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Service quality via diversification

SMU don says companies should provide new services and think of the service process a

[ O RAISE service quality,
companies should diver-
sify and bring new ser-
vices to consumers, said
Lim Yun Fong, associate
professor of operations
management at the Sin-
— gapore Management Uni-
versity (SMU).

He was speaking at the recent Insti-
tute of Service Excellence at SMU (IS-
ES) industry forum, held in conjunc-
tion with the release of the latest Cus-
tomer Satisfaction Index of Singapore
survey results.

Said Prof Lim: “Service providers
should think of the service process as
being integrated, rather than focus-
ing on the sole service that they deliv-
er.”

He cited as an example supermar-
ket chain Tesco, which pioneered vir-
tual stores in South Korea. Given Ko-
reans’ hectic schedules, grocery shop-
ping is often considered a chore in
South Korea. As such, Tesco, known
there as Homeplus, decided to bring
its shops to the customers.

To do so, the company installed
posters printed to resemble
well-stocked supermarket shelves in
subway stations. Commuters waiting
for the trains could browse these post-
ers the way they would browse prod-
ucts in a Homeplus store.

When they saw an item they want-
ed to buy, they could scan its QR code
with their smartphone. This purchas-
es the item, which would then be de-
livered to their homes.

By offering integrated transport
and retail services in a single service

Prof Lim: Providing additional
services need not mean
compromising on the quality of the
core service

platform — the train station — both
companies were able to provide bet-
ter service to their customers, said
Prof Lim.

He believes that the subway-shop-
ping concept could find relevance in
Singapore. For instance, train opera-
tors could offer commuters the option
of buying breakfast as they wait for
their trains. Once they reach their des-
tinations, they can collect their orders
before heading off to work.

Providing additional services need

Prof Lim said
Amazon had
started as an
online
bookstore,
but in
becoming a
one-stop
shop, it
provided
much added
convenience
to customers.

™

not mean compromising on the quali-
ty of the core service. “Companies
have to grow. So as they get bigger
and bigger, there is the opportunity to
diversify,” said Prof Lim.

In this regard, he sees Amazon as
a prime example. Amazon had its
start as an online bookstore, but
quickly grew to sell all manners of
goods, from clothes to power tools. Ex-
tending beyond books was the first
step of the diversification. In becom-
ing a one-stop shop, Amazon provid-

ed much added convenience to its cus-
tomers.

Going further, the company
moved to offer a logistic service
known as Fulfilment by Amazon. Un-
der this programme, other sellers can
list goods on the website. When
bought, these are then packed and
shipped to customers by Amazon.

“The idea is that by incorporating
all these different suppliers, their list
of choices, with (regard to) the items
that they sell on their website, be-
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comes more enriched, more diversi-
fied. So the customer experience is
stronger,” said Prof Lim.

Caroline Lim, director of the ISES,
sees the same happening with Star-
bucks. “Starbucks started off as a
brand for coffee lovers. But over time,
because they are so successful in de-
veloping that loyalty amongst coffee
lovers, they have also started to at-
tract non-coffee lovers.”

“So clearly (they have) to re-strate-
gise and look at what else they can do

in terms of product offerings ... to
draw and sustain the loyalties of dif-
ferent segments of their customers,”
she said.

As companies grow, they should
be on the lookout for services that can
be added to their existing platforms,
said Prof Lim.

Ms Lim agrees. Her succinct ad-
vice: “Look beyond organisational
boundaries to identify ... opportuni-
ties for you to work across service pro-
viders to raise satisfaction for your
customers.”



