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Questionnaire about impressions for Front/Back Stage

How many percentage out of total service price assumed do you suppose you are paying for front stage,
other than back stage?

examples of service sector

Assumed Price in

% paid for Front Stage

US Dollar
| o e o0 .
2 (restaurant wit:i'::sonable price) $10 N
; o et y .
4 (Japanese Ryi::a:imt?lozi-nsnper:n:nd breakfast) $300 %
; s “
; el 20 2
7 domestic airfare $200 %
8 international airfare $1,000 %
| o e
10 gas station $50 %
11 taxi $10 %
12 bookstore $10 %
" e - >
14 supermarket $30 %
15 barber shop $20 %
: e : ;
o deare s " .
1 e sewn, s 2
19 convenience store $10 %
20 consumer—electronics retailer $500 %
21 department store $500 %
22 accessory shop $50 %
23 (custtaoi::i:'l::: ':;uit) $1.000 .
24 casual wear shop $100 %

(UNIQLO)
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CUSTOMERS’ RECOGNITION OF VALUES AT SERVICE FRONT STAGES
- Including comparison between Japan and Philippine -
Yoshikazu MAEGAWA

James Teboul advocates that service could be separated into front- and back- stages. Services deal with
front interactions, production and manufacturing with back-stage operations.

What percentage of the total payment for certain services do customers recognize that they pay for the
front-stages?  This study picks up 24 services and asks that question to the MBA students of Kyoto
University and a group of employees at a travel agency. The same questionnaire was used to the MBA
students at Ateneo University, Philippine.

The first finding is that the expensive the service is, the more percentages are credited to the front-stage.
Customers expect more contribution from the front-stage for premium services. Second, for some specific services
like Japanese Inn, classy restaurants, barber shops and taxis, customers expect much higher value from the front-stage
than the other services. Third, it was for Japanese Inn that students suppose higher services than the employees at the
travel agency.

Interestingly, the students in Philippine share the finding s above with some exceptions of parcel delivery and
classy hotel to which Filipinos expect a little bit more.
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