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Service experiences with local banks 

Opening a new SME bank account 

Relationship fees

ATM Card & e-Services for SME Account
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Why is it challenging to deliver a superior 
customer experience on a consistent basis ?
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Product quality 

vs. 

Service quality

Tangible 

vs. 

Intangible

Standardized 

vs. 

Heterogeneous

Non perishable 

vs. 

Perishable 

Inventoried 

vs. 

Simultaneous Consumption
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Services are different



Service Challenges 

Leadership1

2
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People

Adoption of international standards framework3

5 Measuring the impact 

Holistic customer listening & measurement system4
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(1). Service Challenge - Leadership

1 Establish the Purpose/ Constancy of Purpose

2 Systematically develop people. 

3 Lead by values and behaviors

Performance 

Values & Behaviors



We will create 
happiness

We create 
happiness, by 
providing the 

finest in family 
entertainment

We create 
happiness by 
providing the 

finest in 
entertainment for 
people of all ages, 

everywhere 
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(1). Service Challenge
Service Vision & Power of purpose

1955 1971 1990



Soul of 
Service

Excellence

Joy

Innovation

RespectTeamwork

Integrity

Social 
profit
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(1). Service Challenge – Leadership - Values



(2) Service Challenges – People dimension
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1 Service work is emotional, demanding, repetitive

2 People differ in their attitude, personalities, and skills.
. 

3 Human beings deliver a more variable service. 

4 Excellence in serving requires listening, helping, caring. 

5
Competence (Can promises be kept) 
Fairness issue (Will promises be kept) 



The Satisfaction Mirror

More Repeat 

Purchases

Stronger Tendency 

to Complain about 

Service Errors

Higher Customer 

Satisfaction

Lower Costs/ 

Prices

Better results & 

customer 

satisfaction

More Familiarity with 

Customer Needs and 

Ways of Meeting Them

Greater Opportunity for 

Recovery from Errors

Higher Employee 

Satisfaction

Higher Productivity

Improved Quality of 

Service

Employee Customer
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(3) Service Challenges  - Standards & Frameworks

Mutual Bank - Benchmarking

SMILE
REWARD



(3) Service Challenges  - Standards & Frameworks

Adoption of international standards (ISO:10001,
10002,  10003, 10004, EFQM Model, ServQual etc.)

1

3 Ineffective implementation 

Setting & prioritizing the standards2

4
Continually improve processes to create value 
for customers.



(4) Service Challenge 
Customer Service Listening & Measurement Systems
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AT & T 
Satisfied customers but a declining market.   

“ It is the market perceived quality relative 
to completion which makes difference”



(4) ServQual Model for Service Measurement 
Industry benchmark

Word of 

Mouth

Perceived 

Service

(PS)

Expected 

Service

(ES)

Personal 

Need

Past 

Experience

External 

Communication

Service Quality 

Dimensions:

- Reliability

- Responsiveness

- Assurance

- Empathy

- Tangible

Perceived Service Quality:

ES<PS = Quality/Surprise

ES=PS =Satisfactory 

Quality

ES>PS = Unacceptable  

Quality
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Measurement System local bank



(4) Service Challenge 
Customer Service Listening & Measurement Systems

Surveys

Customers Mystery 

shopping

New, Declining, 

Lost customer 

analysis

Focus  

Group 

Interviews

Complaints, 

Comments

Total market 

surveys

Service 

Reviews Compliments

51
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(5) Service Challenges –
Quantifying the Revenue Impact of Service

=

=

=

=

=

10 % Not 

repurchasing

30 % Not 

repurchasing

60 % Not 

repurchasing

40 % Not 

repurchasing

Total Customers at Risk

40 % 

Satisfied

30 % 

Dissatisfied

30 % 

Mollified
50 % 

Complain

50 % Do Not

Complain

100,000

Customers

with

problems

2000

4500

9000

35,500

20000
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Damage to  Company in Financial Terms

Status after 
Having a Problem

Number Not 
Buying Again

Lifetime Value 
of a Customer

Amount of 
Sale: Lost in 

Dollars
Satisfied 2,000 300 600,000 

Mollified 4,500 300 1,350,000 

Dissatisfied 9,000 300 2,700,000 

Non complainer 20,000 300 6,000,000 

Total Market 
Damage in Dollars

$ 10,65,0000   

17



18

40% Actually

complain (40)

60% did not 

complain (60)

80% Willing to      20% Not willing         10% willing             90% not willing

re buy (32) to re buy (8) to re buy (6) to re buy (54)

Message: Get all customers with problems to complain !

100 “Unhappy” 
Customers

Customer Complaints – Chevrolet - Experience



Concluding Thoughts
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Concluding Thoughts
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contact@qualityindeed.com
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