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Fig. 1 Value curve of prospect theory
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Fig.2 Examples of choice problems of service quality
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Table 1 Choice results of service quality
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: B1 10 80 10 83.2
A2 20 20 20 20 20 32.9
2 B2 10 80 10 67.1
A3 33 34 33 74.3
? B3 10 80 10 25.7
A4 5 15 55 25 18.6
¢ B4 100 81.4
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Table 2 Contingency table of choice results
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Table 3 Evaluation of service quality based on customer satisfaction
R HEEE S
) Al EL>
BREEE | THE —f WE | EEHE P —— R4 REVEM
(%) (%) (%) (%) (%) R

WEEIR 1 2 3 4 5
A 20 20 20 20 20 3 2.00 58.40
B 10 15 50 15 10 3 1.10 61.50
C 25 50 25 3 0.50 62.80
D 10 80 10 3 0.20 67.90
2 E 100 3 0.00 67.10
F 33 34 33 4 0.66 83.30
X G 25 50 25 4 0.50 85.10
H 10 80 10 4 0.20 88.40
. I 100 4 0.00 91.70
J 5 15 55 25 4 0.60 81.50
#y K 33 34 33 2 0.66 35.90
L 25 50 25 2 0.50 32.90
M 10 80 10 2 0.20 24.70
N 100 2 0.00 14.10
0 25 55 15 5 2 0.60 30.50

4.2 EERIMSH F: R?=0.737, F4 mo= 850.17,p<0.000 1.

Mi‘%37u%§u —E WA EEYE
T . BEENFESRSRENTINGFES
—%B@*ﬁa&%%.ém%)ﬁﬁ@?ﬁﬁ?&? ‘W
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0.001) , BIJy 2= X AR 55 i & M9 74 7= A2 R 1L 2
W) . T 240 R RSB K AL FORTHE R (2 41)
APRSE R E M 2 5 RS RE NI L
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X ARG BRI VR = A A R R . X ERIE S
AR 1 AR 2 MAFE . AN, B B Rk
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PE—2F {8 AR (1) X PR B 2047 113 43
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Table 4 Regression results of model (1)

[E)E] B[ R A E S G A E i I~
A¥ | fHHE | X | Bewfd P

B 69.15 1.16 59.58 [0.000
a 36.18 4.38 0.56 8.26 |0.000
ay 84.85 4.38 1.31 19.36 |0.000
b, -13.81 2.91 -0.31 -4.74 [0.000
b, 31.86 2.91 0.70 10.94 |0.000
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Table 5 Comparison of regression results of different models

R ESE SRR EiES% SMIEMFRE MR
AN sk ki CIRERBOER BRI B RKREUER

W -28.53 -65.15 68.25 69.50

a 29.19 57.30 18.41 36.18

a 39.97 84.85

by -4.68 -13.81

by 31.86
HEEN R 0.692 0.700 0.708 0.737

e RHEKEREL SQ=ax,
TR SO = ax + ba?,

BT IREOE R, BRI (1),
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FEREHEE: SQ0=0a;(x- %), M x2x0;50 = ay(2 — x0) , Y x < xq,
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BN f#ITEIE.

FEEFrg , P2 IEERMEHEE T
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SEHEN 1% AT LAHER 1. 62% H B AR (8 38
BRI 57 A 25 SR W R AN e TR
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%SRRI LB 1R i 60% £ 12

2 % X W
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F [ B 4 Y IF T8 e 5 Al BT R A B Bk 4n
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Uncertainty effect of customer satisfaction on service quality evaluation

GAO Chong-yan', JIA Jian-min*>
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Abstract: For customer-centered firms, the evaluation of service quality should depend on customer satisfaction,
which is typically described as a distribution in customer surveys due to the variation of service delivery and different
customers. This paper investigates the uncertainty effect of customer satisfaction on the evaluation of service quality
based on two surveys from managers. We find that there is a “reflection effect” in the evaluation of service quality.
When service quality is in the positive domain of customer satisfaction, managers are averse to uncertainty and try to
maintain consistency and stability in service delivery; but when service quality is in the negative domain, they prefer
uncertainty and look for possibilities and opportunities for making a change. There is also an asymmetric impact of
customer satisfaction and dissatisfaction on service quality, and managers basically show loss aversion in our survey
data. We further propose a model that captures these empirical findings in the evaluation of service quality.

Key words: service quality; customer satisfaction; uncertainty; reflection effect
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