


21

Service Recovery System

e Question 1: Assisting customers with problems is always the priority.

Assisting Customer

Agree
45%
Strongly
Agree
55%

e Question 2: Your direct supervisors are working systematically to help you to

assist customers with problems.

Management
Supports  stronely
Agree
27%

e Question 3: When assisting customers with problems, guidelines and procedures

are easy to follow.

o | . Strongly
Ease Guideline ..

9%

Agree
27%
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e Question 4: There are policies and rules within the company that have prevented

you from assisting customers in a timely manner.

Customer loyalty has been an often suggested and supported consequence of
effective service recovery management such as wiliness of assisting customer,

management supports, guideline, and policies. The effectiveness of these aspects had a

Policies

Disagree
9%

Strongly
Agree
46%

strong influence on loyal customers. Referring to results of survey question 1 through 4,

ABC Restaurant & Lounge doesn’t provide easier guidelines and procedures for its

employees. Also, rules and policies have preventing front-line service employees solving

problem in timely manner.

Customer Service Skills:

e Question 5: You are able to solve customers’ problems without reporting to

managers or SUpervisors.

%
Problem Solving Stronelv
Agree
Disagree 9%

27%




Question 6: You have a strong commitment to carry out good service practices

when service problem are occurred.

Commitment

Strongly
Agree
55%

Question 7: You feel senses of prides and ownership when you are able to use

service recovery skill to assist customers with problems.

Recovery Skills

Strongly
Agree
45%

Question 8: After solving a customer’s problem, you will acknowledge to them

that this problem will not happen again.

Satisfaction Assurance
Disagree
9%

Strongly
Agree
55%
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e Question 9: You understand that customer service is everyone’s job.

Everyone'sJob

Agree
36%
Strongly
Agree
64%

e Question 10: After solving a customer’s problem, you always check back at least

once or twice to ensure that they are satisfied with the service.

Service Recheck stongly
Disagree Agree
18% < 18%

Role Modeling, Reward, and Punishment
e Question 11: Have you ever been recognized as a role model for other employees

when you solved a customer’s problems successfully?

No Role Model

20%
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Question 12: Do you know that your abilities of preventing, detecting, and solving

customer problems are crucial to this company’s growth?

. Company Growth

Question 13: Are you afraid of making mistakes when solving customer

problems?

Making Mistake
e

Question 14: Are there any punishments if a customer’s problems are not solved

correctly?

& Y
Punishments o,
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e Question 15: Are there rewards for correctly solving a customer’s problems?

Yes

Reward ..,

>

No
9%

Companies constantly seek ways to acknowledge and reward service workers in
their customer service production and quality. Referring to the results of survey questions
11 ~ 15, The ABC Restaurant & Lounge doesn’t reward employees for exceptional
customer service. When employees meet or exceed customers’ expectations, neither
momentary nor non-monetary rewards were given to encourage front-line service
personnel.

Training System
e Question 16: Does your company provide customer service training to newly

hire?

Train Newly Hire -

No ;
73%
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s Question 17: Does your company provide customer service training to employees

when they change jobs within the company?

Job Change Training

Yes
‘ 20%

¢ Question 18: Does the service training inform you about service recovery

procedures?

Service Recovery e

Training 18%

No
82%

Keeping customers happy has the same bottom line effect as cutting costs. The
key to customer satisfaction, loyalty and retention is to consistently deliver a level of
customer service that exceeds and even anticipates the customer's expectations for value.
To achieve and maintain excellent customer service, a systematic and effective training
program will need to be implemented. Referring to the results of survey questions 16
through questions 18, The ABC Restaurant and Lounge doesn’t provide new or current

employees with proper service training.
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Customer Feedback System

e Question 19: Does your company provide clear standards for responding to

customers’ problems in a timely manner?

Standard Time 1*;;

e

e  Question 20: If “NO”, go to question 21. If YES, what is the standard response
time? (Check only one)

Less than 5 minutes

5 ~ 10 minutes

10 ~ 15 minutes

15 to 25 minutes
More than 25 minutes

e Question 21: Does your company regularly collect data on your customer service

performance?

Data Collection e

73%

Referring to the results of question 19 to question 23 of survey, obtaining
customer feedbacks is a crucial strategy for continuous improvement on service quality.

In order to provide the best service possible, companies will need to hear customer’s



opinions regarding service quality. By taking a few minutes to fill out a survey,

customers can provide valuable information that will help improve services.
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Chapter 5
Summary, Conclusion, and Recommendations

Summary

Customer service has a direct influence on customer loyalty. Customer loyalty is
the key to an organization’s success and profitability. “Service Recovery” is a customer
service technique that growing service industries such as restaurants, hotels, airlines, and
etc, are now embracing. Service recovery has power to bring customers back to your
business. It puts a smile back on a customer's face, even after service failure/failures. "It
can take a customer from hell to heaven in 60 seconds or less,” (Tschohl, 2005). Service
recovery works best when a front-line employee apologizes, fixes a problem and offers
something of value before an unhappy customer leaves the premises. (Zemke & Bell,
2000)

After conducting this research at The ABC Restaurant and Lounge, two primary
objectives were obtained:
1. Identifying front-line employees’ competence in service recovering skills.
2. Developing service recovery training recommendations and guidelines.
Conclusions

Success in service recovery can be achieved through creative opportunities that
drive continuous improvement and create exceptionally motivated frontline service
employees. In the service industry, understanding service recovery is vital to survival. It
is the frontline employees providing service that can either create or damage customer

loyalty, along with their sense of value toward the organization.



In addition, exceeding customer expectations in any service industry can not be
achieved from top management alone. True service comes from frontline service
individuals and it must be provided by and with passionate people. Consistent
exceptional service is at the heart of an organization like The ABC Restaurant and
Lounge. To achieve exceptional service, every organization must value and nurture the
input and desire for success of all employees. This is especially important for frontline
employees who have direct contact with customers.

Recommendations
1. Increase Management and Employee involvement through interdepartmental

communication and coordination

Quality of service is the capability most customers notice first and remember the
longest. A service quality improvement plan must encompass the entire organization,
from the managerial employees to the front entry level employee. The opportunities to
improve service will mostly be found by examining the process and system by which
service is provided. These processes generally cross areas of specialty or departmental

lines, necessitating interdepartmental communication and coordination.

2. Clarify Service Standards and Measures

Respectively, service providers such as the Ritz-Carlton Hotel are committed to
customer satisfaction measurement from the hotel amenities to customer services. By
clarifying the company’s current service standards and measures, The ABC Restaurant
and Lounge can provide actual customer satisfaction scores and survey results to help

facilitate a customer-specific conversation about service quality.
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3. Require Service Recovery Training

It is important for a company to acquire and retain loyal customers. A loyal
customer is one who continues to purchase a company’s products/services to the
exclusion of other competitors. Loyal customers make good business sense. In order to
attract and retain loyal customers, frontline service employees need effective customer
service recovery training. Regarding handling complaints from customers, management
must train front-line service employees about challenges associated with providing

quality service.

While handling customer complaints, front-line service employee must put
themselves in the customer’s shoes and identify common customer complaints and
situations when saying no with care is required. They learn best practices for handling
these challenging situations and then practice what they’ve learned during service

recovery training sessions.
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