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Service Encounter NKEUST

Role of Technology

Service Organization and Culture
Managing Customers
Satisfaction Duality

Case Questions

A customer arriving at a restaurant insists that he has made
a reservation over the phone last week. BEEE 5 AR U

The receptionist cannot find any reservation record and has
no table available. & A ZIF] 140 &%

You are the service manager.
What would you do? Consider
side effects of your action?
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Technology in Service Encounter
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Evolution of Service Encounter

Service Human Machine Internet

Industry Contact Assisted Facilitated

Banking Teller ATM Online banking

Grocery Checkout clerk Self-checkout station Online order/ pickup

Airlines Ticket agent Check-in kiosk Print boarding pass

Restaurants Wait person Vending machine Online order/ delivery

Movie theater Ticket sale Kiosk ticketing Pay-for-view

Book store Information Stock-availability Online shopping
clerk terminal

Education Teacher Computer tutorial Distance learning

Gambling Poker dealer Computer poker Online poker




The Service Encounter Triad
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Who Controls Service Encounter?

Service Organization-Dominated

standardized service (McDonald’s)

no personalized service, no job satisfaction i =E1X
Service Personnel-Dominated

perceived expertise (Physician vs. Patient) EZMR7%

Customer-Dominated

complete control (Self-Service)
online encounter A - AHP&E - ARTEREIFE - BEFA
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I. Service Organization

The service encounter occurs within the
context of an organization’s culture as well
as its physical surroundings.

Customer Relationship Management
BAER%

Control + Empowerment
FRED IR

Strategy + Culture
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Definitions of Corporate Culture

Culture is a pattern of beliefs and
expectations shared by the
organization’s members. £EE=

Culture is the traditions and beliefs of an
organization that distinguish it from others.
EERENERERER

Culture is shared orientations that hold the

unit together and give a distinctive identity.
EENGHERBN




Ritz-Carlton Hotel- The Seven
Day Countdown

Staff Orientation
Warm welcome, Philosophy, Gold Standards, ...
TETD - BETE
Departmental Vision Sessions
Group work, understand working purpose, ... EBFI#REE
Skills Training
Daily line-up, uniform fittings, handling guest difficulties,

a

technical training,... EREIE - $REEIAR
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THE RITz-CARLTON®

Empowerment and Control Systems

e Empowerment by trusting unconditionally the inherent
power within employees to evaluate choices and competently
execute creative decisions.

e Empowered contact personnel must be motivated, informed,
competent, committed, and well-trained.
* Need control systems
— Belief: communicate core values (EZZ/0EE
— Boundary: specify and enforce rules T{E# &5
snes

— Diagnostic: build and support clear targets R EI =z 15 EIF
— Interactive: open organizational dialogue B255— 4R 8 T ¥5E
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I1. Contact Personnel

Job Design

Selection

1. Abstract Questioning iEEZ A E

2. Situational Vignette 1B1E2 T @

3. Role Playing B &in&

Training

Creating an Ethical Climate
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Example: Amy’s Ice Cream
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What was your most rewarding past
experience and why?

What are you looking for in your next job?

What have you done in the past to irritate a
customer?

What flavor of ice cream best describes your
personality?




Empowerment and Training

Train and trust the inherent power within employees to
evaluate choices and competently execute creative decisions.

D\
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1. Invest in people as much as in machines. I8 ERE TR E

2. Use technology to support contact personnel rather than to
monitor or replace them. R 28 - F2EKEL

3. Consider the recruitment and training of contact personnel as
critical to the firm’s success.

4. Link compensation to performance for employees at all levels.
PIBEN BB ZRENEIE
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Unethical Behaviors of Employees

Misrepresenting the Nature of the Service
HEERERBEAE

* Promising a nonsmoking room when none is available Fll[[!

¢ Using bait-and-switch tactics

e Creating a false need for service %ﬁ
e Misrepresenting the credentials of the service provider -

¢ Exaggerating the benefits of a specific service offering




Unethical Behaviors of Employees

Customer Manipulation #FBEREE

e Giving away a guaranteed reservation
e Performing unnecessary services
e Padding a bill with hidden charges

e Hiding damage to customer possessions

e Making it difficult to invoke a service guarantee

Unethical Behaviors of Employees

General Honesty and Integrity
BEAME/AEEAHBEZERM

¢ Treating customers unfairly or rudely
¢ Being unresponsive to customer requests

¢ Failing to follow stated company policies

e Stealing customer credit card information

¢ Sharing customer information with third parties
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Challenges of Customer Contact

Unrealistic customer expectations
1. Unreasonable demands A& 15EE
2. Demands against policies &%
3. Unacceptable treatment of employees & EFE T
4. Drunkenness
5. Breaking of societal norms /A&
6. Special-needs customers BFHEX

Unexpected service failure

1. Unavailable service BR#5EUH
2. Slow performance AR#5IERR
3. Unacceptable service fR#5=
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IT1. The Customer

Expectation and Attitudes

* Economizing customer: want to maximize the value
obtained from the service #8518

* Ethical customer: support socially responsible firms
ESATE N

* Personalizing customer: prefer personal relationships
BEEBGREBEREIE

* Convenience customer: will pay extra for convenience
FEAT #2228 i k&
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The Role of Scripts in Coproduction

e The customer is a partial employee
and is following a script defined by
societal norms or designed by the
service provider. & HERIRIEHRE

* New technology = New script

e Designing an appropriate script allows
both the customer and the service
provider to play out their roles
smoothly. REREIFESTHBE
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The Customer is Not Always Right

One woman who frequently flew on Southwest, was constantly
disappointed with every aspect of the company’s operation.
After every flight she wrote in with a complaint.

Southwest managers tell employees L
they are Southwest's No. 1 customer. tafather have
Thinking the paying customer is right acompany

all the time, Southwest executives say, x:;‘gbymw »
only undermines the trust between company

management and employees. bound by fear.
A7) ~ sz m A= Wk =4 > - Herb Kelleher
mEBEKEREN  REXESERE

stout

stoutmagazine.com

Washington Post April 08, 2003
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'"Too Fat To Fly' Passenger Sues Southwest

e A passenger checked in at the terminal was
told by a Southwest Airlines gate agent that
he was too fat to fly and he needed to buy a
second seat.

¢ Southwest Airlines has announced they will
be installing a ‘Check-Your-Comfort chair at
the gate. Similar to the carry-on size check,
the new chair will allow customers to see if
they will fit in a single seat before they get
onto the plane.
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IV. Satisfaction Duality

More Familiarity with Customer

>
Needs and Ways of Meeting Them
EAERE

More Repeat -———-

Purchases f{ B &% //

Stronger Tendency to .
Complain about Service «---J---  fF-o--_ > Greater Opportunlty for Recovery

Errors & [ 158 from Errors EEBEEE [FEH7R

Higher Customer | . Higher Employee

Satisfaction // Satisfaction
Lower Costs <« ----}--  p---- » Higher Productivity
BR % A AR // BRFE R R T+
Better Results ~ «----F--  [F---- > Improved Quality
AR USRI \ of Service R MRERH
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Service Profit Chain

Internal

External

Operating strategy and
service delivery system

Service concept

Target market

Loyalty
Revenue
Satisfaction Customers growth
Productivity .
& Service »| Satisfaction ——» Loyalty
Employees value
ploy: Output
quality =Profitability

Capability

Service

quality
Workplace design Quality & productivity — Attractive value Lifetime value

improvements yield
Job design/decision-making latitude higher service quality ~ Service designed Retention
i and lower cost & delivered to X
Selection and development Repeat business
meet targeted

Rewards and recognition customers” needs Referral
Information and communication 23

¥y, v

Summary

SIEMERT

Service encounter is viewed as a triad.

Select and empower the contact personnel.

Training to anticipate possible situations.

The Customer is Not Always Right.

New area: machines serving human customers
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