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Key points from Service Brands Conference 15 & 16 September 
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Day 1

REINFORCING THE IMPORTANCE OF BRAND INTEGRITY: UNDERSTANDING CUSTOMER EXPECTATIONS AND ENSURING THE SERVICE MEETS THEM.

Laurie Young – Partner & Global Head of Marketing, PricewaterhouseCoopers

Service brands – customers relate to the proposition – therefore vital to deliver your promise

Product brands – customers relate to the brand

In service businesses customers don’t know what they are getting until they are involved –they deliver themselves to the process – the customer is using the service as it is being produced.

· Successful brands can charge price premium and increase margin (examples given were of products though).

· Don’t give customers what they say they want (they will say faster, cheaper, more of the same) – (querying the value of customer research)

· Understand how they want to feel (EMOTIONAL) – because they rely on the person who is delivering the process to them

· Meet emotional expectations

· B2B markets just the same 

_________________________________________________________________

PERSONALISING AND TAILORING YOUR SERVICE PER CUSTOMER SEGMENT TO BETTER RESPOND TO YOUR TARGET AUDIENCE.

Katy Nicholson – Director of Marketing & Communications, REED

Consumer based companies have branding at the centre.  In service businesses, delivery is key.

Dilemma – how to tailor a service so that it feels individual at the coalface, but still retain control of brand at the centre.

· People buy from people – thousands of interactions

· Value of customer (Inc B2B research) is that is allows you to reflect back what they said they wanted – in advertising, communication, etc

· People are one of last remaining opportunities for competitive advantage, as so few companies are good at it.

__________________________________________________________________

LIVING THE BRANDFROM THE INSIDE OUT: INSIDE OUT BRANDING –BUILDING COMPETITIVE ADVANTAGE THROUGH BRANDED CUSTOMER SERVICE

Susanna Mitterer – Head of Consulting & Director Sales & Marketing, TMI                                 Lindsey Merchant - Culture Project Director,  World Duty Free 

TMI

Too many customers are focused on training good service – should be about educating for service competence.  HR and Customer service are the key audience for branding.  HR helps create customer loyalty through consistent brand delivery.

Organisations must educate for emotional Value.

World Class Duty Free 

Recruit for personality, train for confidence

Emphasised the need for core values that everyone can articulate – set boundaries, makes it easy to understand how individuals can contribute. Prior to having core values had created lots of excitement, people expected more – had to address how to maintain momentum.  Establishing the core values created the ‘what does it look like – what do we do?

Bottom line has been 3% increase in turnover, 15% reduction in staff leaving

Learning points:

· Be prepared to seek help

· Didn’t understand depth of issues until initial research

· Takes time to build trust that this time you will do what you said you would

· Plan

· Be flexible – to be inclusive

· Ensure this is serious/visible/resourced – not an add-on.

· To create impact

· Recruit for attitude

· Performance development – 50% performance measured on tangibles, 50% on how achieved – invested in helping people to have those conversations.

· Recognition, Ideas scheme 

· Be open to challenge – helped people to be more open, creative

· Annual survey – communication tool.

· Will meet resistance at every stage.

__________________________________________________________________

COST-EFFECTIVELY ACHIEVING SERVICE DIFFERENTIATION THROUGH SURPRISING AND DELIGHTING THE CUSTOMER

Huw Williams - Planning Director, WDPA 

Processes can stop great things happening 

Word of mouth very important for services – because can only judge by experience – our own or someone else’s.

Richer sounds – reward on satisfaction – Mystery shop £100 if get everything right - questions on back of till receipt £5 for every customer that ticks excellent, regardless of value of sale.  Target is not sales but customer satisfaction. 

· Reward what you want to achieve.

___________________________________________________________

KEY STRATEGIES & PRACTICAL STEPS FOR DEVELOPING LONG-TERM RELATIONSHIPS WITH YOUR CUSTOMERS

Nigel Ragg – Head of Marketing, Mark Warner Holidays

Talked about Mark Warner’s growth – key point:

· Recruit for personality, train for competence

__________________________________________________________________

CASE STUDY: OVERCOMING THE CHALLENGE OF DIFFERENTIATION IN A B2B ORGANISATION TO WIN CUSTOMERS OVER THE COMPETITION

Professor Merlin Stone – Business Research Leader, IBM Business Consulting Service 

Talked about IBM’s journey from products to services

HR consultants they used said all measures should be against three key points – 

· Win/team/execute – that is basis for performance appraisal __________________________________________________________________

ALIGNING YOUR BUSINESS TO MAKE IT MORE CUSTOMER-CENTRIC TO IMPROVE YOUR SERVICE

Colum Joyce – Business Strategist, DHL

Talked about establishing and delivering against what customers want – and using advertising to play back those messages as brand development/reinforcement.  Very focused on own business.  Point about not moving so fast the customer can’t keep up.

Identified two strategic drivers – 

· customer driven – reflecting what customers say or imply they want and 

· internal creativity – their own insight impacting on services and processes.  Combination of two creates differentiating uniqueness.

____________________________________________________________________________

Dave Bowen - Call Centre Manager, Friends Provident 

Research revealed how de-motivated staff were and how poorly they were rated by customers.

You have to exceed expectations to have truly loyal customers.

By engaging staff – stopped all call centre measures and trusted staff 

Results

· FP has moved from 10th (out of 11) to 4th in industry customer satisfaction ratings, 

· No change in call length

· Reduced abandon rate from 7% to 2%

· 20% of calls answered within 20 seconds moved to 85%

· Additional leads for more business generated £1.25m

· Value of additional customers retained £2.1m total of these two covers full cost of running call centre.

· 50% reduction in complaints

· Staff turnover reduced from 44% to 9%.

____________________________________________________________________________

· Day 2

MOTIVATING EMPLOYES TO RALLY TO THE BRAND

Panel Discussion: Lyn Etherington – Director, Cape Consulting

Link to presentation

Andrew Mann – British Gas

Dave Bowen – Friends Provident

Leigh Carton – AXA PPP Healthcare

What stops delivery of good service? 

Most businesses are organised to deliver products & services rather than to deliver the right kind of experience.

What drives loyalty?

20-30% 4Ps

70-80% the experience they have had when dealing with front-line staff

What enables staff to deliver excellent performance?

- if organisations stop operating in silos i.e. Marketing, HR and Operations work together to achieve excellent service. 

Q&A to panel

Motivate staff & decreasing staff turnover:

· Andrew Mann 

· Clear role – what they must do? 


· Clear culture – what you expect? 

· Recruit the right people e.g. high people skills

· Leigh Carlton 

· Need buy in from the top to support your people. 

· Need to understand the triggers: processes, people and provide role clarity. 

· Need to empower your people – involve them and make them feel part of what happens.

· Dave Bowen

· It’s about culture. Let people be themselves. Value them.  

Sustaining improvements:

· Andrew Mann

· Board support & empower front line

· It’s about reputation & word of mouth

· Leigh Carlton

· Don’t do things to staff

· Empower 

· Let go

· Make everyone responsible

· Keep it fresh and communicate with staff in new ways all the time e.g. you would not use the same ad campaign with your customers, so why do we not use fresh ways of communicating with our staff

· Get all staff moving in the same direction and all departments need to have the same culture from finance to operations i.e. not just your front line. 

· Dave Bowen

· Change your approach to measuring 

· Reward staff who treat clients as their friends and match with clients

· Do people feel free to be themselves?

· Keep telling people the same things (at least 7 times in different ways) to keep the momentum going. 

· Increase emphasis on empathy target and decrease emphasis on sales targets

· Know your agents names

· Recruit new people by letting your front-line vote them in. 

__________________________________________________________________

FIGHTING FROM THE INSIDE OUT: EXAMINING BEST PRACTICE IN GETTINGYOUR STAFF TO LIVE THE BRAND TO MAINTAIN CONSISTENCY AND BUILD TRUST

Andrew Mann – Head of Marketing & Communication, British Gas

How do we get everyone to more in the same direction?

Communicate with your staff first, then to your customers. Make your internal and external messages consistent. Spend more time communicating with your staff. 

This will align customer expectations and what we do.

Communicate:

1. Where we are going – direction

2. Why we are going in that direction

3. Engage staff around how we get there

It starts with inspirational leadership. “Hearts not charts”

Equip leaders with the tools

Communicate changes before people hear them on the grapevine. 

Info must be readily available, real time

Five principles of communication:

1. Colleagues before customers

2. Engage people emotionally and allow them to work out the road map for themselves

3. Use appropriate media

4. Two way communication

5. Keep it going all the time e.g. Regular meetings, Board members visiting sites to answer questions regularly

_________________________________________________________________

BUILDING AN INTERNAL MINDSET OF TOTAL CUSTOMER-CENTRICITY TO ACHIEVE SERVICE EXCELLENCE

Leigh Carlton – Head of Strategic Marketing Communications, 
AXA PPP Healthcare




Service excellence through customer centricity

Being customer centric is about:

· Common sense

· Communication

· Engagement

· Belief

AXA’s brand positioning:

· Care

· Support 

· Efficiency

Brand is constantly evolving through a process of staff engagement and communicating with your customers. 

Moving staff from good to great is done by:

· Effective & thorough induction & training

· Measure quality of work

· Technical & soft skills 
· Calls & written work

· Performance management: Measure performance against brand positioning

· Empower

· Instant decisions

· Allow staff to go one step further

· Lead to decreased staff turnover to 18% and decreased sick leave to 3%

Barriers to living the brand

· Lack of clarity about what the brand is

· Therefore it is important to communication the brand

Staff engagement through:

· Employee surveys

· Intranet – ask board questions

· Notice boards

DEVELOPING AN EMPLOYER BRAND STRATEGY TO ENSURE YOU TRULY EMBED YOUR BRAND VALUES WITHIN THE CORPORATE CULTURE

Richard Mosley – Managing Director, People in Business 

Employer branding is getting staff to live the brand. Employers must do this with integrity and support their staff in the delivery of the brand. 

Brand-washing is a superficial process of trying to get staff to change the way they behaviour in line with the brand. 

Brand-washing is characterised by:

· One off campaigns & events for front line staff

· Reliance on employees to “make the change”

· No alignment of internal systems and process to the service brand promise

· Failure to address the employee’s experience of the “brand that they work for”

· If the employee brand experience is out of line with what is being promised to customers, the branding process looses integrity e.g. Supermarket providing crèche for their customers, but not providing a crèche for their employees who are predominantly women with young children. 

Richard believes that you need to have a customer brand and an employee brand. There needs to be some overlap. And employers have to ensure that their customer branding is in sync with their employer brand. Corporate Values are the elements that tie customer & employer propositioning together. 

Trust has become a real issue. Trust demands consistency. Too many mixed messages creates confusion. 

People trust brands when:

· a consistent brand experience is delivered

· a brand lives up to its promises

___________________________________________________________

PRACTICAL SERVICE BRANDING

Robin Shuker – Managing Director,  CCHM 

Interactive session demonstrating the value of obtaining feedback on what people think of your company:

· Valuable for management meetings to gather information so that people are not intimidated to say what they really think. 

· Listen to answers to questions and then vote on each comment to identify the most important issues. 

__________________________________________________________________

ENSURING EXCELLENT INTER-DEPARTMENTAL COMMUNICATION TO GUARANTEE COMPANY WIDE UNDERSTANDING OF YOUR BRAND GOALS

Rob Baldry – Head of Marketing, Corus Hotels

Case study about Corus Hotels the experience of implementing a single brand. 

In order to ensure that the single brand is effectively implemented Chorus have appointed Brand Champions in each hotel. 

PRACTICAL STEPS FOR RECRUITING THE RIGHT STAFF WHO WILL EFFECTIVELY COMMUNICATE YOUR BRAND

Richard Thorpe – HR Operations Manager, Admiral Group

 Discussed importance of recruiting the right staff to communicate the brand. 

· High staff turnover to be managed 

· Spend 4 weeks on induction and one week in a model office, before start to  use phones. 

· Recruiting against the brand

· Measure performance

· Prioritise training
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