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Executive Summary

Indonesia0s increasingly competitive landscape has
created a challenge for companies looking for ways
to differentiate themselves from competitors. One
area of differentiation where companies have
explored extensively is service quality. However, as
companies compete to improve their service quality
levels, many have fallen into a service quality trap in
which service excellence in many industries in
Indonesia have become generic.

To achieve differentiation through service, companies
must adopt a new approach. Instead of simply
copying other companiesO service practices,
companies should adopt their own characteristic of
service (i.e.: branded service) to differentiate from
competitors.

To design and implement a branded service concept
in their organization, companies must first know
where they are and where they want to be. Next,
they must develop a unique service concept in line
with both customerOs needs and the companyOs brand
positioning. They must also detail the concept in the
form of service blueprints and operating procedures.
Lastly, they must deliver this service differentiation
through their people, their operations and their
communication efforts.

This report has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not act upon the information contained
in this report without obtaining specific professional advice. No representation or warranty (express or implied) is given as to the accuracy or completeness of the information
contained in this report, and, to the extent permitted by law, MarkPlus&Co, its members, employees and agents accept no liability, and disclaim all responsibility, for the consequences
of you or anyone else acting, or refraining to act, in reliance on the information contained in this report or for any decision based on it.

For more information about this report or related issues, please contact the author by e-mail at: consulting@markplusinc.com
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TH E STATE O F SERVI CE Focusing on service quality has allowed companies

to deliver higher value, maintain customer
Service has long been viewed as an important aspectatisfaction, and in many cases justify demanding
of any business. As the saying goes, a good brandhigher prices from their customers. In competitive
may be why a customer makes the first purchase industries like banking, hospitality or retail, the
but good service is often the reason why customersimportance of service is even more dominant.
come back. Service has become an important driver of corporate

growth and profitability.
In Indonesia, where anti-monopoly, economic trade

liberalization and policy deregulation effects have Given this situation, it is no surprise that many
taken hold, markets have become increasingly morecompanies have scrambled to implement better
competitive resulting in a situation where customers service quality levels. They compulsively measure
have more choices for almost all categories of and improve themselves to ensure that they remain
products. Companies competing with each other one step ahead of the competition.Benchmarking
have searched for new sources of competitive valueand third party surveys are the two most common
to bolster their offering and stem the tide of price- tools utilized by companies to constantly improve
erosion. their customer service quality. Benchmarking is one

of the most favored and widely used techniques to

For many companies, service has become the . . .
constantly improve service quality. Small players

method of choice to solve this competitive issue. . . .
study the service implementation of major players,

Our research shows 88.9% of service and operations . . .
and try to copy their service standard. Meanwhile,

managers believe that service contributes . .
major players constantly monitor each other to

significantly or very significantly to competitive , .
9 y ys9 y P make sure that they do not offer lower service quality

dvantage (Figure 1).
advantage (Figure 1) than the competitor. Surveys from third party

Figure 1: ProviderOs View of Service

Do You Believe Service Contributes Significantly to Competitive Advantage?

Slightly Significant
(11,1%)

Very Significant
(44,4%) Significant

(44,4%)
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research companies provide another tool that another are very similar (Figure 2). As service quality
companies use to measure the level of their servicdevels among companies converge, it has created
quality. Due to its easy accessibility via publication an inevitable service quality trap.

in major magazines, the service level ratings in these

. . Why is this? As 3" party surveys utilize the same
surveys have become very important metrics for

: . : . 5riteria to analyze all players in the industry, it
companies to compare their service to competitors

. . L encourages companies to adopt the same
and to monitor progress in service improvement.

. S _ . characteristics in its service. Naturally, this will lead
Furthermore, consistently maintaining a high rating

. .. to a generic service experience, where the service
in these surveys have proved to be very beneficial

. characters of all players in the industry are exactl
for the company's overall public image. play y y

the same.

However, as the business environment has become

. . . . In competitive and mature sectors, customers have
even more competitive, focusing on service quality

taken high [ lit iven Ohygi factorQ.
alone may no longer be enough. In many very axen high service quallly as a giveh Lhygiene factor

. . _Hence, even the smallest company must provide a
competitive and mature sectors, the level of service

. o . level of service quality that is at least comparable
among players has achieved a level of similarity which g y P

N . . to the major players, just to stay in business.
ironically makes the services seem generic and

undifferentiated. To some extent, this has happenedyigre importantly, in industries where service quality
in the Indonesian consumer financing industry, wherejeyels have become generic, excellent service alone

Figure 2: Service Differentiation among Various Industries

Service Differentiation Among Various Industries

1. Internet Provider

2. Financing Company

12 3. Insurance
g 2.2 - 4 5 7 11 4. Gas Station
7 1 3 @ ]
@ 20 - . 6.8 9 10 ‘ 5. Newspaper
e : . 2 . . . . 6. Credit Card
5 18- ® [ 7. Tolecommuriaton
g‘ 1.6 4 8. Fast Food Restaurant
r:_ 9. Supermarket
@ 14 - 10. Bank
[} 1'2 - 11. Land Transportation
12. Air Transportation
10 1 1 1 1 1 1 1
3.0 3.2 3.4 3.6 3.8 4.0 4.2 4.4

Service Importance

* Benchmarking is one of the most favored and widely used techniques to constantly improve service quality. Small players study the service implementation of major players, and try to copy their service standard.
Meanwhile, major players constantly monitor each other to make sure that they do not offer lower service quality than the competitor. Surveys from third party research companies provide another tool that companies
use to measure the level of their service quality. Due to its easy accessibility via publication in major magazines, the service level ratings in these surveys have become very important metrics for companies to compare
their service to competitorsO and to monitor progress in service improvement. Furthermore, consistently maintaining a high rating in these surveys have proved to be very beneficial for the company's overall public
image.

*What we mean by this so-called OtrapO is, as companies engage in comparing and copying service practices among competitors, their service standards have become increasingly similar, which in turn leads to the

commoditization of service.
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Companies can no longer differentiate themselvesunique identity and character which are rooted in
from competitors through the quality of service  the core competencies of the particular company.

because customers see high quality service as a

. . . MarkPlus&Co believes that the key factor in branded
generic requirement that must be fulfilled by every

. . customer service is differentiation. Focusing on the
player in the industry.

quality of service will not result in maximum impact,
Hence, many companies facing a service quality traf the customer does not perceive any distinguishing
are forced to spend extra effort (and costs) to providdactor between the companyOs brand and
a high level of service but sadly do not reap any competitorsO brand. Therefore we believe that having
additional benefit from its efforts. a differentiated branded service is the best solution

to escape the service trap. In line with MarkPlus&CoOs

BRANDED SERVICE AS A point of view, an empirical study done by Roth and
NEW SOU RCE O F Jackson Il (1995) shows that though not without

costs, improvement in service quality can be used
Dl F F E R E NTlAT | O N to achieve differentiation as stated by Porter (1980).

Similarly, this also was verified by Mukherjee et al.

Interviews which MarkPlus&Co conducted with _ . : .
(2003) which found that improved service delivery

company chief executives reveal that many leaders . . . . . .
pany y will help a bank differentiate its offering. Given that

have also noticed this service quality trap. They realiz . i . .
quatitytrap y tﬁe business activities of a bank is very susceptible

that their company must deliver service that can . . : .
to price competition, service as an important non-

differentiate them from competitors, not just service . :
price aspect can become the foundation to create

that is high i lity. They beli that ies . e
atis high in qualily. They believe tha CompanIesdlfferentlatlon as stated by Porter (1980) as a way to

must escape the generic service quality trap that . .. . .
achieve competitive advantage and improve service

many organizations are falling into. However, man .
y org g . )auallty (Lee and Hwan, 2005).

companies have not managed to do suchNsome

companies have even accepted the fact that they Therefore, we define a differentiated branded service

are in the generic service trap without even trying as follows:

to get out of it. .
OA strategic and organized way to deliver on-

Differentiated branded service can prove to be an brand customer experiences that magnifies
alternative solution to this dilemma. Branded the brand promise and is developed based on
customer service is an effective way to escape the  the brand's differentiation that is relevant

generic service trap by focusing on the brand's to the needs of its target segment.O

*In line with MarkPlus&CoOs point of view, an empirical study done by Roth and Jackson Ill (1995) shows that though not without costs, improvement in service quality can be used to achieve differentiation as stated
by Porter (1980). Similarly, this also was verified by Mukherjee et al. (2003) which found that improved service delivery will help a bank differentiate its offering. Given that the business activities of a bank is very
susceptible to price competition, service as an important non-price aspect can become the foundation to create differentiation as stated by Porter (1980) as a way to achieve competitive advantage and improve
service quality (Lee and Hwan, 2005).

“This definition was adapted from Barlow et al. (2003). The original definition of branded customer service proposed by them is Oa strategic and organized way to deliver on-brand customer experiences that magnify
brand promises.O In this definition, in essence, branded customer service is service that goes beyond generic service by emphasizing a brand's unique identity through its customer service delivery.
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¥EEEEEIn 2005 MarkPlus&Co was approached by a company which enjoyed a leading role in the automotive
industry and is well-known for their reputable product. The client company has planned to introduce
a new high-end car brand to the Indonesian market which has an entirely different target market profile
than their usual customers. MarkPlus&Co was asked to help developing an entry strategy to the market,
amidst the weakened customerOs purchasing power, and decreasing demand in the market.

EX¥EEE In response to their request, MarkPlus&Co conducted an in-depth study with the industry experts and
potential consumers to reveal the different aspirations and ideologies in the sub-segments to better
understand what needs to be change to serve the needs of the new target market.

E¥EEEEWe found that the new target market looks down on the client companyOs existing car brands.
Furthermore, they demand a completely different service and sales approach than what the client
company is used to.

E¥EEEEAs a result, MarkPlus&Co recommended that the client company separated the dealerships of the new
brand from the dealerships of its existing car brands. We also recommended that the new dealership
takes a radical approach to service which is completely different from what customers are used to in
Indonesia. We took the inspiration for the service from high-end art galleries.

E¥EEEETo put this service concept to action, first, we proposed that the format of the dealership be more of
a gallery than a showroom. Secondly, we propose to hire people with no experience as car salespeople
but have experience offering personalized service. Next, we proposed that the client company adopts
a high-end service culture and train its people to understand fine art, music and culture. Last but not
least, we propose to conduct hidden sales campaigns in the guise of high-end branded events held
at the new auto gallery.

¥EEEEOne year later, our client opened shop to its new auto gallery with its new high-end sales staff. They
held one event a month.

E¥EEEEThe result? Sales of the new high-end car brand was beyond expectation. Customers eager to buy
were forced to wait for months. Sales of the new car brand easily beat more established brands in the

market.

E¥EEEECustomers who bought the new car brand said that the uniqueness of the gallery combined with the

unique branded service convinced them that the new car brand was no ordinary car.
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In this definition, branded service should both be aits restaurant-in-a-market which has proven to be
key element of differentiation and a distinguishing very popular.

brand experience. Furthermore, it should be based
. N . Shell uses choice and value added service to
on the company's positioning. Positioning,
. . . differentiate itself from other retail gas stations.
differentiation, and brand are three inseparable

. Customers are given the choice to pay by cash, b
elements that form the core of a company's strategic g pay by y

. . . . _ . debit card or by credit cards. Attendants are trained
business triangle. The strategic business triangle is

. ~ ! to provide value added services such as free tire air
essentially the companyOs architecture that acts as

. o . ump service and window cleaning. Their positive
guidance for all company activities. This is the basg P g P

. - - attitude and friendly demeanor is an extra plus that
of its competitive advantage and sustainability.

e . A e truly appreciated by customers.
Positioning is essentially a OpromiseO from the compan)y PP y

to the customer. To give credibility to such a promiseg 5rty Kredit BCA focuses on its merchant network
and in order to be perceived positively by the and efficient transactional services to provide value
customer, this promise must be supported by strongyg jts customers. Kartu Kredit BCAOs wide ranging
differentiation. Positioning supported by strong  merchant network (which it first developed for its
differentiation will in turn lead to strong brand Debit BCA product) gives it the ability to serve
integrity. This will result in a strong brand image. Acystomers everywhere. Furthermore, the credit card®s
strong brand image will strengthen a predetermined cystomer policies are also designed to reduce

positioning. If this process runs smoothly, it will creatgomplications and meet the customerOs needs.

a Oself-reinforcing mechanismO among the three

elements that are within the company®s strategic 110ugh, not market leaders per se, each of these

triangle. companies have exceptionally strong brands which
are supported by a loyal customer base. Why is this?
Companies like Ranch Market, Kartu Kredit BCA apg gifferent types of customers prefer different types
Shell are already providing exactly this type of servicgf service, practicing service differentiation allows
They use their service offering as a strategic tool {@ompanies to increase their value to certain types
create increased customer value and to reinforce of customers.

their already strong brands.
We believe that providing branded service to

Ranch Market for example, puts intense focus on theystomers has allowed these companiesO customers

provide culinary advice. Ranch Market also simply something known as Obetter serviceO.
differentiates itself from other supermarkets through

° Positioning, differentiation, and brand are three inseparable elements that form the core of a company's strategic business triangle. The strategic business triangle is essentially the companyOs architecture that acts
as guidance for all company activities. This is the basis of its competitive advantage and sustainability. Positioning is essentially a OpromiseO from the company to the customer. To give credibility to such a promise, and
in order to be perceived positively by the customer, this promise must be supported by strong differentiation. Positioning supported by strong differentiation will in turn lead to strong brand integrity. This will result

in a strong brand image. A strong brand image will strengthen a predetermined positioning. If this process runs smoothly, it will create a Oself-reinforcing mechanism® among the three elements that are within the
companyOs strategic triangle.

®It should be kept in mind that satisfaction does not always act as the antecedent to loyalty.
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Diagram 1: The Branded Service Chain

Corporate Enhanced Boost in
Brand

Positioning

Service Service Improved

Customer Customer Profitability

Concept Delivery Satisfaction Loyalty

Customers respond to this enhanced relevance withJ N D E RSTAN D | N G

increased satisfaction and loyalty. It should be kept in

mind that satisfaction does not always act as the BRANDED S ERVI C E

antecedent to loyalty. Based on the research we did on service and

) ) ) ) differentiation, we found some interesting insights.
Branded service done right begins with a deep _ _
i L Firstly, we found that most customers believe that
understanding of the corporate positioning and ends o _ _ _
" ) o . service is more important for some industries than
with improvement in profitability. A company looking _ o _ _
) ) . others. It is absolutely crucial in industries such as air
to adopt a differentiated service strategy should _ _ _
) o transportation, ground transportation and banking,
translate its corporate brand positioning into enhanced ] o ) )
) ) ) but less important in industries such as internet
customer satisfaction and loyalty, and in the end ) ) ) ]
. . N . services and financing (Figure 3).
achieve improved profitability. This linkage between

branded service and profitability works because  Thjs finding should be no surprise. Anecdotal evidence
customers prefer branded service providers over in the field shows that banks and airlines put more

generic service providers. The relationship betweengttention to service than other types of companies.

these various elements is shown in Diagram 1.
Secondly, we found that most customers feel that the

average providersO service is still generic. This is at odds
with the opinions of the majority of service and
operations managers in our research which claim that

Figure 3: Service Importance in Various Industries

100,0%
80,0%

60,0%
40,0%
20,0%

0,0%

Respondents: 350
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Figure 4: Differentiation Level among Service Providers

ProviderOs Level of ProviderOs Level of
Service Differentiation Service Differentiation
From ProviderOs Perspective From ConsumerOs Perspective

11%

. Undifferentiated

B Differentiated

they already provide differentiated service (Figure 4However, interestingly, both service-oriented
customers and non-service-oriented customers prefer

This conflicting point comes to show that companies . . . . .
gp P differentiated providers over undifferentiated

must work harder to truly differentiate themselves providers by a ratio of 2 to 1 (Figure 5).

through service, because what providers view as

differentiated service may not resonate as unique Hence what do all these findings mean? Overall we
with the customer. One other possibility is, perhapscan summarize that customers are still longing for
those companies actually do provide differentiated better service from their providers. Companies need
services but did not effectively communicate this toto work hard to meet the service expectations of

the targeted customer base. customers.

::rs\:i;v\sisj;rz:hat customers prefer differentiatedH OW TO ACHIEVE SERVICE
DIFFERENTIATIONE

Our research shows that 76% of customers are service-
oriented in nature, that is, choose service providersBased on our experience in various industries,

based on their service quality and not price or brandMarkPlus&Co has developed a four step methodology

Figure 5: CustomerOs View of Service Impacts Choice of Vendors
~ Service Non-Service
Oriented (76%) Oriented (24%)
Choice of Provider Choice of Provider
Very Differentiated 0 Very Differentiated
21.8% Oriented 20.7%
Differentiated Differentiated
Service
61.8% Oriented (76%) 44.3%
Undifferentiated Undifferentiated
16.3% 35%
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Diagram 2: The MDCA Methodology

Decide
Who You
Want to Be

Map
Where You
Are

Conceptualize
The New
Service
Differentiation

Align
People, Operations,
Communications

Evaluate

to effectively implement a branded service with the brand. High reach usually describes
experience that is differentiated from competitors. companies that serve the mass market. The

We name this methodology MDCA that stands for companyOs product or service is accessible to a large
Map, Decide, Conceptualize, and Align (Diagram 2humber of people. Low reach usually describes

companies that only cater to a few people.
Step 1 B Map where you are now

Richness describes how close the brand or the

The first step in this methodology is to understand company is to the personal lives of its customer. High

where the company or the brand is in terms of richness is achieved if the product is customized to

interaction with its customers. There are two cater to the individual needs of each customer. Low

interaction dimensions, reach and richness. Basedrichness is a condition where the product or service

on a combination of these two dimensions, delivered by the company is generic, and aims to

companies will be able to visualize how close theyfulfill the needs of as many people as possible.
are to the customer (Diagram 3).

As illustrated in Diagram 3, typical companies are
Reach describes how many customers are interactingither high reach/low richness or low reach/high

Diagram 3: Service Reach vs Service Richness richness. Companies with high reach, such as mass
market players, usually sacrifice richness in order to

A
High '\B/Iraafwsded achieve higher volume. And conversely, niche players
\.-- e o - * sacrifice reach so that they can deliver a highly
Mass\\ A customized and rich interaction with its small
\ 2, ; customer base. Exceptional companies, however,
Reach oy | . . _
,o(?\\@/ . through implementation of branded service, are
X .
s \\ : moving outside this normal trend, and successfully
N become a high reach, high richness company, or a
Niche .\‘ mass branded company.
Low >
Low High
Richness
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Step 2 B Decide who you want to be Step 3 B Conceptualize the new service

: o differentiation
After understanding where the company lies in terms

of its interaction with the customer, it must then  The third step in this process is conceptualizing the
decide where it wants to be in the future. Although service differentiation. In this step, actual changes in
both mass market and niche players can benefit fromhe service delivery must be designed and planned.
implementing differentiated branded service, the = This step deals with adjusting each and every
strategy greatly varies between those two options. customer touch point. Every touch point, even the
) ) ) o most minor, impacts the whole customer experience.
This step also involves identifying the corporate brand ] ] ]
o ] ) ] Therefore, all interaction the customer has with the
positioning, how it wants to be perceived by its .
o o brand or company must be reviewed and analyzed.
customers. In defining its positioning, the company
must first take into consideration customer needs, An effective tool to review each and every touch
wants and expectations. Then the company must point is the service blueprint (Diagram 5) ¢. The service
also factor in competencies that are already presenplueprint is very effective in allowing the company
in the company. to understand the customer experience. Since the
. L o blueprint is developed by considering the service
The companyOs strategic intent and positioning . ) A
. dproces,s from customerOs point of view, it will reveal
statement should then be translated into a clear an ) ]
) ) ] areas of improvement previously unknown or
solid service strategy. This strategy must strongly

~ ) - trivialized by the company.
reflect the brandOs unique characteristics and be

sufficiently differentiated from its competitors, as seem basic service blueprint breaks down each customer
from the point of view of customers (Diagram 4)  touch point to five major components, they are:
physical evidence, customer action, visible contact

Diagram 4: The Strategic Triangle employee actions, backstage contact employee
actions, and support processes. This allows the
company to quickly understand the factors that build
Positioning Differentiation the customer experience at each touch point. Utilizing
this tool, a company may choose to modify or change
one or more of these components to create the

differentiated customer experience.

As such, the service blueprint is also a very effective
tool for service innovation. Once the service blueprint
has been developed, it will not be difficult for

8 Zeithaml et al. (2006) define service blueprinting as Oa tool for simultaneously depicting the service process, the points of customer
contact, and the evidence of the service from the customerOs point of view.0
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Diagram 5: A Service Blueprint Template

Physical Evidence

Customer Action

Line of Interaction

Onstage Contact
Employee Actions

Line of Visibility

Backstage Contact
Employee Actions

Line of Internal Interaction

Support Processes

companies to introduce service improvements in
the future. Innovation can come in the form of
changes to any one of the five components, from
support process improvement, to enhancements in

the physical evidence.

Diagram 6: Branded Service Delivery System

Step 4 D Align People, Operations, and
Communication

The final step in the MDCA methodology is to actually
deliver differentiated branded service to the
customers. This involves the careful coordination and
alignment of three major forces that includes people,
operations, and communication. As all three
contribute significantly to the service delivery, none
of them should be neglected if the company wishes
to deliver a fully differentiated branded service to
their customers (Diagram 6).

People - This refers to the employees of the
company, the actual people who come in contact
with the customer, as well as the people that support

the service process. A service company can never
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underestimate the role that people play in the succesd-or supporting staff, operational excellence is

of their business. Hiring, developing, and maintainingachieved through the development of standard

the right type of people is essential in delivering  operating procedures or SOPs. SOPs must be created
differentiated customer service that is fully for all possible cases that might arise. This ensures
appreciated by customers. that consistency is achieved in the support system.

Support system consistency is crucial in making sure

Human resources department now plays a greater ) ) .
P playsag that front line staff can deliver the same consistent

role here. They need to ensure that the attitude anq .

evel of service to customers.
behavior of the people in the organization is aligned
with the service strategy. This can be done either bfZommunication - This refers to the internal
hiring only people that fit the service culture, or by communication within the company to maintain
conducting development sessions for existing the service spirit and culture as well as the external
employees. Subsequently, after obtaining or creatinggommunication to explain the service philosophy
right people, the HR department must also strive of the company to customers.

keep them in the organization through retention

programs Maintaining effective communication between

management and staff, and also across functions
Operations - This refers to the actual within the company is crucial to achieve the most
implementation of the service blueprint. This elementoptimal level of service spirit and culture throughout
deals with the socialization, execution, and the company.

monitoring of the service blueprint implementation.

o . . Communication from top level management to
Maintaining constant operations excellence is very

- . . . ~lower level staff can be carried out through internal
crucial in building the brand image in the customerOs g

. . . . . branding initiatives. These can involve training
mind. Only consistent implementation will be

. : sessions, visualization campaigns (i.e.: posters,
appreciated in the long-run by customers.

banners), and culture building activities.

For front liners, some companies opt to develop and

. . . . , ., .. Inter-divisional communication can be achieved
apply service scripts. Service scripts define guidelines

. . through team building sessions and activities.
in the form of actual words that front liners must say

. : ' However, the key component is maintaining an open
to customers. Service scripts are defined for each y P 9 P

. . culture that allows collegial interaction between all
customer touch point that involves face-to-face

. . levels of staff and across functions.
contact with company staff. The company might

choose to implement the script strictly, where exactlyexternal communication of the companyOs service
the same words must be recited to the customers; philosophy is also important to ensure that

or loosely, where the script only acts as a guidelingstomer®s recognize that they are receiving a non-
for service interaction. The choice must be based ogydinary service. This typically involves advertising
the pre-defined service strategy. and public relation initiatives.
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Alignment - The challenge is to align the elements competencies and capabilities. This will result in
of people, operations, and communications, as welkervice concepts that are unreasonable and
as ensuring that the elements perfectly synergize tampossible to implement. It is not wrong for
deliver a memorable branded service experience. companies to be ambitious, but they must also be
_ _ ~ realistic on how far the companiesO competencies
This task can prove to be exceedingly challenglng,Can be stretched.
especially for companies which already have an
existing system in place. In this case, the main succe8sUncommitted People - People are the most
factor is top management commitment. Top level important element of service delivery. Success in
management must be consistent and firm in the getting employees to adopt the new service concept
implementation and monitoring of this service is often the difference between service success and
strategy. failure. To ensure smooth adoption of the new service
concept, companies should be ready to use reward

POTENT'AL P|TFA|_|_S and punishment mechanisms to ensure that

employees follow the service blueprint and standard
Given the complication of designing and

operating procedures.

implementing a branded service concept, there are

many areas where companies can go astray. We have Unaligned Operations - To ensure that the new
identified several pitfalls where the design and service concept is implementable, it is very important
implementation process can go wrong. E to first test the new service concept through a limited

pilot test.
1. Flawed Service Concept - The most common

mistake made by companies in designing their  Cultural barriers and willingness to change is another
service concept is that the concept does not reflectissue which companies should carefully consider
and translate the corporate positioning of the when rolling out its branded service concept. In
company. As a result, customers at the receiving englarticular, companies should be sure that the new
of the service are indifferent to the service as they service concept is understood and accepted by all

do not experience the brand essence of company.employees before it is rolled out.

Another common mistake companies make is that4. Failed Communication - Last but not least, one
the service concept is not market oriented. In othefimportant pitfall to avoid is communications. The
words, the service concept is not relevant to the  inability to communicate the new service model to
needs, wants and expectations of the customer. Agsustomers may result in customers not realizing any
a result, oftentimes, customers are reluctant to acceptmportant changes in the service experience. There
the new service design. is also the risk of customers reacting negatively to
the new experience when they do not understand

A flaw in the service concept can also arise when the philosophy behind it

companies fail to correctly identify their organizationOs
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KEY TAKEAWAY directed at studying 12 business categories: banking,

fast food restaurant, supermarkets, land
Too many companies have fallen into the generic transportation, air transportation, telecommunication,
service trap. To be different today, companies muspublic filling station (gas station/SPBU), newspaper,
be unique in their service offerings. However, credit card, consumer financing, insurance, and
achieving this service differentiation is no easy feainternet provider.

Companies must first know where they are and

where they want to be. Next, they must develop a The purpose of the survey was to explore how

. . oo . ~ differentiated service matter in the mind of the
unique service concept in line with both customerQOs

needs and the companyOs brand positioning. Thefustomers. Through the survey we had hoped to

. . . discover the current state of customer appreciation
must also detail the concept in the form of service PP

blueprints and operating procedures. Lastly, they towards branded service differentiation. The findings

. . . . - . of this study are very interesting.
must deliver this service differentiation through their y y 9

people, their operations and their communication REFERENCES
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In a survey with 350 customer respondents, 50
service/operation managers, and 5 CEO/COOs in
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quality and differentiation. The customer study was
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About Us
MARKPLUS.INC

Knowledge | Insight | Solution

MarkPlus, Inc is the first integrated marketing solution in Southeast Asia. For years, MarkPlus, Inc has served
many privately-owned and state-owned companies, as well as several multinational corporations across
virtually every type of industry. We have more than 150 full-time staff across the region, with a large number
of them professing as consultants, researchers, trainers, and administrators. Everywhere we practice, we

always establish ourselves as the country's local champion in the marketing field.

MarkPlus&Co

Marketing & Strategy Consultants

MarkPlus&Co is the exclusive consulting arm of MarkPlus, Inc. Since 1989, we have emerged as the trusted
advisor and, in many cases, change agents in the areas of strategy and marketing to many businesses and
institutions in the Southeast Asia region. At MarkPlus&Co, we look at a business holistically, whilst focusing
on strategy and marketing. We guide our clients in search of their core strengths, improve their positioning

& market-orientation and achieve sustainable growth.

markplusinsight

more reliable, most relevant

MarkPlus Insight is a respected Southeast Asian-based research firm and the market research arm of MarkPlus,
Inc. We are a leading research service provider which promises to provide clients with reliable information

and relevant insights, so our clients can enhance their decision-making process. We provide relevant customer
insights as opposed to ordinary customer data by using the most recent research approaches together with

our strong analytical capabilities to synthesize findings and to develop practical recommendations.

MIM

MarkPlus Institute of Marketing

MarkPlus Institute of Marketing (MIM) is MarkPlus Inc's training and publishing division. For 18 years, MIM has
conducted trainings and seminars for more than 2000 companies and 20,000 executives through our public
and in-house programs across South East Asia. We have virtually served every type of client categories: From

consumer goods to manufacturing, from government companies to multinationals.

BrandCredence

Strategic Brand Consultants

BrandCredence is the brand & communications consulting division of MarkPlus&Co. BrandCredence has
conducted numerous brand research, strategy development, communication planning, design, as well as
training and inplementation services for various clients from telecommunications, banking & financials,
automotive, fast moving consumer goods, pharmaceuticals, properties, and many other industries.

BrandCredence operates in Jakarta, Kuala Lumpur, and Singapore.
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