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Abstract Analyzing consumer postpurchase behavior is a common and ongoing 
practice. Advanced technology utilized by consumers has facilitated more conve-
nient methods to input feedback and to provide feedback that is immediate in nature. 
Postpurchase behavior has been studied extensively in the packaged goods industry 
and in particular the service industry where service quality gaps identify potential 
explanations for postpurchase behavior. This study argues that the service quality 
evaluation model does not adequately address the new dimension of provider rat-
ings of the consumer. Specifically, the impact of the provider’s rating of the con-
sumer on the consumer’s perceived service quality is not understood, nor is the 
impact of the provider rating of the consumer on consumer postpurchase usage 
behavior and consumer attitude toward the provider. Expected expansion of formal 
systems within the service environment for providers to rate consumers supports the 
need for further study and empirical analysis to advance understanding of service 
quality evaluation.
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