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ASK THE SMU PROF 
d T h I s ~ e n c o u r a g e ~ ~ t o f l a w  
UP - the 0- - P- 
tadt Imawledgle dding in your hntline staff 
into--ah&?the*tIal 
to improve the experience dnot your 
~ b u t y o u r e m p 1 ~ a r r w e l l . W i t h o u t  
tatpcuXturehplace,youmayfmdthatyourd 
have a mdencyto suppress complaints. A major 
coxuequence ofthis non-reporting of complaints is 
that yoar decision-makers W d  be depriwd dany 
d l m s i n ~ i n ~ c e t h a t c o u l d h a v e b e e n  
embedded in individual complaints. 

So, if the number of complaints is currently a 
key pedbnnance indicator -1) that you measure 
your~against,asistvpicalfmrmostcorapanies, 
consider removing it and replacing it with a 
complaint hading metric Doing this sign& 
twotbingstoywr~~itsignalsyourbelief 
that your staffhave no direct control over whether 
any customer complains, so it is reasonable that 
they should not be measured against it Seumd, 
it signals that what they have direct control over 
is how well they handle each complaint. I believe 
that replacing this negative KPI of the number 
of complaints with a positive KPI of complaint 
handling and communicating the rationale behind 
the change is an important part of any long- 
termstrstegytoraisiogandsustainiagcustamer 
sddhtion and pro6ts. 

Furthermore, then? is d e l m i n g  evidence 
from the Cbtomer Satisfacton Index ofSingapore 
(CSW;) thrrt customers who complained and had 
~ c u m p l a i n t s h a w l l e d w d l a r e ~  

KEEP THEM 
HAPPY 
What can businesses do to 
increase the satisfaction of 
their customers? 

No one disputes the importance ofcustomer 
nan ddkction in sustaining proflb in the long run. 

Data from Singapre and the rest d t h e  world 
c o n s b d y  show - among other things - that 
the more satidled a customer is, the higher their 
repurchase intent, wiliiagness to recommend, and 
wi l l i npa  to tolerate price increases. All these are 
desirabletoanybusiness,regacdl~ofsize. 

A necessery piece of the customer ddaction 
puzzle is to have a good und- ofthe needs 
andwantsofyourcustomers.This~ding 
is important beoause without it, you would be 
hard pressed to keep track ofthe everchaaging 
expecwions ofyour customers. 

A@firststep~developingabeua 
l l d m d h g  of your t2ustome~8 is to ewxnvage 
your employees to be reoeptive to feedback h m  
customers, qechlly negative ones. Remove the 
negativity that typically surrounds complaints, and 
instead develop a company culture that welcomes 
feedba& and puts the bus on handling fkdbck 

itwastoo~ttocomPGinortheythaugl;tthat 
there was no point in camp- This findiag is 
p m m t ~ a l l f i v e y e a m o f ~ t a n d  
the r0 service in- amred in the CSISG. 

The CSISG data ahto shows that custom 
w h o o a m ~ ~ t o c o m p a n i e s t % n d t o b e t h e  
morelayalaneaTbismakesssnsebecausetheyare 
morelihelytorepurchasehmyouandhenceb 
avestdintemtinGodnganyproblemst4atthey 
~peFceive.Theleeslayal.cr~stomerswouldbe 
u n n k e l y t o W e t F o r t i n ~ t o * a n y  
wmn@ if they are going to switch to a competitor. 

-that d e n t  comm-n is 
a k e y ~ t o a n y h a p p y ~ d p , d  
thewiadomaftbisaleoeppliestothe~nship 
thatyourawtomefehavewith your company. 
- ,dareturnfrrg-a 
helptoensuretbe~~sastsinabilityand 
p-of~lnv-. 
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