CHAPTER VII: Customer Satisfaction and Quality

Customer complaints:

The following are some basic facts about product failure:

v For every complaint a corporate headquarter receives, more than 20 other
dissatisfied customers who did not take the time to complain.

v" It costs five to ten times more in resources to replace a lost customer than
it does to retain one.

v A customer must have at least 10 positive experiences to overcome one
negative one.

v An average customer who has a complaint tells that to nine or ten
individuals; however a customer whose complaints are resolved
satisfactorily tells only to five other persons.

v Most companies spend 95% of their service time in redressing problems
and spend only 5% to find out what went wrong to make the customer
dissatisfied in the first place.

v" For those companies that do try to do something about the customer’s
dissatisfaction, more than half of all their efforts make the customers
more dissatisfied.

The key building block of a complaint redressal or recovery strategy is to
understand the potential sources of failure in the mind of the customer.
Some of the sources for customer complain are:
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|- Related to product itself:

. Product if defective/ not functioning

. Product is unreliable

. Product did not meet the basic requirements

. Customer expectation was higher than what the product could deliver
. Frequent break down of product

. Product has defective parts

. Product provided with defective accessories

II- Related to after sales service:

. Service department responding to the problem

. Speed of response to a complaint call

. Basic behavior and courteousness of the service personnel
. Competence of the service personnel

. Product complaint not resolved even after repairs.




Effective ways to resolve customer complaint:

1. Admit mistakes and don’t be defensive: Acting defensively may suggest that
the organization has something to hide or is reluctant to fully explore the
situation.

2. Act fast: It is better if the organizations respond to the complaint within 24
hours of the complaint. Even if the resolution of the complaint takes longer, the
first response should be fast.

3. Show that you understand the problem from the customer’s point of view.

4. Don’t argue with the customer.

5. Acknowledge the customer’s feeling either tactically or explicitly.

6. Clarify the steps needed to solve the problem.

7. Keep customers informed of the progress made on the complaint.

8. Consider compensation for the inconvenience caused because of the problem.
9. Give customers the benefit of the doubt. Sometimes not all complaints are
genuine. But all customers need to be treated equally.

10. Persevere to regain customer good will.

Customer feedback:

Customer complaint is one which occurs after the product failure and by this
time the damage is already done. To prevent this, organizations must keep a
constant touch with the customers. Their opinions about the product and its
performance should be received. For this a customer feedback mechanism must
be evolved and established in the organization. Customer feedback gives
valuable information on the product usage, their satisfaction, insights to
competitor’s products, customer expectations etc.

Getting customer feedback is ongoing exercise.

There are various tools available to get this sort of customer feedback.

A. Comment cards:

Comment cards are simple cards usually in the form of prepaid postage card
which can be attached with the product manual or the warranty card or just
included with the product at the time of purchase. A carefully planned and well-
written customer comment card allows the customer to express their opinion
and provide valuable feedback. This form of store evaluation not only helps
measure customer satisfaction, but also shows the retailer what areas of
operation may need additional resources. The customer comment card is a great
way to collect testimonials. It can also be a great tool for receiving complaints.
A conveniently placed customer comment card could prevent the unhappy
customer from complaining to a third-party. Now the retailer can receive the
complaint and act quickly to resolve the issue. Not only do we get to keep that
customer, but it may also prevent any negative word-of-mouth.




Disadvantages:

a. Since the information elicited is restricted to the space available in the post
card or the business reply envelop, exhaustive information cannot be elicited
through comment card.

b. Customers will respond only if something very good or very bad has
happened.

Comment cards are used in hotels, airlines, bakeries etc.
1. Report cards:

Report cards are usually sent to each customer on a quarterly basis. It asks for
the customer’s opinion on the product and also asks for any improvement
necessary on the product or service of the organization.

2. Customer questionnaires:
A customer questionnaire

It is intended to know the customer needs, wants, and brand preferences for
particular products, services or unmet needs. This questionnaire can be
administered personally, through mails, through phone, etc. Through this
guestionnaire, it can be found out whether the current products or services meet,
do not meet, or have exceeded customer expectations.

B. Toll free phone numbers:

Toll free phone numbers are a effective technique for receiving customer
feedback. Organizations’ can respond faster and more cheaply to a complaint on
receiving a complaint call. But toll free numbers will not be known to customers
of competitors and hence enquires by prospects through toll free numbers will
be virtually impossible.

C. Customer visits:

Company personnel visiting customers at their place will provide valuable
information and feedback on the product. An organization proactively monitor
its product’s performance while it is in use and thereby any specific or recurring
problem. Customer visits by senior executives along with operating personnel
will be more fruitful and productive than anybody else visiting the customer.




D. Focus groups:

A focus group is a form of qualitative research in which a group of people are
asked about their perceptions, opinions, beliefs, and attitudes towards a product,
service, concept, advertisement, idea, or packaging. Questions are asked in an
Interactive group setting where participants are free to talk with other group
members. Focus groups are seen as an important tool for acquiring feedback
regarding new products. In particular, focus groups allow companies wishing to
develop, package, name, or test market a new product, to discuss, view, and/or
test the new product before it is made available to the public. This can provide
invaluable information about the potential market acceptance of the product.
Focus Group is an interview, conducted by a trained moderator among a small
group of respondents. The interview is conducted in an unstructured and natural
way where respondents are free to give views from any aspect. Today, using
audience response keypads to collect questionnaire answers is the new industry
trend.

E. Feedback through emails/ internet:

Web home pages and emails have become very popular these days that they are
fast replacing the conventional methods of feedback mechanisms. Almost all
companies do have a website because; developing and owning one has become
cheaper now. Customers also find it very easy and cheaper to provide feedback
to the supplier via email. It can be done instantaneously and reply can also be
made almost immediately.

F. Employee feedback:

Customers provide feedback on what has happened and employees provide
feedback on why it happened. Employee groups can brainstorm ideas to come
up with solutions to problems that customers have identified.




Dimension of service quality
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Tamghles

Dreseription
Plivsical facilities of hospitals, medical eguipment and
appearance ol medical persannel,

Releability

Responsivencss

Mhility o perform the promized healthcare service
dependably and acourately.

Willingness to help patients and provade prompi
healthcare service

Assurance (inchaling
compeience, couriesy,

e cusiormerd

redibiality ard security)
Empathy {imchading access,
commumdcaiion, understanding

Knowledge and politeness of medical personnel and ity
ability o inspire trust and conlidence.

Coring and individualized attention that hoespatal
provides to its paticns.

The gap model

also known as the "5 gaps model" of service quality is an important customer-
satisfaction framework. In "A conceptual model of service quality and its
implications for future research™ (The Journal of Marketing, 1985), A.
Parasuraman, VA Zeitham and LL Berry identify five major gaps that face
organizations seeking to meet customer's expectations of the customer

experience.
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The five gaps that organizations should measure, manage and minimize:

Gap 1 is the distance between what customers expect and what managers think
they expect - Clearly survey research is a key way to narrow this gap.

Gap 2 is between management perception and the actual specification of

the customer experience - Managers need to make sure the organization is
defining the level of service they believe is needed.

Gap 3 is from the experience specification to the delivery of the experience -
Managers need to audit the customer experience that their organization
currently delivers in order to make sure it lives up to the spec.

Gap 4 is the gap between the delivery of the customer experience and what is
communicated to customers - All too often organizations exaggerate what will
be provided to customers, or discuss the best case rather than the likely case,
raising customer expectations and harming customer perceptions.

Finally, Gap 5 is the gap between a customer's perception of the experience and
the customer's expectation of the service - Customers' expectations have been
shaped by word of mouth, their personal needs and their own past experiences.
Routine transactional surveys after delivering the customer experience are
important for an organization to measure customer perceptions of service.
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