synonym Term: - Abbreviation: - Grammatical Category:

noun phrase
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CNOO6 Concept: Freemium Eng: Freemium (SM010)

¢ o 1 Y a [ 1 1 @) Y a
Feature: ﬂﬁq%ﬁﬂﬁ%u&ﬁﬂﬂﬂﬂﬂLLU\‘iﬂ’]{LMUiﬂ’lﬁaaﬂLUU 2 du ﬁ’JULLﬁﬂLUUﬂ’]ﬂVi‘Uiﬂ’]i

[V Y] '
v A =<

TJuiuguggniaunsalduinislalaglifidldane Wegnmdeansnsusnisimilondn

= a1y a a
QQQJQWISUQWEJLWNLWN

Conceptual Relation:

Freemium | _____}. _} Pricing Strategy

“

Dynamic pricing 1" ) i

.
Revenue Management P

FO

Non-physical rate fence Rate fence

/ GS
Physical rate fence

Extraction:

1. Freemium, a combination of the words “free” and “premium,” is a business
model by which a service or a product is offered free of charge, but a
premium is charged for advanced features, functionality, or related products
and services. (SM010)

2. Over the past decade, “freemium”, a combination of “free” and
“premium”, has become a popular pricing strategy for online and mobile
services. Users get the basic service at no cost (typically funded by
advertising) and can upgrade to a richer functionality for a subscription fee.
If you have shared files on Dropbox, networked on LinkedIn or streamed
music from Spotify, you have experienced this business model first-hand. As
marginal costs for technology and bandwidth are dropping, “freemium”

models are likely to become more attractive. (SM059)

Synonym Term: - | Abbreviation: - Grammatical Category:

noun phrase
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CNOO7 Concept: Dynamic pricing | Eng: Dynamic pricing (SM059)

Feature:  nagnsimuasIAlaguuiAeendunaesyiuiiensuauegUadveingy
gnffuanenaiy Tngdidoyaiiiusiusinannsdniuusnsuing e wasivunsind

ANUYILIALAZNTNYINTNINITUTANT

Conceptual Relation:

----- s

Dynamic pricing

;
Revenue Management ¢

FO

‘ Non-physical rate fence % Rate fence

GS
‘ Physical rate fence >/

Extraction:

1. Dynamic pricing, also known as customized or personalized pricing, is a
version of the age-old practice of price discrimination. (SM059)

2. Dynamic pricing enables service firms to charge different customers
different prices for the same product based on information collected about
their purchase history, preferences, price sensitivity, and so on. (SM059)

3. Dynamic pricing describes a situation where “the seller dynamically changes
prices over time (intertemporal prices) based on factors such as time of sale,
demand information, and supply availability.” Thus, dynamic pricing
focuses on the timing component of price differentiation and contains
revenue (or yield) management as a sub-strategy (SM036)

4. Dynamic pricing is a pricing strategy that uses price variations to align
demand and supply over time. Ideally, companies implementing dynamic
pricing monetize customers’ high willingness to pay during peak times and

increase demand during off-peak times by lowering prices. (SM036)

Synonym Term: Abbreviation: - Grammatical Category:
customized pricing, noun phrase

personalized pricing
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CNOO8

Concept: Revenue Eng: Revenue management

management (SM059)

Feature: NagnsimuasIAlaefia1sauaNgUasArasanAuwias Ngudellam1uuan iy

wardnassninensnisusnishimuneiugnangusing 9 welilafilsuiniign

Conceptual Relation:

Dynamic pricing

----- e

;
Revenue Management

FO

‘ Non-physical rate fence %J Rate fence

GS
‘ Physical rate fence /

Extraction:

1.

In practice, revenue management (also known as yield management)
involves setting prices according to predicted demand levels among different
market segments. (SM059)

Revenue management is commonly practiced in the hotel industry to help
hotels decide on room rate and allocation. Hotel revenue management is
perceived as a managerial tool for attempting to sell each room with the
highest price so as to achieve the highest revenue. (SM008)

A revenue management system applies basic economic principles to pricing
and controlling rooms’ inventory. (SM008)

Revenue management strategies (also known as yield management)
recognize that many customers explicitly place more value on some time
periods than others and that different segments vary widely in their price
sensitivity. (SM039)

Revenue management (RM) increases revenue for the firm through better
use of capacity and reservation of capacity for higher-paying segments.

(SM052)
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Synonym Term:

Yield management

Abbreviation: RM

Grammatical Category:

noun phrase
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CNO009 Concept: Rate fence | Eng: Rate fence/ Rate fences (SM059)

Feature: tadsNdalaunazivinzauyein1suuisimoanidunals seau Lﬁ@iﬁgﬂé”]ﬁﬁﬂLﬁu

'
a

sssulunisde dadetdnunesudsdsniiduinovselinle

q

Conceptual Relation:

Dynamic pricing

;
Revenue Management b’

FO

‘ Nen-physical rate fence Rate fence

| Physical rate fence

Extraction:

1. Well-designed rate fences are needed to define “products” for each target
segment so that customers with high value for a service offer are unable to
take advantage of lower price buckets. Rate fences can be physical and non-
physical: (SM052)

2. Design price schedules and fences that are clear, logical, and fair. Firms
should proactively spell out all fees and expenses (e.g., no-show or
cancellation charges) clearly in advance so that there are no surprises. A
related approach is to develop a simple fee structure so customers can more
easily understand the financial implications of a specific usage situation. For
a rate fence to be perceived as fair, customers must understand them easily
(i.e., fences have to be transparent and upfront) and see the logic in them.
(SM059)

3. This study is the first attempt to examine the preferences of hotel customers
regarding hotel rates and restrictions. Although the findings provide many
insichts into rate fences in revenue management, there are still many

unanswered questions that could be explored in future research. (SM024)

Synonym Term: - | Abbreviation: - Grammatical Category:

noun phrase
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CNO10

Concept: Physical rate

fence

Eng: Physical rate fences (SM052)

Feature: Ua3am1anien nad nsulalunisivnuasiafiwananany wu Austulssnineuns

YUINVDINDINN UL TIwsY L TudUY

Conceptual Relation:

Freemium

________________________

Dynamic pricing

o~

,
Revenue Management P

FO

Non-physical rate fence Rate fence

/ G5
Physical rate fence

Extraction:

1.

Specifically, revenue management designs products using physical and non-

physical rate fences and prices them for different segments according to

their specific reservation prices. (SM052)

Physical fences refer to tangible product differences related to different

prices (e.g., seat location in a theater, size of a hotel room, or service level).

(SM059)

Synonym Term:

Physical fence

Abbreviation: -

Grammatical Category:

noun phrase
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CNO11

Concept: Non-physical

rate fence

Eng: Non-physical rate fences

(SM052)

Feature: AnNwazaINITITUUINNT WU F8n1suasouluveinsdise Ry anvusvews

Y v a [ v a o Y 1 Id v A J [y
wWrsuusmsiluthseniunladunisuussimesnluseduiiunnaneiu

Conceptual Relation:

Freemium

P -G-S;,i Pricing Strategy

Lot
s

________________________

Dynamic pricing

-

Revenue Management

’
b

FO

Non-physical rate fence

Rate fence

Physical rate fence

e

Extraction:

1. Specifically, revenue management designs products using physical and non-

physical rate fences and prices them for different segments according to

their specific reservation prices. (SM052)

2. Non-physical fences refer to consumption (e.g., a hotel stay must be over
a weekend), transaction (e.g., weeks’ advance booking with cancellation and

change penalties), or buyer characteristics (e.g., student and group discounts).

(SM059)

Synonym Term:

Non-physical fences

Abbreviation: -

Grammatical Category:

noun phrase
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CNO12

Concept: Service Eng: Service environment/

environment Service environments (SM063)

Feature: @N1WLI98031 & USHIUNRTN15AUSNS Tnelasun150enwUULiod@s19n155us

[

Y

AanwalYeIUIEn Uszaunisallunisidniuuinis uaganuiianelavesgnan saudaiy

UseansnnlunislAausn15ve9usEm

Conceptual Relation:

Service quality lemmm e m e Service environment

Extraction:

1.

Service environments, also called servicescapes, relate to the style and
appearance of the physical surroundings and other experiential elements
encountered by customers at service delivery sites. (SM063)

The physical service environment customers experience plays a key role in
shaping the service experience and enhancing (or undermining) customer
satisfaction, especially in high-contact, people-processing services. (SM063)
The service environment plays a major role in shaping customers’
perception of a firm’s image and positioning. As service quality often is
difficult to assess, customers frequently use the service environment as an
important quality signal. A well-designed service environment makes
customers feel good and boosts their satisfaction, and allows the firm to
influence their behavior (e.g., adhering to the service script and impulse
purchasing) while enhancing the productivity of the service operation.
(SM063)

The service environment is believed to serve as a package, a differentiator,
an image-maker, a quality indicator, a facilitator, and a socializing agent
(SM011)

The service environment at the front stage is also called the servicescape.
(SM054)

Reimer and Kuehn (2005) agreed with previous authors that servicescape

has a direct influence on service quality. Service quality was mediated
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between servicescape, customer satisfaction and behavioral intentions in

multiple researches. (SM016)

7. The fit indices indicated that the modified structural model fit the data well,
supporting to a large extent the basic theoretical model of the study. Thus,
it could be argued that the servicesape dimensions have both direct and

indirect effects on service quality, customer satisfaction and customer

behavioral intentions. (SM016)

Synonym Term: Abbreviation: -

servicescape

Grammatical Category:

noun phrase
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CNO13 Concept: Poka-yokes Eng: Poka-yokes (SM061)

Feature: tasaslonUasiunisianannnazad1aunsgiunisiiuinisveaninu

Conceptual Relation:

,,,,,,,,,,,,,,,,,,,,,,,,,,

Fail point <—M— Poka-yokes

________________________

Extraction:

1. Some service firms use poka-yokes to design frequently occurring service
failures out of the service processes (SM061)

2. A good blueprint identifies fail points where things can ¢o wrong. Fail-safe
methods, also called poka-yokes, can then be designed to prevent such
failures (by both employees and customers) and/ or ensure service recovery.
(SM053)

3. One of the most useful Total Quality Management (TQM) methods in
manufacturing is the application of poka-yokes or fail-safe methods to
prevent errors in the manufacturing processes. (SM061)

4. Some service firms use poka-yokes to design frequently occurring service
failures out of the service processes, and to ensure that certain steps or
standards in the customer-staff interaction are followed. (SM061)

5. Use poka-yokes to design fail points out of processes (SM061)

Synonym Term: Abbreviation: - Grammatical Category:

Fail-safe methods noun phrase
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CNO14

Concept: Service encounter | Eng: Service encounter (SM024)

Feature: ¥3svignAfiufduiusiuninanuuinisilomin

Conceptual Relation:

Front-stage }i{ Front-stage action
SA -
Backstage H Back-stage activity ‘

Morment of truth ‘

\\
MG ™

High-contact service

Low-contact service

Extraction:

1.

A service encounter is the interaction between a front- line employee and
a customer (SM025)

The service encounter is the “...period of time during which a consumer
directly interacts with a service” (SM025)

Service consumption can be divided into the following three stages:

(1) pre-purchase stage, (2) service encounter stage, and (3) post-encounter
stage. (SM052)

Service-encounter stage (e.g., suide customers through the service
process, encourage proper queuing behavior, and manage performance
perceptions). (SM052)

Most service processes can be divided into three main steps: 1. Preprocess
stage where the preliminaries occur, such as making a reservation, parking
the car, getting seated, and being presented with the menu. 2. In-process
stage where the main purpose of the service encounter is accomplished,
such as enjoying the food and drinks in a restaurant. 3. Post-process stage
where the activities necessary for the closing of the encounter happen,

such as getting the check and paying for dinner. (SM061)

Synonym Term: | Abbreviation: - Grammatical Category:

noun phrase
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CNO15 Concept: Moment of truth | Eng: Moment of truth (SM055)

Feature: Ya9ignAdnTuusNsdedinasienuduiusniideusenuaganansafnau

Y]

AnnveINTUINsRlasuluvaetulaviug

Conceptual Relation:

Front-stage }i-| Front-stage action
: : SA -
Backstage H Back-stage activity ‘

Moment of truth ‘

High-contact service

Low-contact service

Extraction:
1. The “moments of truth” metaphor refers to customer touchpoints that
can make or break a customer relationship. (SM055)
2. Because high-contact services directly involve the physical person of the
customer, the visible component of the entire service operation tends to
be substantial, and many interactions — or “moments of truth” — have

to be managed. (SM056)

Synonym Term: - Abbreviation: - Grammatical Category:

noun phrase
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CNO16

Concept: High-contact service | Eng: High-contact service/

High-contact services (SM055)

Feature: JULUUYBIN15UIMTAgNANEISUUINslaeassiundnauluaaunimieull

dwiunislruins warluunsasionatignamauduanldusnisniouiu

Conceptual Relation:

Front-stage % Front-stage action
SA -
Backstage H Back-stage activity ‘

Moment of truth ‘

High-contact service

Low-contact service

Extraction:

1.

In a high-contact service, customers interact with service personnel, the
service environment and also other customers who are present within the

servuction system. (SM055)

2. High-contact services are challenging as they have many points of contact
and moments of truth that have to be managed. (SM055)
3. In a high-contact service, it includes customer interactions with the service
environment, service employees, and other customers. (SM055)
Synonym Term: - | Abbreviation: - Grammatical Category:

noun phrase
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CNO17

Concept: Low-contact service Eng: Low-contact services

(SM055)

Feature: JULUUveIN1sUINsignAlaildsunisusnisanniinaulaenss widunisld

USNSHURUNIIvTRTEUUANN 9 U MINARURUANARUSRLWTR (ATM)

Conceptual Relation:

Front-stage }—%—{ Front-stage action
SA L
Backstage H Back-stage activity ‘

Moment of truth ‘

. b NN AN High-contact service
Post-purchase | Gs

Low-contact service

Extraction:

1.

At the other end of the continuum, low-contact services involve very little
or no physical contact with the firm. (SM055)

In contrast, low-contact services are mostly delivered via apps, websites,
chatbots, self-service machines (e.g., ATMs), or customer contact centers with
relatively few customer interfaces. (SM055)

In contrast, low-contact services usually have most of the service operations
system back-stage with front-stage elements limited to online, telephone, or

mail contacts. (SM056)

Synonym Term: - Abbreviation: - Grammatical Category:

noun phrase
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CNO18 Concept: Front-stage Eng: Front stage/ Front-stage
(SM061)

Feature: ¥3s¥ignAuazninaudsanlunszuiunnsuinig Imaqﬂﬁwmmimﬁuﬁumau

ANSIAUSNTUDINUNGUY

Conceptual Relation:

Front-stage }S—A-{ Front-stage action
SA -
Backstage H Back-stage activity ‘

Moment of truth ‘

\\
MG

High-contact service

Low-contact service

Extraction:

1. A focus on the service encounter implies a sharp distinction between
interactions between the customer and provider that are part of the service
encounter and other activities that precede it to make it possible. The former
comprise the “front stage” and the latter the “back stage,” which are
separated by the “line of visibility,” so-called because, by definition, any
activities or services that are invisible to the customer are behind the line
(SM042)

2. In theater, the invisible components can be termed “back-stage” or “back
office”, while the visible components can be termed “front-stage” or “front
office”. (SM056)

3. The service delivery system is front-stage and visible to the customer.

(SM052)
Synonym Term: Abbreviation: - Grammatical Category:
Front office noun phrase
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CNO19

Concept: Backstage

Eng: Backstage/ Back-stage
(SM056)

Feature: ﬂszmumsmiiﬁu%ﬂﬂiﬁqﬂﬁﬂlﬂLﬁu wiidanasianszuIUNIINITIIUINISIgNAY

azlasulunuNaIunTn

Conceptual Relation:

MG ™,
4

Post-purchase |

Front-stage }i-{ Front-stage action

Backstage }—l—{ Back-stage activity ‘

Moment of truth ‘

High-contact service

Low-contact service

Extraction:

1. In theater, the invisible components can be termed “back-stage” or “back

office”, while the visible components can be termed “front-stage” or “front

office”. (SM056)

2. The technical core is backstage and invisible to the customers, but what
happens backstage can affect the quality of frontstage activities. Therefore,

back-stage activities have to be coordinated with frontstage activities.

(SM052)

Synonym Term:

Back office

Abbreviation: -

Grammatical Category:

noun phrase
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CNO020 Concept: Front-stage action Eng: Front-stage actions (SM061)

Feature: i9nssuneN1sU3INIsAignAiunas dudaldanninaunsegunsalsng o Al

duanglunisliusnng

Conceptual Relation:

Front-stage }i-{ Front-stage action ‘
SA Wy
Backstage H Back-stage activity ‘

Moment of truth ‘

\\
MG~

High-contact service

Low-contact service

Extraction:

1. Blueprints show the key customer actions, how customers and employees
from different departments interact (called the line of interaction), the front-
stage actions by those service employees, and how these are supported by
backstage activities and systems. (SM061)

2. A well-constructed blueprint enables us to visualize the process of service
delivery by showing the sequence of front-stage interactions that
customers experience as they encounter service providers, facilities, and
equipment, together with supporting backstage activities, which are hidden

from the customers and are not part of their service experience. (SM067)

Synonym Term: | Abbreviation: - Grammatical Category:
Front-stage noun phrase

interactions
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CNO021 Concept: Backstage activity Eng: Backstage activities (SM061)

Feature: fAnssunsuimsileswmasnaidunsiiieatdvayudunauluianssudiuninlvg

Usyandnngagn

Conceptual Relation:

Front-stage Front-stage action ‘

Backstage }i{ Back-stage activity ‘

Moment of truth ‘

.
MG ™

High-contact service

Low-contact service

Extraction:
1. The back-stage activities that must be performed to support a particular
front-stage step. (SM061)
2. The technical core is backstage and invisible to the customers, but what
happens backstage can affect the quality of frontstage activities. Therefore,

back-stage activities have to be coordinated with frontstage activities.

(SM052)

Synonym Abbreviation: - Grammatical Category:

Term: - noun phrase
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CNO022 Concept: Frontline staff | Eng: Frontline staff (SM060)

Feature: wiinauiiliuinsiaensungndn lddnsduiuuisedviefnsoriunissie

ARFGRGAR

Conceptual Relation:

’ Service script ‘

MA

‘ Front-line staff ‘

PA

ST e Front-stage }——M Front-stage action
MG S,
Backstage }i+ Back-stage activity ‘

i\ PPFP
L e = P

; Post-purchase

Extraction:

1. High quality, frontline staff and backstage operations can be important differentiators
for services. In high-contact services, frontline personnel are central to service delivery.
Their presence makes the service more tangible and, in many cases, more personalized.
(SM060)

2. Frontline Employees. Employees in frontline positions may serve customers face to
face, by telephone, or via e-mail. Communication from frontline staff takes the form
of the core service and a variety of supplementary services, including providing
information, giving advice, taking reservations, receiving payments, and solving
problems. (SM060)

3. Frontline employees have a very important part to play. Brand equity is created largely
through a customer’s personal experience with the service firm rather than through
mass communications, which is more suitable for creating awareness and interest.
(SM060)

4. The front-stage personnel are like the members of a crew playing roles as actors in a

drama supported by a backstage production team. (SM056)

Synonym Term: Abbreviation: - Grammatical Category:
Frontline employees/ noun phrase

Frontline personnel/

Front-stage personnel
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CN023 Concept: Service script Eng: Service script (SM025)

Feature: UNWATHILUUMNUNDAUAFI IR IUUTUNMEVS 00 UNTaIANe 9 581308

NsUINsTesNEnULargnATIINSUUIT

Conceptual Relation:

Service script

MA

‘ Front-line staff ‘

PA

PRFP Front-stage

M Front-stage action

Backstage

}i—{ Back-stage activity ‘

Extraction:

1. As mentioned earlier, a service script defines the employee’s job and
specifies how tasks will be completed and what outcomes should occur; it

also may include specific detail for the verbal makeup of the encounter.

(SM025)

2. Our research interest is to examine the latter case, where verbal content is

disseminated by the employee to the customer as dictated by an

organizationally defined service script. (SM025)

3. Much like a movie script, a service script specifies the sequences of behavior

employees and customers are expected to learn and follow during service

delivery. (SM056)

Synonym Term: - | Abbreviation: - Grammatical Category:

noun phrase

103


file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/6
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/6
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/7
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/7
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0

104

aa a v a
WHUOAN 2 Nsdsziiugnuninnis g

Soft measure

MO

Soft standard

Hard standard

MO

Hard measure

MO = Method — Outcome
WP = Whole — Part

0OG = outcome — Goal

Listening gap

Service Design and Standard gap

Performance gap

Communication gap
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CNO24

Concept: Soft measure

Eng: Soft measure (SM067)

Feature: N133AAMAINYBINITUINTT LaeUseiduainni1ssuilun1suinis mavu wse

ﬂ’J’]JJLﬁU?JENQﬂﬁ’]LLﬁ%Wﬁﬂ(ﬂU

Conceptual Relation:

Soft measure

MO

Soft standard

Hard standard

MC

Hard measure

Extraction:

1. There are both soft and hard measures of service quality. (SM067)

2. Soft measures are usually based on perceptions of and feedback from

customers and employees. (SM067)

Synonym Term: -

Abbreviation: -

Grammatical Category:

noun phrase
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CNO25

Concept: Hard measure

Eng: Hard measure/ Hard

measures (SM067)

Feature: N133AAMAINYDINITUTNISIUAIUNTEUIUNITNSIAUTNITWAE NN LA RINNTS

UURunialalaenisdum Junamsensdanng

Conceptual Relation:

Soft measure

MO

Soft standard

Hard standard

MO

Hard measure

Extraction:

1.

2. Hard measures relate to operational processes and outcomes and can be

There are both soft and hard measures of service quality. (SM067)

counted, timed, or observed. Control charts are a simple method of

displaying performance on hard measures over time against specific quality

standards. (SM052)

Hard measures typically refer to operational processes or outcomes, and

include data such as uptime, service response times, and failure rates.

(SMO067)

Synonym Term: -

Abbreviation: -

Grammatical Category:

noun phrase
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CNO026 Concept: Soft standard | Eng: Soft standards (SM067)

Feature: 1195§1UNTIUINISUARNAT WU YaadsuuRlun1sliusnis Auwusiiivewiy

Anuisnelavegn lnginanissuivesgnaanlalunismvuauinsgu

Conceptual Relation:

Soft measure

MO

Soft standard

Hard standard

MO

Hard measure

Extraction:

1. Soft standards and their measures are those that cannot be easily observed
and are typically gathered by talking to customers. Soft standards provide
direction, guidance and feedback to employees on how to achieve customer
satisfaction, and they can be quantified by measuring customer perceptions
and beliefs. (SM067)

2. Customer-defined standards can either take the form of operational (hard)

or perceptual (soft) standards. (SM050)

Synonym Term: Abbreviation: - Grammatical Category:

Perceptual standards noun phrase
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CNO27

Concept: Hard standard

Eng: Hard standard (SM067)

Feature: #nmsgunstiusnistudunssuiunismisiivimsnialalaenisAun funm

Wazdanmg

Conceptual Relation:

Soft measure

MO

Soft standard

Hard standard

MO

Hard measure

Extraction:

1. Hard standards and measures, in contrast, are typically process activities
and outcomes that can be counted, timed or measured. (SM067)
2. Customer-defined standards can either take the form of operational

(hard) or perceptual (soft) standards. (SM050)

Synonym Term:

Operational standards

Abbreviation: -

Grammatical Category:

noun phrase

108


file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0

109

CNO028 Concept: Listening gap Eng: Listening gap (SM050)

Feature: Jgyyiiina1nnisilaiinisiiasieiaufoin1svesgnakan1svinidunsnann

a

9810 gINe TN INdnuUAUuImsvIansaeaisiu viliusenldwiladangna

ABINITBENLNIDI

Conceptual Relation:

ST TTTmsmmmmsmsmmsssmmsmsmmsoeees gy

.....................................................

Listening gap

Service Design and Standard gap

Performance gap

Communication gap

Extraction:

1. Figure 1, the full gaps model, shows that closing the all-important customer
gap is a function of closing four gaps on the service provider side: the
listening gap, the service design and standards gap, the performance gap,
and the communication gap. (SM050)

2. Provider gap 1, the listening gap, is the difference between customer
expectations of service and company understanding of those expectations.
(SM050)

3. GAP 1: Gap between Management Perception and Customer Expectation.
This gap arises when the management or service provider does not correctly
analyze what the customer wants or needs. It also arises due to insufficient
communication between contact employees and managers. There is a lack
of market segmentation. This Gap occurs due to insufficient market research.

(SM045)

109


file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/8
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/8
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/1
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/1

110

4. Gap 1: The Knowledge Gap. The knowledge gap tackles the difference
between customer expectations and the perceptions of their needs, as seen
by management. This usually occurs when the management team does not
fully understand what the customers really want. (SM046)

5. Gap 1: The knowledge gap is the difference between what senior
management believes customers expect and what customers actually need

and expect. (SM067)

Synonym Term: Abbreviation: - Grammatical Category:

Knowledge gap noun phrase
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CNO029

Concept: Service design and | Eng: Service design and

standard gap standard gap (SM050)

Feature: Ugyiiinannnislalanunsaimuauinsgiuvsowtimamsiiusnislansafiuas
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N 14 v A

Y

Conceptual Relation:

___________________________________
b e e g

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Listening gap

Service Design and Standard gap

Performance gap

Communication gap

Extraction:

1.

3.

a.

Figure 1, the full gaps model, shows that closing the all-important customer
gap is a function of closing four gaps on the service provider side: the listening
gap, the service design and standards gap, the performance gap, and the
communication gap. (SM050)

Gap 2: The policy gap is the difference between management’s
understanding of customers’ expectations and the service standards. (SM065)
The policy gap means the difference between the perception of needs by
management and the actual specification of the service provided. This
happens when the management understands what the customers want but
it doesn’t translate into correct specifications and orders to the rest of the
company. (SM046)

The Policy Gap: The Gap between Management Perception and Service

Quality Specification. According to Kasper et al, this gap reflects
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management’s incorrect translation of the service policy into rules and
guidelines for employees. Some companies experience difficulties translating
consumer expectation into specific service quality delivery. This can include
poor service design, failure to maintain and continually update their provision
of good customer service or simply a lack of standardisation. This gap may

see consumers seek a similar product with better service elsewhere. (SM045)

Synonym Term:

Policy gap

Abbreviation: -

Grammatical Category:

noun phrase
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CNO030 Concept: Performance gap | Eng: Performance gap (SM050)

Feature: YgymiinullondnaulaaunsaliuinisgnAiniunssuiunis Tunaunse
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Conceptual Relation:

b e

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

.....................................................

‘ Listening gap

Service Design and Standard gap

‘ Performance gap

‘ Communication gap r

Extraction:

1. Figure 1, the full gaps model, shows that closing the all-important customer
gap is a function of closing four gaps on the service provider side: the listening
gap, the service design and standards gap, the performance gap, and the
communication gap. (SM050)

2. Gap 3, the service performance gap, must also be closed to make sure there
is no discrepancy between customer-driven service design and standards and
actual service delivery. Even when guidelines for performing service well and
treating customers correctly, high-quality service performance is not a
certainty. Standards must be backed by appropriate resources (people,
systems, and exist technology) and also must be enforced to be effective -
that is, employees must be measured and compensated on the basis of
performance along those standards. (SM050)

3. Gap 3: The delivery gap is the difference between specified service
standards and service delivery teams’ actual performance on these

standards. (SM067)
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4. The delivery gap refers to the difference between the specification of the
service and the service that’s being produced by the company. This occurs
when the people who “produce” the service are unable, unwilling, or just

do not know how to fully reach the specified & needed standard of that

service. (SM046)

5. The Delivery Gap: The Gap between Service Quality Specification and
Service Delivery. This gap exposes the weakness in employee performance.
Organisations with a Delivery Gap may specify the service required to support
consumers but have subsequently failed to train their employees, put good

processes and guidelines in action. As a result, employees are ill equipped

to manage consumer’s needs. (SM045)

Synonym Term:

Delivery gap

Abbreviation: -

Grammatical Category:

noun phrase
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CNO031 Concept: Communication gap | Eng: Communication gap

(SM050)

Feature: Jgymifinainnisdeansvesusvnludegnatlinsedunisuinisignalasunse

Aandald

Conceptual Relation:

b

i

Listening gap

‘ Service Design and Standard gap

Performance gap

‘ Communication gap r

Extraction:

1. Figure 1, the full gaps model, shows that closing the all-important customer
gap is a function of closing four gaps on the service provider side: the listening
gap, the service design and standards gap, the performance gap, and the
communication gap. (SM050)

2. Gap 4: The communications gap is the difference between what the
company communicates, and what the customer understands and
subsequently experiences. (SM067)

3. In the case of the communication gap, we’re looking into the difference
between the service produced by the company and overall communication.
This mostly happens when the service expectations formed by customers
based on corporate communication are not met at all. (SM046)

4. The Communication Gap: The Gap between Service Delivery and External
Communications. In some cases, promises made by companies through
advertising media and communication raise customer expectations. When
over-promising in advertising does not match the actual service delivery, it

creates a communication gap. (SM045)
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Synonym Term: -

Abbreviation: -

Grammatical Category:

noun phrase
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AMANUIN

Hunndayadni

117



Hunindayadw

(Terminological Record)

v eday
nuninld

dry
1. dyaneni dadunenusesdniiieuAasnim ng

+(fa1) = Aine lnefamaudasandnyiay

*(Fa3) = Anvinnen nena ez lud

2. dryanwnilu Linguistic Specification

Syn. = Synonym (Awiilaw) 1asdnyivan
Ant. = Antonym (A1R39913) 2IANTUAN

Abbr. = Abbreviation (8ni9tia) 103ANYIAN

118

118



119

TROO1 Eng: Flower of Service
(SM030)

Thai: AIAIUAITUSNNS (*01)

Grammatical Category: Subject Field: Product Strategy

noun phrase

Definition: WUIAALUNNITDINKLUUNITUINITHANLALNITUSNNSHASUIRRSINUAIUADINTS

UBIgNA

[Lustration:

1. These supplementary and core services can help a company to increase
client satisfaction and improved their services. They are collectively captured
referred in the flower of service model. (SM030)

2. Generally speaking, there appeared a positive influence of customers
recarding the dimensions of the flower of service making sure that paying
attention to the quality of the supplementary services in organization can
influence the satisfaction of its customers and can be seen as an approach
to service management given that most organizations nowadays are taking

much care in increasing the level of the core service on the expense of the

supplementary services. (SM030)

Linguistic Specification: -

Cross-reference: Core service (TR002), Supplementary service (TR003)

Notes: -
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TR002 Fng: Core product (SM030) | Thai: Usn1svan (+01)

Grammatical Category: Subject Field: Product strategy

noun phrase

Definition: N1SUSMINENTENLTaRALUITORDUALDIANUABINITNUTTIVRIGNAN A

Illustration:

1. The core products are the commodities and central components that
provide the principal problem-solving benefits that are sought by customers.
(SM030)

2. According to Goyal (2004) when it comes to service; there are two types of
services, the core service which refers to the results and consequences of
purchasing a certain item that a customer expects for the charges of the
item, like for example when a customer purchases an answering machine
the end used (customer) expects from the machine to take messages and

store them; (SM030)

Linguistic Specification: Syn: Core service

Cross-reference: Flower of Service (TR001), Supplementary service (TR003)

Notes: Existence resources: RARAINEN (RFO8), Wlanansiae (RF10)
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TROO3

Eng: Supplementary service

(SM052)

Thai: USN156@5% (+02)

Grammatical Category:

noun phrase

Subject Field: Product strategy

Definition: USMstaSuiiinAuALazaNuwanaliiuuinman saudsglinisusng

NYLATALAINUINVU

[ustration:

1.

As the core product often becomes commaoditized, supplementary services

can play an important role in differentiating and positioning the core product.

(SM052)

Supplementary services facilitate and enhance the value of the core

product. (SM058)

Linguistic Specification: -

Cross-reference: Flower of Service (TR001), Core product (TR002), Facilitating
supplementary services (TR004), Enhancing supplementary services (TRO05)

Notes: -
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TROO4 Eng: Facilitating supplementary | Thai: UinsiaSunite

service (SM030) 91UYANFEAIN (+03)

Grammatical Category: | Subject Field: Product strategy

noun phrase

Definition: uSn1stasungslin1susmsraniinlaegeasain Feusenausienisiiteya

M3SuUmd nsSentAualdInenazn1sTITE R

Illustration:
1. Facilitating supplementary services are needed for service delivery or help
in the use of the core product. They include information, order taking, billing,

and payment. (SM030)

Linguistic Specification: -

Cross-reference: Flower of Service (TR0O01), Core product (TR002), Supplementary
services (TR003), Enhancing supplementary services (TR005)

Notes: -
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TR005 Eng: Enhancing supplementary | Thai: UinsiaSuiie
service (SM058) gNIEAUAMAN (+04)

Grammatical Category: Subject Field: Product strategy

noun phrase

Definition: USNMst@s UM uAuAlTLAUINIIVaN Fedsenaunisnishia1uinel n1s

é’fau%’uqﬂﬁw mi%’ﬂwﬂmmﬂaamﬁaLLazmﬁmmiﬁummmwi’wm@ﬂﬁﬁ

Illustration:
1. Enhancing supplementary services add value for the customer. They
include consultation, hospitality, safekeeping, and dealing with exceptions.

(SM058)

Linguistic Specification: -

Cross-reference: Flower of Service (TR001), Core product (TR002), Supplementary
services (TR003), Facilitating supplementary services (TR004)

Notes: -
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TRO06 Eng: Freemium (SM010) Thai: N1FAINUATIALUY
Wirouinge (*02)

Grammatical Category: Subject Field: Pricing strategy

noun phrase

Definition: nagnsimuasialaganalduinistunugulalaglufialdinguasineiile

ABINITAITUSNISEALLGL

[Lustration:

1.

Freemium, a combination of the words “free” and “premium,” is a business
model by which a service or a product is offered free of charge, but a
premium is charged for advanced features, functionality, or related products
and services. (SM010)

Over the past decade, “freemium”, a combination of “free” and
“premium”, has become a popular pricing strategy for online and mobile
services. Users get the basic service at no cost (typically funded by
advertising) and can upgrade to a richer functionality for a subscription fee.
If you have shared files on Dropbox, networked on LinkedIn or streamed
music from Spotify, you have experienced this business model first-hand. As
marginal costs for technology and bandwidth are dropping, “freemium”

models are likely to become more attractive. (SM059)

Linguistic Specification: -

Cross-reference: Dynamic pricing (TRO07), Revenue management (TR009)

Notes: -
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TROO7

Eng: Dynamic pricing

(SM036)

Thai: N1SARUATLAUTIAY

ANUTI9IAT (*03)

Grammatical Category:

noun phrase

Subject Field: Pricing strategy

Definition: nagnsMmuAsIAlagLUIsIAeenduszaui 9 augUasdvedgnAiniy

3967380

[ustration:

1.

Dynamic pricing, also known as customized or personalized pricing, is a
version of the age-old practice of price discrimination. (SM059)

Dynamic pricing describes a situation where “the seller dynamically changes
prices over time (intertemporal prices) based on factors such as time of sale,
demand information, and supply availability.” Thus, dynamic pricing
focuses on the timing component of price differentiation and contains

revenue (or yield) management as a sub-strategy (SM036)

Linguistic Specification: Syn: customized pricing, personalized pricing

Cross-reference: Freemium (TR006), Revenue management (TRO08)

Notes: -
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TR008 Eng: Revenue management Thai: NMINRUATLAUTIA
(SM059) MUNAUANAT (*04)

Grammatical Subject Field: Pricing strategy

Category: noun phrase

ey s o ' < 1Y 1 '3 v
Definition: nagnsnnuasiA1lagkuIsIneeniduseausig 9 anugUasdvesgnailag

Awundeyamiusiusulimelilalilaiilsgean

[lLustration:

1. In practice, revenue management (also known as yield management)
involves setting prices according to predicted demand levels among different
market segments. (SM059)

2. Revenue management (RM) increases revenue for the firm through better

use of capacity and reservation of capacity for higher-paying segments.

(SM052)

Linguistic Specification: Syn: Yield management, Abbr: RM

Cross-reference: Dynamic pricing (TR0O07), Freemium (TR006), Rate fence (TR009),
Physical rate fence (TR010), Non-physical rate fence (TR011)

Notes: -
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TROO9

Eng: Rate fence (SM052) | Thai: Uaden13iuunsian (*05)

Grammatical Subject Field: Pricing strategy

Category: noun phrase

Definition: Jadefldlunsimunsedusimanuuinisigniaslasu

[(ustration:

1.

Well-designed rate fences are needed to define “products” for each target
segment so that customers with high value for a service offer are unable to
take advantage of lower price buckets. Rate fences can be physical and non-
physical: (SM052)

Design price schedules and fences that are clear, logical, and fair. Firms
should proactively spell out all fees and expenses (e.g., no-show or
cancellation charges) clearly in advance so that there are no surprises. A
related approach is to develop a simple fee structure so customers can more
easily understand the financial implications of a specific usage situation. For
a rate fence to be perceived as fair, customers must understand them easily
(i.e., fences have to be transparent and upfront) and see the logic in them.

(SM059)

Linguistic Specification: -

Cross-reference: Revenue management (TR008), Physical rate fence (TR010), Non-

physical rate fence (TR011)

Notes: -
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TRO10

Eng: Physical rate fence Thai: 238013011 UATIA

(SM059)

WINBAIN (06)

Grammatical Category:

noun phrase

Subject Field: Pricing strategy

Definition: Ua389N19N18ANNALG UNNSANAUATIANTALANATAU

[Wustration:

1. Physical fences refer to tangible product differences related to different

prices (e.g., seat location in a theater, size of a hotel room, or service level).

(SM059)

Linguistic Specification: Syn: Physical fence

Cross-reference: Revenue management (TR008), Rate fence (TR009), Non-physical

rate fence (TRO11)

Notes: -
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TRO11 Eng: Non-physical rate fence | Thai: Yadsnisiiviua
(SM059) FIANTIAUNN (*07)

Grammatical Category: Subject Field: Pricing strategy

noun phrase

Definition: Y2387 U101 19 TuN1SAINUASIAN A LANAINAUT LA LA ANWULVDINITIIITU

U3 FBnsuaitouluveinistise iy dnvasvaerldniuusinig

lustration:

1. Specifically, revenue management designs products using physical and non-

physical rate fences and prices them for different
their specific reservation prices. (SM052)
2. Non-physical fences refer to consumption (e.g., a h

a weekend), transaction (e.g., weeks’ advance bookin

change penalties), or buyer characteristics (e.g., student and group discounts).

(SM059)

segments according to

otel stay must be over

g with cancellation and

Linguistic Specification: Syn: Non-physical fence

Cross-reference: Revenue management (TR008), Rate fence (

fence (TRO10)

TR009), Physical rate

Notes: -
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TRO12

Eng: Service environment

(SM063)

Thai: @NMNLINGDUNNT

Usn15 (+05)

Grammatical Category:

noun phrase

Subject Field: Physical environment

Definition: @nNNWIARDUNIWNAIEAINIUUSIUNTINNTIAUSNNS

[ustration:

1.

Service environments, also called servicescapes, relate to the style and
appearance of the physical surroundings and other experiential elements
encountered by customers at service delivery sites. (SM063)

The service environment plays a major role in shaping customers’
perception of a firm’s image and positioning. As service quality often is
difficult to assess, customers frequently use the service environment as an
important quality signal. A well-designed service environment makes
customers feel good and boosts their satisfaction, and allows the firm to
influence their behavior (e.g., adhering to the service script and impulse

purchasing) while enhancing the productivity of the service operation.

(SM063)

Linguistic Specification: Syn: Servicescapes

Cross-reference: Poka-yokes (TR013)

Notes: Existence resource: @nMnLInaaun1an18nImlunIsusnIg (RF09)
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TRO13 Eng: Poka-yokes (SM052) | Thai: in3eaiietiasiiu
VORANAIALUNITUINT (*08)

Grammatical Category: Subject Field: Physical environment

noun phrase

Definition: wh3esilodnsudasiunsianainiarasiaennsgiunisusnig

[Wustration:

1.

A good blueprint identifies fail points where things can go wrong. Fail-safe
methods, also called poka-yokes, can then be designed to prevent such
failures (by both employees and customers) and/ or ensure service recovery.
(SM052)

Some service firms use poka-yokes to design frequently occurring service
failures out of the service processes, and to ensure that certain steps or

standards in the customer-staff interaction are followed. (SM061)

Linguistic Specification: Syn: Fail-safe method

Cross-reference: Service environment (TR012)

Notes: -
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TRO14 Eng: Service encounter Thai: ‘thﬂnaﬂﬁﬁmi@ﬂﬁ’]ﬁﬁ
(SM025) mad (*09)

Grammatical Category: Subject Field: Process strategy

noun phrase

Definition: HaatanitgnAntasuusnisanninauiuuivduiusiulagnss

[ustration:

1. A service encounter is the interaction between a front- line employee and

a customer (SM025)

2. The service encounter is the

directly interacts with a service” (SM025)

..period of time during which a consumer

Linguistic Specification: -

Cross-reference: Moment of Truth (TRO15), High-contact service (TR016),
Low-contact service (TRO17), Front-stage (TR018), Backstage (TR019)

Notes: -
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TRO15 Eng: Moment of truth | Thai: Yjisemauiuusnis(*10)
(SM056)

Grammatical Category: Subject Field: Process strategy

noun phrase

Definition: F3afignAid1suusnisluanunliusnig

[ustration:

1. The “moments of truth” metaphor refers to customer touchpoints that
can make or break a customer relationship. (SM055)

2. Because high-contact services directly involve the physical person of the
customer, the visible component of the entire service operation tends to

be substantial, and many interactions — or “moments of truth” — have

to be managed. (SM056)

Linguistic Specification: -

Cross-reference: Service encounter (TR014)

Notes: -
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TRO16

Eng: High-contact service

(SM055)

Thai: M3USNSAgNANE

AUsILN (+07)

Grammatical Category:

noun phrase

Subject Field: Process strategy

Definition: JULUUYBINMTUIASTIgNANIFUUISNsingnssanniinauluanuiliuinig

[ustration:

1.

In a high-contact service, customers interact with service personnel, the

service environment and also other customers who are present within the

servuction system. (SM055)

In a high-contact service, it includes customer interactions with the service

environment, service employees, and other customers. (SM055)

Linguistic Specification: Ant: Low-contact services

Cross-reference: Service encounter (TR014), Low-contact service (TR017)

Notes: Existence resources: U3n15#ignA19aiiadiusiuunn (RF10), usmsiiinsansediu

AlEUIN13UN (RFOB)
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TRO17 Eng: Low-contact service Thai: miﬁmiﬁgﬂﬁﬁﬁ
(SM055) drusutien (+08)

Grammatical Category: Subject Field: Process strategy

noun phrase

Definition: JUkuvvaIn1susnIsiigntdlasunisuinsannidnaulaenss widunisld

UIN5HURUNTINTDTEUUAN 9

Illustration:
1. At the other end of the continuum, low-contact services involve very little
or no physical contact with the firm. (SM055)
2. In contrast, low-contact services are mostly delivered via apps, websites,
chatbots, self-service machines (e.g., ATMs), or customer contact centers with

relatively few customer interfaces. (SM055)

Linguistic Specification: Ant: High-contact service

Cross-reference: Service encounter (TR014), High-contact service (TR016)

Notes: Existence resources:usmsfigusiaaiidiusiuties (RF10), USnsniinishnsiefiy

Aldusn1siies (RFOB)
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TRO18 Eng: Front-stage (SM042) Thai: #ufilrusnis
Weawth (*11)

Grammatical Category: Subject Field: Process strategy

noun phrase

Definition: ﬁuﬁsuaqmﬂﬁu%miﬁgﬂﬁﬂLﬁuLLasﬁﬁaui’aﬂumﬂﬁﬁmisumwﬁfmm

[ustration:

1. A focus on the service encounter implies a sharp distinction between
interactions between the customer and provider that are part of the service
encounter and other activities that precede it to make it possible. The former
comprise the “front stage” and the latter the “back stage,” which are
separated by the “line of visibility,” so-called because, by definition, any

activities or services that are invisible to the customer are behind the line.

(SM042)

2. In theater, the invisible components can be termed “back-stage” or “back

office”, while the visible components can be termed “front-stage” or “front

office”. (SM056)

Linguistic Specification: Syn: Front office, Ant: Backstage

Cross-reference: Service encounter (TR014), Backstage (TR019), Front-stage action

(TR020)

Notes: -
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TRO19 Eng: Back-stage (SM052) | Thai: #uilsusnis

Woeniaa (*12)

Grammatical Category: Subject Field: Process strategy

noun phrase

Definition: fiuiiveanisliuinisfignAnliiuuainasienisuinisnanmazlasy

Wustration:

1. In theater, the invisible components can be termed “back-stage” or “back

office”, while the visible components can be termed “front-stage” or “front

office”. (SM056)

2. The technical core is backstage and invisible to the customers, but what
happens backstage can affect the quality of frontstage activities. Therefore,

back-stage activities have to be coordinated with frontstage activities.

(SM052)

Linguistic Specification: Syn: back office, Ant: Front-stage

Cross-reference: Service encounter (TR014), Front-stage (TR018), Backstage activity

(TR021)

Notes: -
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TR020

Eng: Front-stage action

(SM061)

Thai: A1SLAUINTIUNUNA

WBInt (*13)

Grammatical Category:

noun phrase

Subject Field: Process strategy

Definition: TuneuvaINIsuIn1signAlasuanndnaulviuinig

Wustration:

1.

Blueprints show the key customer actions, how customers and employees
from different departments interact (called the line of interaction), the front-

stage actions by those service employees, and how these are supported by

backstage activities and systems. (SM061)

A well-constructed blueprint enables us to visualize the process of service
delivery by showing the sequence of front-stage interactions that
customers experience as they encounter service providers, facilities, and

equipment, together with supporting backstage activities, which are hidden

from the customers and are not part of their service experience. (SM067)

Linguistic Specification: Syn: Front-stage interactions

Cross-reference: Front-stage (TR018), Frontline staff (TR022)

Notes: -
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TRO21

Eng: Backstage
activity (SM052)

Thai: A1SIAUINTIUNUNA

Woenaa (*14)

Grammatical Category:

noun phrase

Subject Field: Process strategy

Definition: Tumauiglsatuauunsliuinisveminauwngndn lnegnaiuesluiiu

JURDUMEATY

[ustration:

1.

The back-stage activities that must be performed to support a particular

front-stage step. (SM061)

The technical core is backstage and invisible to the customers, but what
happens backstage can affect the quality of frontstage activities. Therefore,

back-stage activities have to be coordinated with frontstage activities.

(SM052)

Linguistic Specification: -

Cross-reference: Backstage (TR019)

Notes: -
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TR022

Eng: Frontline staff (SM060)

Thai: WHNIIUUSNNS

WUB9nt (¥15)

Grammatical Category:

noun phrase

Subject Field: Process strategy

Definition: wilnsunlviuinislagnsainigna Nuwuuisedvsefnsesuinsasilodeds

Wustration:

1. High quality, frontline staff and backstage operations can be important
differentiators for services. In high-contact services, frontline personnel are

central to service delivery. Their presence makes the service more tangible

and, in many cases, more personalized. (SM060)

2. Frontline employees have a very important part to play. Brand equity is
created largely through a customer’s personal experience with the service

firm rather than through mass communications, which is more suitable for

creating awareness and interest. (SM060)

3. The front-stage personnel are like the members of a crew playing roles as

actors in a drama supported by a backstage production team. (SM056)

Linguistic Specification: Syn: Frontline employee/ frontline personnel/ front-stage

personnel

Cross-reference: Front-stage action (TR020)

Notes: -
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TR023 Eng: Service script (SM025) | Thai: uvmatilel#u3ng
(+06)

Grammatical Category: Subject Field: Physical evidence

noun phrase

Definition: unildlunisaunuiiefimuantinfvestnauiugnaAluseninanisdisu

UsnS

lustration:

1.

As mentioned earlier, a service script defines the employee’s job and
specifies how tasks will be completed and what outcomes should occur; it
also may include specific detail for the verbal makeup of the encounter.
(SM025)

Our research interest is to examine the latter case, where verbal content is
disseminated by the employee to the customer as dictated by an

organizationally defined service script. (SM025)

Linguistic Specification: -

Cross-reference: Frontline staff (TR023)

Notes: -
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TR024 Eng: Soft measure (SM067) | Thai: N15IALBAMAIN
(*16)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: N3inAmnmMvaInIsliuinsineUssiluanaruiiuresgniiuasntnu

Illustration:
1. There are both soft and hard measures of service quality. (SM067)
2. Soft measures are usually based on perceptions of and feedback from

customers and employees. (SM067)

Linguistic Specification: -

Cross-reference: Hard measure (TR025), Soft standard (TR026)

Notes: -
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TR025 Eng: Hard measure (SM052) | Thai: N13AL@9U3un0
(*17)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: n1sinAmn nvaInsiiuinisiagn1sAim Juiauazdunng

[ustration:

1.

Hard measures relate to operational processes and outcomes and can be
counted, timed, or observed. Control charts are a simple method of

displaying performance on hard measures over time against specific quality

standards. (SM052)

Hard measures typically refer to operational processes or outcomes, and

include data such as uptime, service response times, and failure rates.

(SM067)

Linguistic Specification: -

Cross-reference: Soft measure (TR024), Hard standard (TR027)

Notes: -
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TR026 Eng: Soft standard (SM067) | Thai: 4195151043

AAIN (*18)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: 11msgiun1sliuinisungnantaetinaainuuuUszliuauiugesgnAuly

Tun1sAvue

Illustration:

1. Soft standards and their measures are those that cannot be easily observed
and are typically gathered by talking to customers. Soft standards provide
direction, gsuidance and feedback to employees on how to achieve customer
satisfaction, and they can be quantified by measuring customer perceptions
and beliefs. (SM067)

2. Customer-defined standards can either take the form of operational (hard)

or perceptual (soft) standards. (SM050)

Linguistic Specification: Syn: Perceptual standard, Ant: Hard standard

Cross-reference: Soft measure (TR024)

Notes: -
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TRO27 Eng: Hard standard (SM067) Thai: 4IRS1FIU
Usunad (*19)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: 11n3g1un1sliUInTsiagtnaannsauIn Juawazdunng

[ustration:

1.

Hard standards and measures, in contrast, are typically process activities

and outcomes that can be counted, timed or measured. (SM067)

Customer-defined standards can either take the form of operational

(hard) or perceptual (soft) standards. (SM050)

Linguistic Specification: Syn: Operational standard, Ant: Soft standard

Cross-reference: Hard measure (TR025)

Notes: -

145


file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0
file:///C:/Users/a_meilling/Desktop/M.A.%20in%20Translation/สารนิพนธ์_ประมวลศัพท์การตลาดบริการ/บทที่%204/0

146

TR0O28 Eng: Listening gap (SM051) | Thai: Jgymnisvindeya
INGNAT (*20)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: Jgyraen1susmsiiinainnisliiidilanuseani1siuviasevesngugnainieg

a v o
fiveyalyiiieme

[Lustration:

1.

Provider gap 1, the listening gap, is the difference between customer
expectations of service and company understanding of those expectations.
(SM050)

GAP 1: Gap between Management Perception and Customer Expectation.
This gap arises when the management or service provider does not correctly
analyze what the customer wants or needs. It also arises due to insufficient
communication between contact employees and managers. There is a lack
of market segmentation. This Gap occurs due to insufficient market research.
(SM045)

Gap 1: The Knowledge Gap. The knowledge gap tackles the difference
between customer expectations and the perceptions of their needs, as seen
by management. This usually occurs when the management team does not

fully understand what the customers really want. (SM046)

Linguistic Specification: Syn: Knowledge gap

Cross-reference: Service design and standard gap (TR029), Performance gap

(TR030), Communication gap (TR031)

Notes: -
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TR0O29

Eng: Service design and

standard gap (SM045)

Thai: Jgyninsinvue

1M 1U (*21)

Grammatical Category:

noun phrase

Subject Field: Service quality

Definition: Ugym1984n15U3n1574AA91NN15k@ILNTANMUANINTFIUNTBWUINIINT

Tusnisldnseiuanunanisvesgnen

lustration:

1.

The Policy Gap: The Gap between Management Perception and Service
Quality Specification. According to Kasper et al, this gap reflects
management’s incorrect translation of the service policy into rules and
guidelines for employees. Some companies experience difficulties translating
consumer expectation into specific service quality delivery. This can include
poor service design, failure to maintain and continually update their provision
of good customer service or simply a lack of standardisation. This gap may

see consumers seek a similar product with better service elsewhere. (SM045)

Linguistic Specification: Syn: Policy gap

Cross-reference: listening gap (TR028), Performance gap (TR030), Communication

gap (TRO31)

Notes: -
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TRO30 Eng: Performance gap Thai: ﬂagm;ﬂﬁu%ms
(SM050) (*23)

Grammatical Category: Subject Field: Service quality

noun phrase

Definition: Jaymvesnisusmsiiadentnauliaunsadmeunisusnsinimualila

Wustration:

1. Gap 3, the service performance gap, must also be closed to make sure there

is no discrepancy between customer-driven service design and standards and

actual service delivery. Even when guidelines for performing service well and

treating customers correctly, high-quality service performance is not a

certainty. Standards must be backed by appropriate resources (people,

systems, and exist technology) and also must be enforced to be effective -

that is, employees must be measured and compensated on the basis of

performance along those standards. (SM050)

2. The delivery gap refers to the difference between the specification of the

service and the service that’s being produced by the company. This occurs

when the people who “produce” the service are unable, unwilling, or just

do not know how to fully reach the specified & needed standard of that

service. (SM046)

Linguistic Specification: Syn: Delivery gap

Cross-reference: Listening gap (TR028), Service design and standard gap (TR030),
Communication gap (TR031)

Notes: -
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TRO31

Eng: Communication gap

(SM045)

Thai: Jgynnnsdeansd

anAn (*24)

Grammatical Category:

noun phrase

Subject Field: Service quality

Definition: Jgym1veen1suinisiiinainnisdeasivdingugnandmunglidnsaduns

UsnstignAazlasy

lustration:

1.

2.

Gap 4: The communications gap is the difference between what the

company communicates, and what the customer understands and

subsequently experiences. (SM067)

The Communication Gap: The Gap between Service Delivery and External
Communications. In some cases, promises made by companies through
advertising media and communication raise customer expectations. When

over-promising in advertising does not match the actual service delivery, it

creates a communication gap. (SM045)

Linguistic Specification: Communication gap

Cross-reference: Listening gap (TR028), Service design and standard gap (TR029),

Performance gap (TR030)

Notes: -
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