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Abstract - In this paper an attempt has been made to show how information
technology (IT) is used as a strategic tool to meet competitive advantages and
how it is rapidly becoming a necessary ingredient for achieving quality within
the service industry. An in-depth review of information requirements for service
sectors has been made and the possible relationships between IT and typology
of service organizations, service quality and improving market position have
been highlighted. Also, integration of 1T and service dimensions has been
addressed and some important issues required for a successful integration have
been proposed. The findings indicate that different types of service operations
require different Ievels of TT. Authors have also emphasized that 1T plays an
important role in the service industry, especially in financial and healthcare
sectors and it will continue to inerease in importance as managers further
appreciate the benefits that can be gained, as 1T is treated as a strategic issue
and as the complexities of a large network, demand increased capabilities in
information management.
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INTRODUCTION

Service firms have followed the lead of manufacturers in making great strides in getting
work done with fewer employees mainly because of advances in technology. On the other
hand, little attention has been paid in academic and trade literature to using information
technology to improve customer service and long-run business effectiveness. Perhaps, this
is because the benefits of improved service are often qualitative rather than quantitative,
Standard accounting systems can measure labor costs, but not the costs of poor customer
service [5].

Information technology (IT) is increasing in importance for companies and its effects
on global trading are becoming widely felt [9,26]. It is frequently argued that 1T is rapidly
becoming the most important factor in increasing productivity and reducing costs
[11,23,27,34,46]. Practitioners and researchers agree that IT is a critical component in
service sector development, particularly for information-based industries, such as financial
services [29].

To remain competitive, service providers are increasingly offering their customers IT-
based service options to reduce costs and create value-added services for their customers.
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IT systems are expected to help service providers improve service quality, financial
performance, customer satisfaction and productivity. IT can help enhance service quality
by increasing convenience, providing extra services and collecting service performancc
information for management use [17]. There are several competitive roles of IT in services,
1.e., creation of entry barriers, enhancement of productivity and incrcase of revenue
generation from new services [16]. In many service industries, IT-based service systems
are essential for a service provider to remain competitive [7].

Quality programs in technology-dependent industry will need to include IT supported
service and product quality improvements [19]. The banking industry, for instance, is
information intensive and highly dependent on IT [39]. Thus, quality programs will need
to include IT-supported service in the banking industry. IT can assist delivery of supcrior
quality customer service by ensuring a fast, accurate and reliable service, supporting
product and service range developments and providing information for decision making
and advice [24]. A system, which ensures fastest possible responscs to customer requcests
will provide organizations with a competitive advantage [40,41]. According to Bednar ct
al., the greatest benefit IT offers may be in its ability to ensurc quality customer service
by supporting personnel in cstablishing and maintaining relationships with customers [3].
Customers are individuals and satisfied customers are those who feel they have greater
esteem or power as a result of the actions of the service firms. That presents a whole new
challenge for organizations and their use of 1T. So many investments have bcen about
rcducing or removing people from the delivery chain. In this customer- and people-centred
world, 1T should be used to enable people to spend more time with customers, to understand
them better and then to deliver what they need quickly and effectively. This does not mean
absorbing more cost, but it also means focusing cost reduction on those activities that the
customer does not value.

A review of the literature indicates that the use of I'T for improving customer service
and customer satisfaction has attracted much recent attention [7,10,18,38]. Most of the
research, however, is based on the service provider’s perspective. Berkley and Gupta
developed a model to describe how IT can be used to improve service performance [4].
Through case studies, they discussed in detail where information technology had been
used or could bec used to improve specific scrvice quality dimensions including reliability,
responsivencss, competence, access, communications, security, understanding and knowing
the customers and finally quality control.

The purpose of this paper is to study the role and impact of [T in the service industry,
with particular reference to the financial and health care sectors. In the following, information
requiremcnts and typology of service organizations arc rcviewed. The relationship between
1T, service quality and improving market position is another concept which is demonstrated.
Some approaches are also addressed and suggested for successful integration of 1T with
service processes. Finally, important conclusions and suggestions are outlined, based on

a discussion of the issucs studied in the paper.
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INFORMATION REQUIREMENTS FOR THE SERVICE ORGANIZATIONS

Before explaining how IT could be used, it seems necessary to know what kind of
information is required in service organizations. The service-delivery process is broken
into input, process and output stages and the information requirements are specified for
each stage. Figure 1 provides an illustration. The top of Figure 1 shows the service-delivery
process. Supporting computer systems are given in the middle, databases are at the bottom
and the information requirements are on the arrows. As the service-delivery process in
Figure 1 suggests, the focus is on high customer-contact services that process people, as
opposed to services that process information or paper. Because of the uncertainty and
complexity introduced by the “customer”, quality assurance is generally more difficult for
high contact services than it is for low contact services. Figure 2 provides a summary of
information requirements by organization level. Executive managers are concerned with
setting broad policies and goals for the organization. They generally require aggregate
information obtained from sources external to the organization. On the other hand, service-
delivery personnel are concerned with the execution of tasks. They require information
that is generally well defined, narrow in scope and arising largely from sources within the
organization. The information requirements for service managers fall between the extremes
of executive management and service-delivery personnel. Much of the information relevant
to service management is obtained through the process of interpersonal interaction [20].

In high customer-contact services, a firm’s ability to deliver quality service depends
on its capacity to collect, process and distribute information. The input function in services
includes assessing customer expectations, specifying the expected service and setting
corresponding service standards. Good service providers have communication processes
to facilitate the collection of customer data, suggestions, requests and transactions into
customer databases. These databases can then be used to construct detailed customer
profiles, eliminate service-specification errors, speed service and improve service consistency.
Capacity-constrained firms may use service histories to estimate customer values and give
better service to better customers. Once service standards are established, they must be
communicated across the service-delivery organization so that everyone knows what is
expected.

Process information is the information required by employees or customers while the
service is actually being delivered. First, service providers must possess the required
knowledge to perform the service. For many service firms, much of this knowledge can
be accumulated in databases and distributed using decision support systems. To control
service operations, managers need systems to collect, process and distribute information
on actual business performance. Customer tracking and order processing systems use
transaction data to maintain real-time records of customer and job status while also ensuring
customer security. Quality control systems compare process data and service standards
to determine if corrective actions are required. The objective is to make corrections before
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problems are created and customers’ complain.

Output information 1s used to determine whether customer expectations are met. While
customers are the best judges of quality, many service firms lack adequate systems for
collecting, and acting on, customer data. Customer complaints provide valuable information
on service quality problems. If customers complain, employees need enough information
to solve problems and make decisions while the customer is still present. Complaints
should be tracked by type, frequency and department to identify recurring problems that
otherwise might go undetected. To prevent weak recovery efforts that fail the customer
twice, some firms use recovery tracking systems to capture and distribute information
pertaining to each instance of recovery service. The greatest risk is that customers will
not complain and just take their business elsewhere. If customer service or billing histories
are available, defection scanning systems can be used to identify defecting or lost customers

and, often, clues as to why customers are no longer buying.
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Figure 1: Service quality information requirements [5].
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Figure 2: Information requirements for service organizations [35].

IT AND TYPOLOGY OF SERVICE ORGANIZATIONS

Early service industry research suggests that generic typologies of organizations do not
fully succeed in identifying and classifying the special characteristics of service industrics
[25,28]. Mills and Margulies developed a typology based on seven broad dimensions of
the service delivery process [28]. The Mills and Margulies framework utilized the customer
contact component common to many other service taxonomies but extended the concept
by further incorporating other vital elements of the customer-provider interaction. These
clements included the type, source and complexity of information exchanged during the
service delivery process and the nature of the customer-provider relationship. The nature
of the information exchange impacts power relationships between customer and provider,
substitutability of the provider and the level of problem awareness that exists at the
inception of the service. Using these characteristics as a guide, Mills and Margulies
developed a composite model that encompasses multiple dimensions of the customer-
provider interaction {Table 1). The resulting framework classifies service organizations
as either maintenance interactive, task interactive or personal interactive. This typology
placed a greater emphasis on information content, method of information exchange and

the roles assumed by employee than earlier contact-specific frameworks,
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Table 1: Typology of service organizations [28].

Maintenance Task Personal
intcractive intcractive interactive
Information
Quantity/contidentiality Low Moderate High
Quality High Moderalc Low
Nature of decisions
Provider decisions Simple Complex Complex
Decision importance Low Moderatc High
Feedback (customer to provider) Immediate Slow Slow
Time
Total duration of interface Brief Moderaice High
Total direct contact time Low Moderate High
Problem awareness
Customer knowledge of problem High Moderate Low
Customer ability to evaluate service High Moderate Low
Transferability
Substitutability of provider High Moderate Low
Power
Perceived power of provider Low Moderate High
Provider status and authority Low High High
Attachment
Relationship strength and conflict Low Moderate High
Potential Low Moderate High

Schmenner provided another industry level 2/2 classification model [42]. Schmenner
used high-low degrees of interaction and customization on one axis and high-low levels
of labor intensity on the other. He identified the resulting four quadrants as service factories,
service shops, mass services and professional services (Table 2). The different types of
customer contact included direct or face-to-face interaction, indirect interaction, in which
the customer and provider communicate remotely via technology such as a telephone, and
non-contact interactions, in which customers independently utilize the service system

technology, as with ATM utilization.

Table 2. A framework for service classification [42].

Low interaction and High interaction and
customization customization
Low labor intensity Service factory Service shop
High labor intensity Mass serviees Professional services

1T, SERVICE QUALITY SYSTEMS AND IMPROVING MARKET POSITION

Olaisen and Revang proposed a model for three levels of service quality management: the
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standard service system, the complex service system and the sensitive service system [33].
In the following, the relevance and the content of different service systems as well as the
role which information technology plays at each system level are discussed:

-THE STANDARD SERVICE SYSTEM

A company that wishes to build up a standard service management system can simply
replace a system which is based on a system ideology with a service ideology. A system
ideology will often be built on the function of the production system with an emphasis
on manufacturing-based quality (i.e. conformance to requirements) or a product-based
quality, i.e., quality as a precise and measurable concrete variable. In the service ideology
the quality will be customer-based (i.e. how well the quality of a product or service fits
patterns of consumer preferences). This requires that the market segment for each service
be identified and that a service package be designed according to the values the customers
will be paying for (i.e. affordable quality) and a service delivery system be created to
deliver the prescribed service. How to evaluate the quality at the moment of truth, when the

customer consumes the service, will be a central question.

-THE STANDARD SERVICE PROGRAM AND INFORMATION TECHNOLOGY

A company in the process of automating its current procedures can simply replace a
manual system with a more efficient system that can handle larger quantities of information
in a shorter period of time. The introduction of an information system in the organization
is the first step. The second step is integrating information technology into strategic
planning. The standard service management system demands an integrated information
system. The information system works in an assistant role to achieve higher efficiency
through processing information in the organization. The assistant system involves the

automation of existing procedures and routines.
-THE COMPLEX SERVICE SYSTEM

The second strategy, developed from the first strategy, is to expand the core services, the
supporting services and the facilitating services. The key to success is not only the design
quality, the product quality and the service delivery quality, but the relational quality
between the core services, the supporting services and the facilitating services. To achieve
this, the mix between service information systems and alliance partners has to be compatible.
The main question is how to improve the quality offered in the service management
program. The focus is still what gives the affluent customer value: The whole point of the
global system is to give customers what they want by means of the most efficient service
on the market; a service that covers the world and is consistently reliable. In practice, this
means a highly complex service package preferably offered at a high price.
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-THE COMPLEX SERVICE SYSTEM AND INFORMATION TECHNOLOGY

The complex service system involves the challenge of remaining a leader in cffectively
using technology in order to avoid the temptation of concentrating on just finding ways
of doing the same thing better. Instead, a corporation must focus on using information
technology tools as they come along to crecate new applications that link the latest technology
to corporate goals in an ever more effective way. An information diversification stratcgy
involves, including the information system, a complex system of core, supporting and
facilitating services. At this stage, information technology is used to ¢xpand people’s
capacity to handle a complex service organization in a smooth and effective way. The
information system demands professional handling from both front-line and back-officc
stalf. The information system works now in an adviser rolc. The adviser system involves
integrating the information system in the organization and giving the system the possibility

to create new business opportunities [31].
-THE SENSITIVE SERVICE SYSTEM

The sensitive service system must entail a high level of tolerancc for individual needs and
individual utility. The information system supplies the company with information about
what each customer has bought earlier (i.e. all carlier experiences with the company). This
information enables the company to define the needs and wants ot a smaller customer
group morc precisely. At the same time, the information system gives the company the
possibility of designing an individual service package from the complex list of core,
supporting and facilitating services. For instance, the information system might also be
used to calculate the profit for each package. With this information, it is possible to reduce
the protit margins relating to the core scrvice in order to increasc it wherce the supporting
services are concerned. Furthermore, the information system also gives the company the
possibility of following the movements of a service cluster and to takc charge if the service
is unreliable. This demands a higher level of tolerance in the design than before and
demands more sensitive service concepts suited to the individual customer or to much
smaller market segments than we have earlier been able to think about. One should detine
a holistic quality dimension based on how sensitive the service concept is to the customer’s

individual necds.
-THE SENSITIVE SERVICE SYSTEM AND INFORMATION TECHNOLOGY

The last step is creating an information culture. This means that organizations use information
technology to create new forms of organization, work conditions and economic systems.
The key to becoming a player in these new arcnas will be rooted in the ability to cstablish

corporate allianecs through the use of information technology. Within the corporation,
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information and knowledge-based work will take on a new importance [32]. The core task
in an information culture is information processing — moving information among individuals
and groups in order to co-ordinate work tasks. The basic structure for co-ordinating
information proccssing has traditionally been hierarchical. Hierarchical organizations were
built by grouping jobs/roles into work units and linking these via common reporting
relationships and successive levels of management control [44,45]. Information systems,
common architectures, shared databases, decision support tools and expert systems all
create the capacity to co-ordinate behavior without hierarchical control. Such technology
allows the creation of autonomous work units, linked together via information. It also
allows for looscr coupling, without sacrificing the capacity to overview and co-ordinate.
The sensitive information system demands that the company create a service culture that
is integrated with an information culture. Information then works in the role of the
communicator. The communicatton system means that the company builds up an information
culturc around an electronic infrastructure.

In conclusion, the service systems, information systems and strategic alliances will

influence the market position where we will have three options:

* changing the market structure
* product differentiation, and

* changing the market rules

Each of them will be dependent on success or failure in service strategy. It is also
important to draw a distinction between attempts to enhance existing competitive advantage
and initiatives intended to create new competitive advantage where none had existed
before. A company might create a new competitive advantage and by this be able to
enhance better existing competitive advantages and vice versa.

The above explanations are developed into a theoretical model that starts with the

market positions of the services (Figure 3).

Service quality systems Improving market position Information systems

® Standard service systems ==y ® Changing market structure = @ Assistant
Success Fuailure
leads to leads to

® Complex service systems ====3p ® Service differentiation = ® Adviser
Success Failure
feads to leads to

® Sensitive service systems wm==jp ® Changing market rules = ® Communicator

Aims: Enhance existing competitive advantage K
and/or create new competitive advantage

Figure 3: Gaining market position from information technology in service organizations [33].
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In the following, by explaining the role of IT in two of the most important sectors in
the service industry, i.e. financial and healthcare industries, its influences on service quality

and improving market position are highlighted.

-IT AND THE FINANCIAL SERVICE INDUSTRY

Financia! services account for nearly 50 percent of the service economy in the USA and
have a similar importance in most industrialized nations. Financial service companies
were also among the earliest commercial users of I'T [14]. Electronic business among
companies providing financial services should be attractive, as physical assets typically
need not be exchanged. Yet, electronic business in the financial services has evolved slowly
for a variety of reasons, including security concerns, regulation, lack of standards, complexity
of inter-organizational relationships and conservative principles.

Economic forces and technological advances, especially with the Internet, have driven,
mcrging the investment across international boundaries and across types of financial
services. The prime example is the creation of Citigroup by the merger of Citibank and
Travelers Group in October 1998. Citigroup provides financial services in 100 countries
through the following businesses: Citibank, Commercial Credit, Primerica, Salomon Smith
Barney, SSB Citi Asset Management Group, Travelers Life & Annuity, and Travelers
Property Casualty. Such consolidation is likely to become commonplace as customers
increasingly demand one-stop shopping for their financial services and as companies seck
to accrue advantages from economies of scale and opportunities for cross-selling. Financial
service companies are relatively unique in regard to their value chains in that they typically
can add value to the end product without physically possessing any intermediate product.
In fact, ownership and the ability to use financial assets rarely require their physical
possession. Although ownership is sometimes confirmed with a physical certificate, only
an electronic record is necessary, whether the asset is a stock, bond, mutual fund, derivative,
gold bullion, futures contract, insurance contract or any form of money other than cash.

The financial services industry has been doing business electronically for many years.
Retail and institutional customers have been trading online, paying bills online and accessing
their accounts online. However, many business-to-customer information transfers continue
to be executed via traditional, paper-based formats. These include such functions as
prospectus delivery, statement reporting and transaction confirmation. The reasons for the
continued adherence to traditional, physical information delivery methods are many.
Tradition and the aversion of some consumers to adopt new technology dictate that firms
continue to provide paper-based transaction audit trails. Regulatory statutes also demand
the use of paper reporting for many types of transactions. However, as noted below, there
is evidence that industry leaders will continue to pressure both customers and regulatory

agencies to adopt electronic distribution and information management methods. The
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banking industry, for example, is moving rapidly to increase the ability of its customers
to transact business online. The International Data Corporation estimated that the number
of US banks offering online banking services would increase from 1,150 in 1998 to 15,845
by 2003. They estimated that the number of US households banking online would increase
from 6.6 million in 1998 to more than 32 million in 2003 [22]. Similar trends emerge in
Europe. BlueSky International Marketing reported that the number of Internet banking
sites increased from 863 in November 1998 to 1,845 in June 1999. The number of sites
that permit customers to perform transactions increased from 448 to 1,245 in the same
period. BlueSky President Suzan Nolan noted that, "In many cases, the bar for minimum
functionality has been raised and simply offering online transactions is no longer a point
of differentiation" [6]. The National Association of Securities Dealers (NASD) has recently
allowed brokerage firms to begin archiving data with laser-disk technology instead of
traditional, acetate-based microfilm and microfiche. Cost containment is again a major
motivating factor for firms adopting the new technology, although they also expect to
improve customer service levels by providing faster, more accurate access to historical
transaction records. An insurance industry report [1] proposed the emergence of a virtual
channel that removes constraints of time, place and form from the transaction universe
that currently defines the insurance industry. A report compiled by Emst & Young
International indicates that many financial institutions believe that electronic business will
significantly reshape their customer relationships [13]. These same institutions feel an
increased need to focus on electronic connectivity, alliances and partnerships. Nowadays
many financial firms believe that e-commerce will alter their distribution strategy in the
near future, particularly in the area of customer connection. It seems, however, that service
organizations concern that there is a lack of understanding of and available insight into
the emerging role of e-business as a delivery channel and customer connection mechanism

[6].

-IT AND THE HEALTHCARE INDUSTRY

The potential benefits 1T can provide for the health care industry is similar to other
businesses: competitive advantage through quality of information processing, process
efficiencies, improved productivity and performance, superior quality of service, greater
responsiveness to customer needs and greater organizational flexibility. However, health
care lags behind other fields when it comes to IT. To catch up, health care organizations
need to incorporate clinical data repositories, electronic data interchange, intranets, clinical
pathways and wireless computers, supported by investment in technologies that will enable
this transformational change. Soliman and Soar argued that IT is increasingly being adopted
by community and hospital-based providers of health care services, because IT is now
available not only to improve the communication of patient clinical data, but also to
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expedite communication of myriad other information across health care organizations
[43]. Appleby stated that the realization by health care executives that 1T is the linchpin
for an organization’s success resulted in a plethora of effort to cnsure that the integration
of IT with health care strategy would work successfully [2]. Furthermere, Diedling and
Welfcld identified the IT department as the architect of the hospital strategic information
plan which must be the blueprint for organizing patient care, research, {inancial and
administrative data [12].

Callanan and Hughes stated that, due to the rapidly changing health care environment
and IT advances, a health care organization needs to engage in strategic, planncd change
in order to allocate limited resources, achieve the organization’s goals and fulfill its mission
[8]. The IT strategy tor health care will not only provide direction and purposc, but will
guide managers in identifying the kinds of I'T needed, assist in timely implementation of
a system that supports staff and will enable identification of desired outcomes and benetits.
The IT plan needs to build on and support the organization’s mission and business plan
and be integrated into the over-all strategic plans.

However, with a good I7T strategy, health organizations will be better prepared to make
timelier and better informed decisions related to applying 1T with the end result of improved
utilization of technology to support the health service vision and mission [8]. Competitive
advantage can be achieved through the usc of [T in health care organizations as the sharing
of patient medical information across hospitals and health carc stakeholders will support
better quality and more cost-effective health care [ 15]. Appleby suggested that incorporating
[T into the health care industry with its unpredictable, turbulent environment and decentralized
organizations would be so difficult that "even IBM or Microsoft would have a hard time"
in achieving an effective outcome [2]. This is the challenge to all managers and leaders

in today’s health care industry.

HOW TO INTEGRATE IT WITH SERVICE PROCESSES

For the 1T manager looking to change, new and proven concepts from the ticld of scrvice

management provide a useful starting point and prompt a few simple questions:

* Who are our customers?

* What do they want from us?

* How are thcir needs changing?

* How do we find out what their needs are?

* How do we provide for those needs most effectively?

These key questions are then used as the basis for an analysis of the product or service
in terms of how it meets the needs of thc customers — the only meaningful assessors of

performance. But remember, in the new world, customers have choice; you have competitors,
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Improvement is important but it has to deliver a level of performance better than the
competition. These changes also highlight the need to innovate both products and methods
of delivery constantly.

However, to succeed in this people-focused world, we need to look at new ways of
harnessing I'T and running IT projects. Jackson and Humble proposed a seven step plan,
with the emphasis on action, which could be used as a generic implementation pattern for
integrating IT and processes in service organizations [21]. The goal is to improve the two
key factors rapidly: service as perceived by the customer and cost effectiveness. The seven

steps are as follows:

. get people involved

. define your purpose

. understand your customers and their needs
. study the competition

. define the key capabilities needed

. review with customers, and

~N N b B N —

. develop and implement action programs.

As it was mentioned previously, it is important to note that implementing such
programs is not easy in all cases. For instance, in a research done by Orr et al., a number
of barriers were identified to successful IT implementation in the southern health care
network (SHCN) in Australia [44]. These included:

1. a lack of understanding of IT investments and potential outcomes;
2. little or no awareness by managers of competitive advantage to be gained by IT; and
3. the economic constraints of the SHCN which made it difficult to justify the cost of

IT investments.

Consequently, to have an effective integration of IT and service processes, a causal
model of service quality, which centers on causal linkages among some key variables
along with customers’ perceptions of IT-based services and service quality is needed. Zhu
et al. proposed a hypothesized model for service quality as mentioned in Figure 4 [47].
It focuses on the causal linkages among the service dimensions as measured by SERVQUAL
[35,36], the constructs representing the IT-based service quality, preferences towards
traditional services, experiences in using IT-based services and perceived IT policies.
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Figure 4: A proposed model for the integration of 1T and service dimensions [47].

DISCUSSION AND CONCLUSIONS

It seems that development of technology-enabled services is a concept, which is being
demanded by service firms. This will include some form of mass-customization and/or
account segmentation in order to personalize the delivery of services. A vital component
of the service level expansion and customization will include the linkage of inquiry and
advice functionality to available tools such as online response, wealth accumulation
strategies, tax preparation services and asset allocation modeling. Among the newer
technologies most anticipated are voice recognition units and wireless communication.
Implementation plans and schedules varied among sectors of the industry, but most
managers believe that imitial applications would continue to address improvement of
customer service functionality and service expansion through integration of multiple
technology forms, including IT.

The need to integrate newer technologies and services with existing systems, and the
anticipated transition to mobile services are motivating these firms to pursuc more alliances
with both software and hardware suppliers. For example, one respondent reported plans
to leverage such alliances to support its customer acquisition process by allowing customers
to open accounts via the "click-through" from public information services. Another reported
immediate plans for a hardware-based alliance that will place the brokers’ reporting and

account access functionality in the base-level product offering of one of the major personal
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digital assistant (PDA) products.

The trend toward expanded delivery of advice and education services mirrors the
oft-cited transition from data to information and ultimately to knowledge. Delivering this
form of knowledge-enriched services requires formation of new alliances with both software
and hardware vendors, as well as alliances with other financial service providers. These
alliances allow firms to combine client data with diagnostic software in order to establish
client financial goals, assess current financial health and suggest strategies to fill gaps
uncovered by the analysis. Firms also plan to use alliances with browsers, search engines,
Internet Service Providers (ISP) and PDA vendors as a means to increase their electronic
visibility.

In this paper, the development of IT in two of the most important sectors in the service
economy, i.e. financial services and healthcare, were reviewed. It was found that IT does
have an important role to play in the service industry. The study also determined that the
role of IT will continue to increase in importance as managers further appreciate the
benefits that can be gained, as IT is treated as a strategic issue and as the complexities of
a large network demand increased capabilities in information management. We reviewed
the information requirements for service organizations and emphasized the differences of
typology of service sectors affecting the IT applicability. The relationship between IT,
service quality and market position improvement was highlighted and the integration of
IT with service processes was addressed.

It is important to note that while many expect IT to make a positive contribution to
improving service, it should be remembered that IT is a tool people use, not a strategy.
People are emotional and select the logic they want to apply based on their feelings. When
it comes to service, people do it all. They design it, they deliver it and they buy it. The
potential for improving business performance through IT supporting satisfied staff satisfying
customers is untapped by most organizations and it seems that they will continue to neglect
it at their peril.

Overall, the review of the literature suggests that more research on the impact of I'T-
based services on customer perceived service quality is needed. An opportunity to go
beyond the current state of knowledge presents itself in developing and testing a conceptual
framework, which links the attributes of IT-based services, the variables affecting customers’
evaluations of such services and the dimensions of service quality.

IT can help service providers achieve higher levels of customer service. The technology
alone, however, does not guarantee success. Service providers, while providing IT-based
service channels to their customers, need to understand better where technology will or
will not enhance customer service. By understanding how customers evaluate I'T-based
service options and which factors atfect their evaluations, service providers will be in a

better position to develop and promote IT-based services for the sake of achieving a higher
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level of service quality and customer satisfaction.

As it was emphasized, many different types of information can be used to improve
service quality (Figures 1 and 2). Moreover, typology of service organizations implies the
fact that different types of service areas require different levels of [T. However, it remains
to develop methods for either prioritizing information needs or actually identifying
information requirements: that is, for a given service business, what information is actually
required? Future researchers should address the relations between service quality and such
information quality dimensions as timeliness, currency, accuracy and completeness. Also,
more research is needed to investigate the impact of ['T-based services on customer
perceptions of service quality. Once information requirements are known, researchers may
begin formulating guidelines for hardware and software selection.

The outcomes of this research will help managers in the service industry to realize
the potential opportunities provided by I'T. With a better understanding of what was
presented and discussed, service managers can implement strategies that will allow them
to serve their customers more rapidly, accurately and cheaply. However, the struggle
among companies to bring customers into their own network and keep them away from
their competitors’ networks will be won by companies in which, managers have a better

grasp of the alternatives and their associated risks and rewards.
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