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Abstract : It is common practice for many companies to ask employees to provide heart-touching service for customers and to
emphasize the attitude of 'customer first'. However, services may not necessarily gain praise, and may actually be considered
excessive, if customers do not appreciate such behaviors. In reality, many restaurant businesses try to provide as much service
as possible without taking into account whether over-provision may lead to negative customer reception. A survey of 894
people in Britain revealed that 49 percent of respondents consider over-attentive waiters the most annoying aspect of dining
out. It can be seen that merely aiming to exceed customers’ expectations without actually addressing their needs, only further
distances and dissociates the standard of services from the goals of customer satisfaction itself. Over-service is defined, as
'service provided that exceeds customer expectations, or simply that customers deemed redundant, resulting in negative
perception'. It was found that customers’ reactions and complaints concerning over-service are not as intense as those against
service failures caused by the inability to meet expectations; consequently, it is more difficult for managers to become aware of
the existence of over-service. Thus the ability to manage over-service behaviors is a significant topic for consideration. The
Kano model classifies customer preferences into five categories: attractive quality attribute, one-dimensional quality attribute,
must-be quality attribute,  indifferent quality attribute and reverse quality attributes.  The model is  still  very popular for
researchers to explore the quality aspects and customer satisfaction. Nevertheless, several studies indicated that Kano’s model
could not fully capture the nature of service quality. The concept of over-service can be used to restructure the model and
provide a better understanding of the service quality construct. In this research, the structure of Kano's two-dimensional
questionnaire will be used to classify the factors into different dimensions. The same questions will be used in the second
questionnaire for identifying the over-service experienced of the respondents. The finding of these two questionnaires will be
used to analyze the relevance between service quality classification and over-service behaviors. The subjects of this research
are customers of fine dining chain restaurants. Three hundred questionnaires will be issued based on the stratified random
sampling method. Items for measurement will be derived from DINESERV scale. The tangible dimension of the questionnaire
will be eliminated due to this research is focused on the employee behaviors. Quality attributes of the Kano model are often
regarded as an instrument for improving customer satisfaction. The concept of over-service can be used to restructure the
model and provide a better understanding of service quality construct. The extension of the Kano model will not only develop a
better understanding of customer needs and expectations but also enhance the management of service quality.
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