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ABSTRACT

Turunen, Susanna Marita 2011. Customer Satisfadtioimternal Customer Service.
Case: Abloy Oy Internal Customer Service. Mastdrésis. Kemi-Tornio University of
Applied Sciences. Business and Culture. Pages gerdix 1.

This thesis discusses and studies service qualiycastomer satisfaction in internal
customer service. The main objective is to find what the service quality level in the
internal customer service at Abloy Oy is and whethere exists a difference between
customer expectations and perceptions of the iatesnstomer service quality. The
objective is also to identify areas of strength arehkness for each customer service

department for process improvement purposes.

Both quantitative and qualitative research methas applied in the research. For
collecting data a questionnaire with attitudinahlscquestions and open questions is
used. The theoretical framework concentrates onlaexpg the characteristics of

internal service, internal customer and servicdityudimensions that customers use in
judging service. Additionally, a gap model discisssiee causes for the discrepancy

between customer expectations and perception®isdtvice delivery.

Altogether seven customer service departments eabuaing each other’s internal
customer service quality in eight service qualitlyiltutes. The main findings are that
the service of all departments’ is polite, adequete professional. In addition, gaps are
found in the service quality when concerning th#ofeing attributes: efficiency of
internal communication, prompt handling of requesemse of communication,
availability of the personnel, proactivity and aityf of developing ways of working.

However, from the results it can be found thatghps vary between departments.

The results collected and analyzed provide infolmnator customer service process
improvement for Abloy Oy. The questionnaire desayfer the study will be used for

measuring the service quality of internal custos®wice continuously.

Keywords: Service delivery, service quality, ini@raustomer, customer service,

customer service management.



FIGURES

Figure 1. Key factors leading to customer gap (Zeithaml &nBr 2000, 483) ............ 17
Figure 2. Key factors leading to provider gap 1 (ZeithamB&ner 2000, 483) .......... 18
Figure 3. Key factors leading to provider gap 2 (ZeithamB&ner 2000, 485) .......... 20
Figure 4. Key factors leading to provider gap 3 (Zeithaml &18r 2000, 486) .......... 22
Figure 5. Key factors leading to provider gap 4 (ZeithamB&ner 2000, 488) .......... 24
Figure 6. Quantity of respondents per department.....ccccccecooooeeeiiiiiiieeeiiivciee e, 36

Figure 7. The importance of the customer service departnwgrthe work performance

............................................................................................................................... 37
Figure 8. Importance of the statements in terms of intecaatomer service............... 38
Figure 9. Service delivery results of Industrial LOCKING.cceeeovoieeeiiiiiiiiiiiiiiiiieeeen, 40
Figure 10. Expectation versus perception scores of Indudtoaking ........................ 41
Figure 11.Service delivery results of Construction LOCKING.............cceeeiiiiiieeeeenen.n. 43
Figure 12.Expectation versus perception scores of Constnudtazking................... 44
Figure 13.Service delivery results of Marketing....... e 45
Figure 14.Expectation versus perception scores of Marketing..............cccccoeeeeeeene. 46
Figure 15. Service delivery results of EXPOIS ... 48
Figure 16.Expectation versus perception scores of EXPOrtS...........cccoevvvvvevvvivnnnnnns 49
Figure 17.Service delivery results of Electromechanical La&Eses ............cccceeennn.... 50

Figure 18.Expectation versus perception scores of Electroar@chl Lock Cases.....51

Figure 19.Service delivery results of Network Solutions ............cccccceviiiininnn, 53
Figure 20.Expectation versus perception scores of Networkit®wis....................... 54
Figure 21.Service delivery results of Door Control.....cceeee.vvveciiiiiieieeeeeeeeeeeeeeeiiiins 56
Figure 22.Expectation versus perception scores of Door Contro..............ccceveeees 57
Figure 23.Service delivery results of Architectural Hardware.............cccooeeeeeeeeenn. 58

Figure 24. Expectation versus perception scores of Architattdardware................ 59



CONTENTS

ABSTRACT
FIGURES
1 INTRODUCTION ..oiiiiiiiiiiiiiiie e e ettt et e e e e st e e e e e s snnstaeeeeeeeannsbeeesennssneeeeens 6
1.1 Background and MOtIVALION..........eeceeeeeiiiiiiee s s 6
1.2 Research objectives and research qUESHIQNS.cccc...cooeeeeieeeiiiiiieeeeeees 8
1.3 0Utling Of the STUAY ....vvueeiee e 10
2 LITERATURE REVIEW......cciiiiitiiiie ettt 11
2.1 CharacteriStiCS Of @ SEIVICE .......ooi i 11
2.2 Service Quality Dimensions of Internal ServiCe............oovvvviiiiiiiiiiinieeeeeeeeenn, 13
2.4 Characteristics of Internal CUStOMErS .....ccooeiiiiiiiiiiiiie e 15
2.3 Customer Expectations and Perceptions — galmad...........ccccoeeeeiiiiiiiiinniiinnn, 16
2.3.1 Provider Gap 1: Not Knowing What Customer&otp..............ccceeeeeeeeeennnn. 18
2.3.2 Provider Gap 2: Not Selecting the Right Ssriesigns and Standards...... 19
2.3.3 Provider Gap 3: Not Delivering to Servicers@ds............cccceeeeiiiieeeeeeeennn. 21
2.3.4. Provider Gap 4: Not Matching PerformancBmmises ...........ccoeeeeeeeeeeeeee. 23
2.6 Using Customer Service Data for Process Impnave.................cevveeiiiiinieeeeeeennn. 24
2.6.1 SUQQESLION PrOgramS .........uuuueeens o s e s seeeseeeaeesassesssssnsssnnnnnnnnansnns 25
2.6.2 GrOUP DISCUSSIONS ....cvvvvvverinnn s mmmmmm e eeeeessssnnsssaaasseaaaeaesaseesssssenenneeeees 26
2.6.3 TASK FOICES ...t ettt 26
2.6.4 Cross-Functional TEamMS ........cooiiiiiiiiiieei et ee e 26
2.6.5 AULONOMOUS WOTIK GIrOUPS ... .cceeeeeeees s s eeeesstna s s s e e e e eaaaaneseenannnns 27
3 METHODOLOGY OF THE STUDY ....uittiiiiiiiiiiitieeemee e s ssiiieeee e e e siieeee e e e s ninvneeee s 28
3.1 Research approacCh ........ccccoo oot e e e e 28
3.2 Selection of SAMPIE GrOUP .....cvvviviietceeemeeeee e e e s 29
3.3 Data collection and analySiS............coeeemeereiiiiiiieeeeeeeeeeeeeei s 30
3.4 Validity and reliability .............ouvimicemee e 33
3.5 Limitation Of the STUAY .........uuuieiiiieie e 34
4 RESULTS AND DISCUSSIONS .......ooiiiieiiiitt e e e e e asiiieeeeeesssnnnneeeeeeennseees 36
g I =] o Lo T =7 o) S 36
4.2 Dependency on other departments’ WOIK ..eeeeeevvvveeiiiiiiiiiee e eeeeeeeeeeeeeiiiieees 37

4.3 The importance oOf STAtEMENTS ... eeeeeeeeeeeeiii e e e e e r e eeeeeaeeees 38



2 o [ 1S3 ¢ = LN I Yo (1 o PSR 39

4.5 CoNnStruCtion LOCKING......coceeieiiiiiee ettt s s e e e e e e e e e e e e e e e eeeeaeeeeneeeeeeennnne 42
|V = 14 = 11 o 44
A {0 T 4 £ T PPN 47
4.8 ElectromechaniCal LOCK CaSES ...........uceemmemeeeieeeeeieieiissseiiiiiiriieeeeeeeeeee e 50
4.9 NEIWOIK SOIULIONS.....eeiiiiiiiiiiiiiee sttt ee e e e e e 52
7/ O I ToTo ] ©'0] oo PP TPPPPPPPP 55
4.11 Architectural HArdWare ..............eeveceeeee oottt 58
4.12 Feedback on obstacles and improvement aréaieinal customer service.......... 60
5 CONCLUSIONS AND RECOMMENDATIONS ..ot 63
5.1 CONCIUSIONS ...ttt e e e e e s s bbneee e 63
5.2 Evaluation and conSiderations .............oooeuiiiiiiiiiiiiiiiiiiiieieeecee e 64
5.3 Suggestions for fUtUre reSEarCh ... o e eeeeeeeeereiiiiiiiiise e e e e e e e seerieeeeeeaeeeee 66
REFERENGCES.......co ittt ettt et e e e s e e e e e e et eeennnne e e e e e e e nnneees 67

APPENDIX 1: WEBROPOL QUESTIONS IN ENGLISH AND IN RNISH



1 INTRODUCTION

This chapter is an introduction to the backgrouhdhts thesis work. The motivation,
research objectives and research questions arenpeesin this chapter. At the end of

the chapter the structure of the thesis is intreduo the readers.

1.1 Background and Motivation

According to Naumann & Giel (1995, 374 - 375), thes a strong correlation between
employee satisfaction and both internal and extemestomer satisfaction. The

distinction between employee satisfaction and makrcustomer satisfaction is that
employee satisfaction consists of employee attguat®out the overall satisfaction with
the workplace whereas internal customer satisfacdomsists of a more narrow focus on
the outcome of the company’s internal process. éfbeg, internal customer satisfaction
is a reasonably accurate measure of the companytegses. Also these two types of
satisfaction are closely linked together; a sat®mployee is probably also a reliable

supplier of high quality customer service. (Naum&n@iel 1995, 374 — 375.)

Also Hallowell, Schlesinger and Zornitsky (1996,)24uggests that the internal
customer service quality is important indicatioraaforganization’s work environment.
Furthermore, Hallowell continues that internal sswquality relates both to customer
satisfaction and job satisfaction. Hallowell and tlo-writers (1996, 22) refer to author
Heskett (1990 and 1994), who has written on seryiadit chain and claims that
internal service quality drives employee satistattwhich enables the delivery of high
value service, resulting in customer satisfacti@ading to customer loyalty, which
produces profit and growth. (Hallowell, Schlesing§ezornitsky 1996, 21.)

According to Marshall, Baker and Finn (1998, 3&ljsionly recently that there has
risen an interest in service quality issues in mess-to-business markets, both in
internal and external perspective. The authors icoat that the service quality
requirements of external customers have been thesfof much research, but internal

customer service requirements has received litlenson in the resent researches.
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(Marshall, Baker & Finn 1998, 381.) | also camehis conclusion when exploring the

literature available on internal customer and maécustomer service.

Kokkonen (2010) suggests that in order to serveraat customers as well as possible,
it is not enough to focus on the product sold axidreal customer service only. In
order to guarantee that the external customerthggtroducts and services wanted, the
whole process must be in order. Internal custoreriice is part of this entire process.
When the process of internal customer service wgder, the end customers as well will
get products and services that meet their expeaosind needs. If internal customer
service is effective, the whole process until tReemal customer service is effective.
(Kokkonen 2010.)

As a continuum to Hesket's and Kokkonen’s opinionrdernal customer service being
part of service-profit-chain, ISO 9001:2000 staxdaas a process-oriented approach in
continuous improvement. The standard expects fromom@anization a continuous
improvement of processes based on measurementsvaiyhleow organizations measure
and accomplish the continuous improvement is l&fttfie organizations to design and
realize. According to Summers (2009, 56.), ISO 92000 Quality Management

Systems consist of four main sections, which arfel&swvs:

= Management responsibilities i.e. how the analysidata affects
the performance of organization’s quality managemen

*» Resource management i.e. resource availabilitydeptbyment.

»= Product and/or service realization i.e. how custoregquirements
and organizational self-assessment lead to comtinue
improvement of processes and work methods.

= Measurement, analysis, and improvement i.e. thehoast
company uses to measure its systems, processeljctsp or
services. (Summers 2009, 56.)

Also EFQM MODEL 2010 (2010, 16) takes position eearching different steps in
the processes. The model claims that effectivermzgiions know that the customers
are the primary reason for their existence. Effectirganizations create value for the
customers by understanding and anticipating theieds. In practice, effective

organizations know their various customer segmerd meet their needs and
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expectations. They also make sure that the persbiane the necessary means, know-
how, information and authority to maximize the cumsér satisfaction. (Laatukeskus
2010, 16.)

Even though both ISO 9001:2000 and EFQM model dodifterentiate internal and
external customer, but refer to customers only,sé@e instructions can be applied to
the processes of internal customer service as rascto external customer service.
Companies should be customer driven for both iademnd external customers.
(Laatukeskus 2010; SFS 2010.)

What you cannot measure that you cannot managentrot. Effective organizations
know that if they do not have sufficient informatiabout a process, product or service,
they cannot control it. And if a process cannotbetrolled, the organization is then at
the mercy of change. (Summers 2009, 250.) Both 98Q1:2000 standard and EFQM
model are the guidelines and quality standardsAbady Oy follows and utilizes in the
process development. In order to follow the stamdabloy Oy is interested in
measuring the performance in all levels in the psses. Abloy Oy has continuously
measured the performance of the customer servigartheents among external
customers. Recently there has been an interesiutly €loser the internal customer
service quality. This study offers now a good posisy to start a continuous
measurement of internal customer service delivary @n increasingly structured way
of process development of internal processes inomey service departments.

Developing internal processes will benefit everlyuidle external customers.

1.2 Research objectives and research questions

The main objectives of this thesis are to assesgjtiality of internal customer service
delivery and identify possible gabs between custosx@ectations and perceptions of
the service delivery. Also, the objective is to lexp the strengths and weaknesses of
Abloy Oy customer service departments chosen fisrdtudy. As a result of pursuing
the research objectives, a questionnaire for mewginternal customer service delivery
is developed. The aim of Abloy Oy is to utilize tlp@estionnaire for measuring

regularly the internal service quality for contimsgprocess improvement purposes.
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The thesis work will address two main research s drawn from the objectives as

follows:

1. What is the service quality level of Abloy Oy stomer service

departments in internal customer service?

The literature review in chapter 3 defines whateavise quality is and what the
dimensions are which customers use in judging #reice quality. From the service
guality dimensions were formed altogether eighilaites and statements against which
the internal service quality is measured at Ablgy These attributes are: polite service,
efficient and adequate internal communication, gommandling of requests, ease of
communication, professional and adequate servasy; availability of customer service
personnel, proactive preparation to variable champgituations and needs and active
development of working practices. The service dquadivels for each department and

thus the answer to this research question aremiezgsen chapter 4.

2. Are there differences in customers” expectatonl perception of

internal customer service quality?

The difference between customer expectation ancep&on results in a failure in the

service delivery. In order to identify the possildi§erences between expectations and
perceptions in the service delivery, both aspects raeasured in the study when
concerning the eight service quality attributese Titerature review and methodology
chapter will discuss further why both customer exagon and perception are measured
in the study. The empirical findings in chapter ¥l answer to this research question.

Three sub-research questions are drawn as compéngefor the main research
questions. The answers to sub-research questidingraxide more information on the
service delivery and service quality for procesgettgpment purpose at Abloy Oy. The
sub-research guestions as follows:

3. What are the strengths and weaknesses of eastonuer service

department in internal customer service?

This research question is linked closely to thetfiesearch question and is partly
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overlapping. Therefore the answers to the firseaech question will provide answers
also to this question. However, some open questi@ne designed to the questionnaire
especially for this research question in orderina imore precise information on the
strengths and weaknesses. The answer to this chsgaestion is presented in chapter
4,

4. What are the obstacles if any in delivering higtality internal

customer service?

The gap model presented in literature review wiplere the possible reasons and
obstacles generally for the discrepancy betweetomes expectation and perception.
Additionally, chapter 4 will provide the empiricAhdings to this question in case of
Abloy Oy internal customer service.

5. What is each customer service department’s @sasament of their

service?

Self evaluation is one way of collecting informatiéor process development as per
EFQL model 2010. In this study the results of seHiluation are compared to customer
satisfaction scores and analyzed against the gagelmotroduced in the literature
review. The results of this comparison are presemehapter 4.

1.3 Outline of the Study

The second chapter reviews the related literatfitkeostudy. The third chapter presents
the methodology of the study. The fourth chaptéls the results and discussions. The
fifth chapter provides the conclusions and recondagans drawn from the results of

the study and summarizes the main findings.
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2 LITERATURE REVIEW

In this chapter the theoretical framework for thedy is presented. The chapter
introduces characteristics of service, the conceptcustomer perceptions and
expectations and the gap model in service delivEhe literature review gives also
insight into the characteristics of internal cuséosnand how the internal customer
service measurements can be utilized for processl@ament and increasing employee

satisfaction and commitment.

2.1 Characteristics of a Service

The special characteristics of a service resutthallenges in managing, marketing or
even studying and measuring a service quality. 8fbez the characteristics of services
are presented and discussed in the beginning ditéhature review in order to explain

the readers how a complicated phenomenon servicéhis characteristics presented

here apply to the service directed both to inteonaxternal customers.

Most common approach in defining services has likencomparison of differences
between services and physical products. Accordirgaimer (1994, 3-7), services have
five characteristics when compared to products. Tharacteristics of services are:

intangibility, inseparability, variability, perisbdity and ownership.

Intangibility of a service means theg¢rvices do not have tangible properties which can
be examined by consumers before consuming theceei@ustomers cannot touch, feel,
smell or taste or otherwise study the propertiethefservice before the purchase. The
intangible characteristics of the service, e.gabglity, personal care, attentiveness of
the staff, their friendliness can only be verifigtien a service has been purchased and
consumed. The intangibility, i.e. the lack of plogdievidence makes it difficult to the
customers to evaluate competing services in advdPRedmer 1994, 3-4; Lovelock &
Wirtz 2007, 16-17.)

Inseparability means that a service cannot be atggghfrom its means of production. A

service is typically produced and consumed simelbasly. Producers and consumers
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must normally interact in the way that the serwe@a be produced and the consumers
must be present during the entire production pcéble inseparability occurs even
whether the producer is human or a machine, e.gage of a bank ATM machine.
(Palmer 1994, 4-6; Kotler 2003, 447.)

Because of the variability, services are diffictdt be standardized. The variability
depends on the customers as they always are paheofervice production and the
outcome. For a service delivery there is no polsildor pre-delivery inspection and
rejection, i.e. quality control in order to enseomsistent standards for the service. Also
the employees of the same company may providecesrthat are quite different from
each others. (Palmer 1994, 6; Lovelock & Wirtz, 2009.)

Perishability of a service refers to the fact tlsatvices cannot be stored, but are
consumed during the production process. The lilnspf a service tends to be very
short and if service providers are not able tonemttt the demand of a service
accurately, they will then suffer unnecessary cbstsause of unused service employees
and facilities. Because of the perishability ofvesgs, attention needs to be paid to
scheduling service production to follow peaks ammlghs in the service delivery
demand. (Palmer 1994, 6; Lovelock & Wirtz 2007, 16.

A service has no ownership, which also relatesi¢aritangibility and perishability of a
service. When purchasing goods, buyers generatjyiscthe ownership of the goods.
However, when a service is performed, no ownershigansferred from the seller to the
buyer. In the service production, the buyer mebelys a right to a service process, e.g.
for the use of a car park. (Palmer 1994, 6-7.)

There have been many attempts to define servitkeiditerature in simple sentences,
but no consensus has been reached by the reseaochese one definition which

covers all characteristics and types of servicestag the best definition given in the
literature seems to be the one from Gronroos (26Pyas follows:

“A service is a process consisting of a series ofenor less intangible activities that
normally, but not necessarily always, take placenteractions between the customer
and service employee and/or physical resource®adfigyand/or systems of the service
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provider, which are provided as solutions to cugtomroblems. “ (Gré6nroos 2007,
52.)

2.2 Service Quality Dimensions of Internal Service

Because the characteristics of services are comffiexquality of services can also be
complicated. When service providers understand hostomers evaluate the service
guality, they can also better control and managestrvice quality. (Groénroos 2000,
98.) Various researchers have contributed to themtifiication of service quality

dimensions, but the most publicized quality dimensiare the dimensions identified by
Parasuranam, Zeithaml and Berry (1988, 23; 1990;266 They first identified ten

different dimensions, but through exploratory reskaconsolidated them into five
principal dimensions that customers use in judgithg service quality. These
dimensions are reliability, responsiveness, assetaempathy and tangibles. The

concise definitions for the dimensions are discd$sdow (Awoke 2010).

Reliability means the service provider’s ability perform the promised service both
dependably and accurately. Customers expect religbtvice delivery and that the
service is delivered on time, in the same manmet vathout errors every time. (Awoke
2010, 10.)

Responsiveness is customer service’s willingnesbelp customers and to provide
prompt service. For example keeping customers mgpitinay create unnecessary
negative perceptions of quality. Whenever a serfadare occurs, the ability to recover
quickly and with professionalism can still leavestmmers very positive perceptions of

service quality. (Awoke 2010, 10.)

“Assurance refers to the knowledge and courtesngfloyees as well as their ability to
convey trust and confidence. The assurance dimemsatudes the following features:
competence to perform the service, politeness aspect for the customer, effective
communication with the customer, and the generdtudé that the server has the

customer’s best interests at heart.” (Awoke 2010) 1
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Empathy refers to the caring and individualize@raibn what the customer gets during
the service delivery. This includes the approadhgbsensitivity of service employees
and effort to understand the customer’s needs. kiaD10, 10.)

Tangibles are the physical aspects of service @live. the appearance of physical

facilities, equipment, personnel, and communicati@terials. (Awoke 2010, 10.)

The above dimensions identified by Parasurananth@®il and Berry (1988, 23) are
the basis for SERVQUAL questionnaire designed bg Bame researchers for
measuring the service quality. The same author®01980) conclude that the
SERVQUAL questionnaire and therefore the five smvuality dimensions are
suitable for measuring the quality of internal se#s as well, and not just for measuring

external service quality:

“SERVQUAL, with appropriate adaptation, can be usgddepartments
and divisions within a company to ascertain theliguaf services they
provide to employees in other departments and idngs’ (Zeithaml,
Parasuranam & Berry 1990, 180.)

Further, the research of Reynoso and Moores (189%,confirms that these five
dimensions of Parasuranam et al. can be used wihelyirsg internal customer’s
perception on the service quality. However, thesgedsions are not to be used as the
only ones for measuring internal service qualityf there can be other additional
dimensions important to internal customers. Formgda, Vandermerwe & Gilbert
(1991, 51) identified six key needs of internal touser in their research on internal
services. These six key needs are responsivemsgamce, i.e. the service provided is
useful and easy to use, reliability, cost withirdget, i.e. cost of the service does not
exceed its expected price, and on time serviae,service is delivered when promised.
However, most of these dimensions are highly ctamsiswith those identified by
Parasuranam et al. (1988, 23). Only the cost withidged and relevance are different

from the dimensions of Parasuranam et al. (1988, 23

When looking at the statements designed for thacgequality measurement for Abloy,
it can be seen that the attributes and dimensiom®ritant for the internal customer

service at Abloy are highly consistent with theefidimensions by Parasuranam et al.
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(1988, 23.) The statements include assurance insémtences: “Service is polite”

“Internal communication is efficient and adequategmpathy in the sentence:
“Communication with the department is easy”, regigness in the sentences:
“Requests are handled promptly” and “The employeethe department are readily
available” and reliability in the sentence: “Seevis professional and adequate”. Two
additional attributes were considered importanthi@ internal service delivery. There
attributes were proactivity and activity of devalgp ways of working. These

dimensions are not mentioned by Parasuranam €i98BJ. Dimension tangibles was
left out from the empirical study as it was not sidlered an important dimension for

internal customer.

2.4 Characteristics of Internal Customers

Internal and external customers are similar in soespects, i.e. both use goods and
services. Distinctively internal customers mainbnsume services provided by other
departments whereas external customers consume domitis and services. When
external customers rely on the company’s employeaseet and exceed their needs,
internal customers in turn rely on each other fmdpcts, services, and support in order
to meet or exceed their needs. (Marshall & Bakdfign 1998, 383; Naumann & Giel
1995, 363-364.)

Another difference between external and interngt@mers is the captivity of internal
customers. The employees working in different digpant have usually very little input
about those hired into other departments. The eyspl depend highly on other
department’s services and typically have no chabeut where to do business, or
choose to outsource for a better product or servieg need. Because of this captivity
issue, there is no pressure to change the inteemailce as employees often are expected
to adjust to the situation and be satisfied with thct that they are employed by the
company. (Marshall & Baker & Finn 1998, 383; Naum&Giel 1995, 364-365.)

In addition to captivity the resistance to changists very often in internal customer
service. Whatever worked in the past will continaevork in the future as well if no

cataclysmic events happen. Typical cataclysmic tsyemhich force organizations to
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change, are customer departures and the resukicime in profits and share, alarming
employee turnover, safety violations and accidesats] regulatory or social backlash.
(Naumann & Giel 1995, 365.)

Fourthly, internal customers are paid, professimmssumers of the services they use
inside the organization. This means they are maneiliar with and knowledgeable
about the services provided than external custantetarshall & Baker & Finn 1998,
383.)

These differences in characteristics of internal external customers result in different
service requirements for internal customers. Th&y roause that the dimensions of
service quality for internal customers may be uaigad it can be more useful to have
an own measurement tool designed for measuringceeguality of internal providers.
(Marshall & Baker & Finn 1998, 383.)

The special characteristics of internal customessllted in this study to the way the
guestionnaire for measuring service quality wasgihesl and which service qualities
were measured. The designing and planning of tlestopnnaire for measuring internal
service quality at Abloy Oy was started by definimigat service qualities are important
for Abloy Oy internal customer service. The SERVQUduestionnaire was used as an
inspiration for the design work, but still it wasnsidered necessary to keep in mind the

unique characteristics of Abloy internal customers.

In the following chapter | will discuss the theoof customer expectations and
perceptions and a gap model. The gap model dedistae reasons that can cause the
differences between customer expectations and éwoeand a failure in meeting the

customer expectations in a service delivery.

2.3 Customer Expectations and Perceptions — gagimod

Customer satisfaction is the customer’s evaluatiba service or product in terms of
whether that service or product has met his needseapectations (Wilson 2008, 80.)

Customer perceptions are subjective assessmentsctolal service experiences.
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Customer expectations are the standards of perfa@naagainst which service

experiences are compared. If there is a differdsateeen what customer expects, i.e.
customer expectations compared to what customaepes in the service delivery,

then there exists a discrepancy called a custorapr §he customer gap is a gap
between perceived service and expected servicediBoseepancy between expectation
and perception leads to customer dissatisfactidh thie product or service. In order to
close this gap, the gap model of service qualitygssts that four gaps called provider
gaps from one to four need to be closed. It isl Vita companies to close the gap
between customer expectations and perceptionsdier @0 satisfy their customers and
build long-term relationships with them. (ZeithaénBitner 2000, 481 — 482.) The gap

model is described in Figure 1, which shows the fmovider gaps that may lead to a

customer gap.

Customer Expectations

Provider gap 1: Mot knowing what customer expect

Prowider gap 2: Not selecting the right service designs and standards
Provider gap 3: Mot delivering to service standards

Proveder gap 4 Hot matching performatice to promises

Customer Perceptions

Figure 1. Key factors leading to customer gap (Zeithaml &Bit2000, 483)

In the empirical part of the study the service gyadf internal customer service is
measured. The results provide information whetheret is a gap between customer
expectation and perception when concerning theteggivice quality attributes
identified for Abloy Oy internal customers. Theltoling sub chapters in the literature

review will explain which factors may lead to theatepancy and a customer gap.
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2.3.1 Provider Gap 1: Not Knowing What Customer &otp

The first of the provider gaps is the differencéam®En customer expectations of service
and the understanding of the customer service neanegt of customer expectations. In
order to provide the service that customers peecas excellent requires that a
company knows what the customer expectations okéneice are. Knowing what the
customers expect is possibly the most critical @ssudelivering quality service. Not
knowing or being a little bit wrong about what tbestomers want can mean losing
customers to another company, not surviving in mpetitive market or spending
money, time and resources on things that do notemtt customers. Because services
are tangibles, it is very common that especiallyhimi manufacturing companies the
provider gap is very large. This is due to the &my of being more a product centered
than customer centered. (Zeithaml, Parasurananmy BR800, 51.) In Figure 2 there are

described the key reasons leading to provider gap 1

Customer Expeciations

s Inadequate Marketing Research Orientation
Insufficient marketing research
Eerasearch not focused on service gquality
Inadeguate use of market research
e Lack of Upward Communication
Lack of interaction between management and customers
Insufficient communication between contact employees and management
T oo many layers between contact personnel and top management
e Insufficient Relationship Focus
Lack of matket segmentation
Focus on transactions rather than relationships
Focus on new customers rather than relationship customers
e Inadeguaie Service Recovery

Company Perceptiong of

Customer Expectations

Figure 2. Key factors leading to provider gap 1 (Zeithaml &i&r 2000, 483)

Zeithaml and Parasuranam (2000, 483) recognizeKeymreasons that are responsible
for provider 1 gap. One of the reasons is inadeguadrketing research orientation.
Acquiring information from the customers on thetpectations is vital for keeping the
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gap narrow. Information on customer expectatiomslmm collected both by formal and
informal methods. Methods such as customer visitsey research, complaint systems
and customer panels must be used in order to &bag o customers and acquire the

understanding on the expectations.

Another key factor leading to provider gap 1 iskla¢ internal upward communication

from service providers to management. Front-lingise providers usually know very

well about their customers’ expectations, but & thanagement is not in contacts with
front-line service providers and does not undestahat they know, the gap widens.
(Zeithaml & Parasuranam 2000, 484.)

The third key factor leading to provider gap 1nsufficient relationship focus. When
companies have long-term and strong relationshtp @xisting customer, the provider
gap 1 is less likely to exist. If companies are enooncentrated on attracting new
customers, they may fail to recognize the changiagds and expectations for their
existing customers. Companies need to have cleategtes to retain customers and
strengthen relationships with them. (Zeithaml &d&2arranam 2000, 484)

The fourth and final key factor leading to providgap according to Zeithaml and
Parasuranam (2000, 484) is a lack of service rego@dmpanies must understand why
customers complain, what they expect when they tmmpCompanies need to have a
clear strategy for service recovery. This may maamell-defined complaint handling

procedure, training employees to react in real tionfex the failure, a service guarantee

and ways to compensate the customer for not mettengxpectations.

2.3.2 Provider Gap 2: Not Selecting the Right Serbesigns and Standards

The provider gap 2 is about the difficulty of turgicustomer expectations into service-
quality specifications. Figure 3 lists the key tastleading to this provider gap. The
provider gap 2 exists when there is a differencevéen company understanding of
customer expectations and developed customer-dgeevice designs and standards.
The customer-driven standards are different from ¢bnventional key performance
indicators which companies establish. The custaneen standards should correspond



20

to the customer expectations and priorities rathan to productivity or efficiency.
(Zeithaml & Parasuranam 2000, 484)

Customer-Driven Setvice
Diesigns and Standards

*  Poor Sexrvice Design
Unsystematic new-service development process
Vague, undefined service designs
Failure to connect service designs to service positioning
s  Absence of Customer-Defined Standards
Lack of customer-defined setvice standards
Absence of process management to focus on customer reguirements
Absence of formal process for setting service gquality goals
& Inappropriate Physical Evidence and Servicescape

Lianagement Perceptions
of Customer Expectations

Figure 3. Key factors leading to provider gap 2 (ZeithamB&ner 2000, 485)

The provider gap 2 may exist for several reasoomeédimes the management or others
responsible for setting the service standards inompany believe that customer
expectations and requirements are unrealistic crasonable. If there are no standards
against which customer service personnel is evadu@nd compensated or if the
standards do not reflect customer expectationsqtiadity of service will suffer and
customer expectations cannot be steadily met. érstandards for customer service
would signal to the front-line personnel what thanagement priorities are and which
type of performance in customer service is desrabid really count. (Zeithaml &
Parasuranam 2000, 485.)

Services are intangible and they are difficult escibe and communicate. When new
services are developed or existing services atbduideveloped, it is critical that all
people involved share the same vision based omrubtomer needs and expectations.

Therefore a systematic service development processls to be defined in the
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companies in order to avoid oversimplification,anpleteness and subjectivity form

the development process. (Zeithaml & Parasurangif,285.)

Another key factor in provider gap 2 is the sers@ape i.e. physical setting where the
service is delivered and physical evidence, i.e.tdngibles around the service. This
physical evidence means for example business camternet pages, reports and

facilities. For certain service industries, e.gspitals, theme parks, spas, the physical
facility is critical in terms of making the entirservice experience pleasurable.

(Zeithaml & Parasuranam, 2000, 485)

2.3.3 Provider Gap 3: Not Delivering to Servicerfsiards

Zeithaml & Parasuranam (200, 486) defines the thap called as provider gap 3 as a
discrepancy between development of customer-drsevice standards and actual
service performance by company employees. Higlitguservice is not a certainty, not
even when the guidelines and quality standardg exdisin the company. Standards and
guidelines need still appropriate recourses, igopfe, system and technology. The
employees must be measured and compensated batezipmrformance against the set
standards. Even the most accurate standards oonuersteflections are useless, if the
company do not encourage and require their persdonmllow the standards. The
provider gap 3 can be narrowed only by ensuring diahe resources in the company
can achieve the standards. (Zeithaml & Parasurap@@f, 486.)

Zeithaml and Parasuranam (2000, 486 - 487) havtifed®l many reasons that cause
the gap 3. The reasons are summarized in Figufbéelemployees might not be aware
of the role and responsibilities they are to have perform in the company. Employees
might also experience a conflict between custonmel @ompany management. Also
having the wrong employees hired to customer seyviadequate technology in use,
inappropriate compensation and recognition, ank dcempowerment and teamwork
are some of the reasons leading to provider g#&v@iding the provider gap 3 requires
expertise from the company’s human resource pex:tiCorrect people must be hired
to the customer service and employees must getgbnand correct training in order to
be able to serve customers professionally. Empkgbeuld get constructive feedback
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on their work performance and their working motieatmust be looked after by the

company.

Service Delivery

«  Deficiencies in Human Resource Policies
Ineffective recraitment
Role ambiguity and role conflict
Poor employee-technology job fit
Inappropriate evaluation and compensation systems
Lack of empowerment, perceived control, and teamwork
#  Failure to Maich Supply and Demand
Failure to smooth peaks and walleys of demand
Inappropriate customer mix
Crrerreliance on price to smooth demand
& Customers Mot Fulfilling Roles
Customers lack knowledge of their roles and responsibilities
Customers negatively affect each others
* Inadequate Service Recovery
Channel conflict over objectives and performance
Channel conflict over costes and revrards
Difficulty controlling guality and consistency
Tension between empowerment and control

Customer- Diriven Service
Designs and Standards

Figure 4. Key factors leading to provider gap 3 (Zeithaml &18r 2000, 486)

In addition to company'’s service personnel it canriermediaries and customers who
may cause a company to have a provider gap 3. \Mbrapanies are providing services
though intermediaries such as retailers, franchisagents or brokers, the control over
the service delivery and its quality is not dirgatl the hands of the company. Someone
other than the producer is critically importantte delivery of quality service. In these
cases a company must effectively communicate thevicee standards to the
intermediaries and develop ways to control or naggwhem to meet the company goals
on service quality. | addition, customers can cahseprovider gap 3 by not managing
to perform as they are expected in the servicatsitn. If customers do not provide all
the necessary information for the service provilefail to follow instructions given,

service quality is jeopardized. (Zeithaml & Parasiam 2000, 487.)



23

In order to avoid provider gap 3, companies musb dle able to synchronize the
demand and capacity. Services cannot be inventanestocked and therefore it is
difficult for service companies to be preparedtfa fluctuation of the demand. In slow
periods the capacities, i.e. employees are untdleaedi whereas on over demand
companies loose customers as there is not enougloyses to handle the customer
needs. (Zeithaml & Parasuranam 2000, 487.)

2.3.4. Provider Gap 4: Not Matching PerformancBrtomises

Provider gap 4 is about the difference between iserdelivery and the service

provider’'s external communication. Promises thaervice company communicates to
the customers via media advertising, sales forcetlmer communication means must
equal with the actual service. If there is a diparey between actual and promised
service, the provider gap 4 widens. Overpromisimg@advertising or personal selling,

inadequate coordination between operations and etiagkand differences in policies

and procedures across service outlets may all ¢hasgiscrepancy that widens the gap.
In addition to external communication, it is possilo affect customers’ exaggerated
claims and service quality assessments. For aceeceimpany it is important to educate
the customers to use services correctly and maoag@mers’ expectations of what
they will receive in the service transactions agldtronship. (Zeithaml & Parasuranam
2000, 485-486.)

Another very important aspect for the companietoisnake sure that the front-line
employees in customer service understand the yedligervice delivery and are aware
of company's marketing strategy and service stalsdarhe interactive marketing
between the customer and service personnel mustl eéguthe company’s external
marketing. If the employees make exaggerated pesmis fail to service customers
according to promoted standards, the service dglileads to poor service quality
perceptions. Effectively coordinated service delpweith good external communication
helps to avoid the discrepancy and narrows the igeovgap 4. (Zeithaml &

Parasuranam 2000, 486.) Figure 5 summarizes théakéyrs leading to the customer

gap.
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Service Delivery

!

- Lack of Integrated Services Marketng Communicatons
Tendency to view each external communication as independent
Mot including interactive marketing in communication plan
Absence of strong internal marketing program

- Ineffective Management of Customer Expectations
Mot managing customer expectations through all forms of communication
Mot adeguately educating customers

- Overpromising
Orrerpromizing it adwvertising
Orrerpromizing in personal selling
Crrerpromizing through physical evidence cues

- Inadeqguate Sexrvice Recovery
Insufficient commurncations between sales and operations
Insufficient commumcations between advertising and operations
Differences in policies and procedures across branches or units

i

External Communications
to Customer

Figure 5. Key factors leading to provider gap 4 (ZeithamB&ner 2000, 488)

2.6 Using Customer Service Data for Process Impnave

When the gathering and analyzing of the data areedthe organizations face the
dilemma of putting results into use and makingrieeessary changes drawn from the
results. It is not enough to know the results oftomer service measurement
(henceforth CSM) but it is essential to interpte tesults and to improve the critical
processes that affect customer satisfaction anflirtber leverage the organizations
strengths. When communicating the results to thegmmel, a powerful signal is sent to
all employees that customer satisfaction is impartd/hen CSM data is provided for
employees, they are able to see how a particularojo process affects customer
satisfaction. This awareness of the importance athejob improves employee
commitment. (Naumann & Giel 1995, 256-257; Naum&nidoisington 2001, 79.)
With commitment and good planning, use of the CSiNhdtan provide a focus and a
direction for continuous improvement throughout thatire organization. Some
organizations have also been able to successfakyclustomer satisfaction and CSM

results into financial performance. (Naumann & Ai@95, 241.)

Naumann & Giel (1995, 242) continue that the fatgp of using CSM data in process
development consists of communicating the CSM tesul a timely and effective
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manner to the various internal and external audgnlt is important to communicate
the results to each audience of the organizatighlighting the aspects that are most
interest for this specific audience. The challeggaudience in communicating the
results is middle-level managers who are the nmopbrtant persons in putting the data
in use for process improvement efforts. It is aleportant that the CSM results are
communicated to the front-line service personnalabee the better they know their
customer expectations and perceptions of the segnen, the better they can improve

the service.

There are many techniques which to use in commtingc&€RM results to personnel
and which at the same time increase personnel’'svatioin and commitment to
improve work performance and customer servicehénfollowing sub chapters | will
deal with the techniques useful for putting CRM uits for the use of process

development in the organizations.

2.6.1 Suggestion Programs

According to Naumann & Giel (1995, 258-259) thegegjion programs are intended to
solicit and capture employees’ ideas for improvetsiand many companies have found
out that customer-contact employees who engageamyrmoments of truth each day
with customers are an excellent source of ideasirfggrovement. The suggestion
programs have three essential elements. Firstydleeof the first-line supervisor is
critical in establishing the climate receptive ®anideas. The suggestions are directly
related to the way employees perform their own golol the supervisor can help to
polish and refine suggestions. Negative comment#ude or feedback from the
supervisor can easily kill the enthusiasm of empésyto suggest any improvements.
Second important element in the suggestion prograsngprompt feedback. The
enthusiasm of employees is highest first when gestgon is submitted. Gradually the
enthusiasm may turn into skepticism or even resentrif nothing is done. The third
characteristic is recognition and rewards. Botlogedtion and financial rewards can
serve to reinforce the employee’s involvement ie guggestion. Recognition and
rewards communicates to employees that their stiggesideas, and involvement are
notice and appreciated.
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2.6.2 Group Discussions

Group discussions are relatively simple way to ixeceemployee’s feedback and
thoughts on customer service measurement datagrblap discussions can be either an
open, free flowing meeting or a highly structur@gmach. In either case the supervisor
or manager has a very big influence on whethegtbap discussions are useful. If the
ideas generating from group discussions are readebte manager, the employee
involvement may decrease remarkably and they wilsé faith in the process. The
employees find the group discussions useful andiaidd only if their ideas are
accepted by manager. It is important aspect of giscussions that the employees’
ideas and wishes are honored if employees’ strongpliement in the process
generating and implementing ideas is wanted. Th&$&torming in group discussions
can often generate very creative ideas for impipwnstomer satisfaction and also
contribute to each individual’s intrinsic satisiact (Naumann & Giel, 1995, 259-260.)

2.6.3 Task Forces

A task force is an ad hoc cross section of manageisemployees brought together to
analyze a problem or a challenge e.g, how to improwstomer satisfaction. A task
force would be responsible for evaluating the dataducting additional information
gathering, and developing recommendations on proeedThe recommendations
would then be passed to management for realizatmwhthe task force group would
then return back to its normal daily work. The tésice with limited life expectancy
and temporality is a low-risk involvement technigti®wever, this may also cause that
its intrinsic satisfaction tens to accrue onlyhe task force members and generate less
involvement by a broad range of employees outdidetdsk force. (Naumann & Giel,
1995, 260.)

2.6.4 Cross-Functional Teams

When employees are actively involved in the probkstving, they experience a high

degree of organizational commitment. Using crosgtfional teams in communicating
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CRM results and making changes into customer serpiocesses is one way of
increasing employee commitment and motivation. (Naon & Giel, 1995, 260.)
Cross-functional teams are used to improve anddooate a work process that crosses
organizational lines and to accomplish tasks tleguire varied levels of skills and
experience brought together. As the name impliesssefunctional teams consist of
members from different organizational units. (HuniResource Development Council
2011.)

2.6.5 Autonomous Work Groups

Autonomous work group is a team of employees thaehautonomy or independence
over the work they do within an organization. Theup has been given a responsibility
and oversight of particular task within organizatiand granted independent decision-
making related to a specific work function. The &f@nof using an autonomous work
group is that several individuals are working tbgettoward a common task come up
broader and stronger ideas than one person woekomge. Autonomous work groups
may also include sharing of responsibilities andltii support mechanism for
employees, better overall ideas and results, oeeatixchanges and as sense of
belonging and importance which all are importamnetnts of employee motivation.
(Kokemuller, Neil, 2011.)



28

3 METHODOLOGY OF THE STUDY

This section of the study will present the reseangthodology used in the study. The

section will explain which data collection methadsre used to carry out the study.

3.1 Research approach

According to Dutka (1995, 25 - 26) customer satisfen methodologies can be divided
into qualitative and quantitative categories. Qaglie research involves free-format
responses and provides in-depth information obtbfreem a few cases. The results can
be used as explanatory information. Quantitatigeaech is used to collect viewpoints
and opinions and representing them in numbers. qUaetitative results are analyzed
and presented by using arithmetic and statisticgkd (1995, 25 — 26) also discusses
that choosing qualitative or quantitative researcimot an either-or-situation, but the
methodologies are complementary and should be cwdbin order to maximize their

individual strengths. Below | will discuss which thedologies were used in this study

and reasoning for the choice of the methodologies.

The data for the study was collected from primasyrees by a questionnaire. The
questionnaire included both structured questionth vaittitudinal scales and open
guestions. The main purpose of the questionnaireeguwas to measure the current
quality level of the internal customer service detly. Therefore, the quantitative study
method was chosen as the primary way of colleatiatp. Four open questions were
used in the questionnaire as complementary questiomrder to collect information

which might help to interpret the data receivethim attitudinal scale questions.

Accorging to Kumar (2011, 148), the choice of usamginterview or a questionnaire for
data collection is important and the strengths aedkness of these two methods must
be considered thoroughly. The choice of the metlmetl can affect the validity of the
findings. The selection between an interview andsgjonnaire should be based on the
nature of the investigation, the geographical iigtron of the study population and the

type of the study population. (Kumar 2011, 148.)
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Because the nature of the investigation was touat@lother colleagues work and daily
communication between the different departmentsjais decided that a questionnaire
where you can maintain anonymity is the best wagotiecting the information. During
my work history at Abloy | have worked at some loé tcustomer service departments
now measured in the study and this might affectréspondents” reluctance to discuss
freely and give feedback as | would have been tdanaliar interviewee. Another
matter in favour of using a questionnaire was thfa@ study population was
geographically scattered to three countries, iwlakRd, Sweden and Poland and
therefore the questionnaire was found to be theestasvay to reach the study

population.

Abloy Oy provided a software called WEBROPOL foretluse of this study.
WEBROPOL is a software for conducting surveys aatthering data on-line. All of the
study population was considered to have adequatguting skills in order to be able
to participate and answer the questionnaire camigdas an on-line study. Another
advantage of using this WEBROPOL on-line survey s@ssidered to be the freedom
of answering when it best suits in the scheduleggihondents and not having to agree
a special appointment with the researcher. Also ghestionnaire is easily sent to
respondents’ email address and answers are retinaed to WEBROPOL software
without anybody having to mail envelopes or to laa@drmation from questionnaire to
e.g. reporting software.

3.2 Selection of sample group

When | started to map out the customer servicésldy Oy to be chosen for the study,

| soon noticed that it is a vast area and diffesemvices could be found in every step in
the order-delivery process from order entry to resedes. There are many different
customer service departments serving both inteandl external customers or serving
directly internal customers only. Studying all b and their dependencies towards
each others would be an interesting study, butwabe an area to be covered in
Master’s thesis and within the time frame reserfeedt. Therefore the study population
needed to be limited with some additional critewd&jch | will discuss in the following
paragraph.
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The writer's background in Exports customer servas®l interest in international
business gave natural starting point to narrow ddvenstudy and study population to
customer services which have connections to exqustomers. Other limitation criteria
were that the departments to be studied must h&eetdconnections to external
customers and their performance has been studieddgl in external customer service
studies. The results of the internal and externatamer satisfaction could be analyzed
for possible correlation if needed. In additione thurpose was to study customer
services which situated in Abloy Oy Joensuu Factdryis selection left out the
customer services that situate in the other fas$oor offices in Finland. This limitation
of studying the customer services at Joensuu Rauwtas also considered necessary in

order to avoid extending the research area outeo§tope of this thesis.

All together seven customer service departmentse wbiosen and measured in the
study. The departments selected by using the ierithBscussed above are as follows:
Industrial Locking, Construction Locking, Electroomanical Lock Cases, Door
Control, Architectural Hardware and Network Sola8oThe customer services of these
departments were considered to consist of the teghsupport and R&D personnel.
The Exports and Marketing departments were includede study population based on
the selection criteria. The customer services eeéhdepartments were considered to
consist of assistants and managers. The samplelgbiopuconsisted of totally 90

persons.

3.3 Data collection and analysis

For data collection a questionnaire was designet aftitudinal scale questions and
open questions. In order to measure customer eadpmtton the service delivery the
respondents were asked in the beginning of thetignesire to evaluate the same
statements used for evaluating service quality gepartment, now only when

concerning internal customer service in generak Titie-point Likert scale ranging

from “Important” to “Not important” was used to nsae customer expectations of
service quality. Following attributes were formed measuring expectations on service

quality:

* Polite service
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» Efficient and adequate internal communication

* Prompt handling of requests

» Ease of communication

* Professional and adequate service

e Easy availability of customer service personnel

* Proactive preparation to variable changing situetiand needs

» Active development of working practices

For measuring perceptions on performance on thiet etiributes of service quality
eight statements were formed. Respondents evaleatell department’s performance
against these eight statements. The five-pointrLgeale ranging from “strongly agree”
to “strongly disagree” was used to measure custgoeeceptions of service quality
through the quantitative attitudinal questions. Bt@ements used for evaluating the

service quality in internal customer service were:

» Service is polite

* Internal communication is efficient and adequate

* Requests are handled promptly

* Communication with the department is easy

» Service is professional and adequate

* The employees of the department are readily availab

* The department is proactive in terms of possiblenging situations and
needs

* The department is actively developing its ways ofking

The expectation scores and perception scores arpased together in order to find out
possible gaps in the service delivery. The avesagee of perception is decreased from
the average score of expectation. If the resulhisfcalculation is negative, there exists
a gap in the service quality. The bigger the défee is, the bigger the gap is. If the
result between the average of expectation and geeraperception equals to or is over
one unit of measure, then the difference and gapnsidered significant in this study
and noted in the analysis of the results. No sieaistools were used for analyzing

whether the difference is statistically significamthis study.
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Two open questions were designed into the questiosiras complementary for the
attitudinal questions. These qualitative open qaestwere designed to help further
find out the strengths and weaknesses as well asras of improvements of each
department. It was considered important to intredself evaluation to the customer
service departments in this questionnaire, bec&t@& L Model emphasizes self
evaluation as one way to process development. &halts of the self evaluation are

compared to performance evaluation evaluated bgr sdspondents.

At the end of the questionnaire there were desigwedopen questions in order to find
out what kind of challenges and obstacles theréntrig in general in providing high
quality internal customer service. Further, themion was to find out personnel’s own

ideas how to improve internal customer service.

The questionnaire and use of online web surveyclasen as the most suitable method
of collecting answers for this thesis. The questare allows for collecting the answers
anonymously. It also gives freedom to the respotsdenchoose and plan the time they
are able to answer the questionnaire. An anonynuoubne survey provides more
honest answers that could not be collected if tireeyy was carried out as a face-to-face
interview. Carrying the survey out with the questiaire is time effective and more
respondents could be reached easily as the quesiiercould be answered everywhere

where there is an access to your email.

The questionnaire was pre-tested with a small destip in order to assure that the
guestionnaire survey will technically work and theswers can be analyzed in the
WEBROPOL software. In addition, feedback was codlddrom the test respondents on

the study questions, structure and instructiortiequestionnaire.

The questionnaire was published both in English Bmthish. The questionnaire was
published in English for those respondents who dbspeak Finnish. However, all
customer service at Abloy Oy must know some Engtisd knowledge level of English
can vary very extensively. Therefore, it was coemad better to publish the
questionnaire in Finnish for Finnish speaking resj@mts in order to avoid
misunderstandings in the questionnaire statem&htsuse of the English questionnaire
for all respondents might have decreased the numbaenswers. The WEBROPOL
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software enabled the use of two languages in time sasearch and the responses could

still be analysed together in the software.

3.4 Validity and reliability

Validity means the validity of the results, i.e.vhavell the questions measure the
matters chosen to be studied. In order to get vaBdlts, the meters for measuring must
be in order. Using experts as help and pre-testirgg ways of ensuring that the
questions are formed correctly and that they measurat they are wanted to be

measuring. (Webropol 2011.)

Reliability tells about stability of the resultg.i.now accurately the study or measuring
has been carried out. The problem in reliabilityd astability of the results is that
questions are answered differently that what thestjon was designed for even though
the question was designed correctly. Instructirsgpoadents carefully all the way in the
guestionnaire and designing questions carefully @ne ways of increasing the
reliability (Webropol 2011.)

For this study the questions to the questionnageewerified by the Quality Manager
at Abloy Oy and by the Master's Thesis supervisbiKami-Tornio University of
Applied Sciences (hencefort UAS). The translatitorsghe English questionnaire were
verified by a Kemi-Tornio UAS Senior Lecturer forngish language and
communication. Further, the questionnaire was ptetewith a small group where also
feedback on questions were asked and receivedrédudts of the pre-test were also
analyzed in the WEBROPOL software in order to \atkdthe analysis possibilities.

However, in view of the results it must be noteal tthe meter designed for estimating
the importance of the statements first in genesalifferent from the meter used for
evaluating the performance of the departments ich estatements in the service
delivery. The expectation of the service was eatald by using five-point scale from
“Important” to “Not important”, whereas the percept was evaluated by five-point
scale from “Strongly agree” to “Strongly disagreéfowever, some researches, e.g.
Vandermerwe & Gilbert (1991, 52) has used similatye different scaling when
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researching the importance of service needs anihtemal performance to the same

extent.

In addition, as per Reynoso (1995, 68) many rebkeartas criticized the use of twin

scale approach adopted from the SERVQUAL approacadse of its being illusory as

it would be logical to response “important” to whiat expected from a service

experience. Therefore, it is possible that the ayerexpectation scores formed from the
answers by the respondents can be illusory antheeservice standards too high for
Abloy Oy in this study.

A total of 90 persons were invited to answer thesgionnaire and 41 replies were
collected. This led to the response rate of 46%wéil@r, only the first three questions
in the questionnaire were obligatory and resthefdquestions were optional. This way
the respondents were given the freedom to choosehvdepartment’s performance to
evaluate and not to evaluate those department&rpance with which they had no

contacts in their daily work. Because of this freedgiven the response rate varied
between 19 — 32% in rest of the sections in thetipm@naire.

In the self evaluation part, not enough data wdteced as the response rate per
department varied greatly. In WEBROPOL trainingthg trainer it was mentioned that
usually when only five or less persons from theaaigation answer, the answers are
not analyzed. The reason for not analyzing the arsw such situations is the fact that
the anonymity would be endangered. Despite thisnaen, the self evaluation results
are presented in this study. In addition, the feedbfrom the open questions where
person names were used was changed into anonymnatf i.e. names were left out

in the analysis.

3.5 Limitation of the Study

Even a profound pre-testing of the study in the VREBOL software cannot help
avoiding all technical problems at the time of attuanswer collection. The
WEBROPOL published an upgrade of the software riglibre my survey was released
and this caused some unpredicted slowness in tfierpance of the software. Due to

this reason some of the respondents were not paTsi® finish the questionnaire. The
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problems also resulted in the need to inform thepaadents to stop answering the
questionnaire for a moment before the supplierhef 4oftware was able to solve the
issues with the update. The upgrading of the soéwaight have influenced on the

response activity and decrease the quantity of arssieceived.

In the following chapter the results of the study presented and analyzed.
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4 RESULTS AND DISCUSSIONS

In this chapter the results of the study are piteskand discussed.

4.1 Respondents

All respondents who participated in the study wexaking in one of the customer
service departments chosen for this study. Theomes service departments chosen for
the study were from the following organizations: pBxs, Marketing, Industrial
Locking, Construction Locking, Network Solutions|e&romechanical Lock Cases,
Door Control and Architectural Hardware. Figureh®ws the number of respondents
per department.

Exports

Marketingl

Inclustrial Locking
Construction Locking

Metwork Solutions
Electramechanical Lock Cases
Doaor Control

Architectural Hardware

Figure 6. Quantity of respondents per department

A majority of the respondents, i.e. 27% of all msgents work in the Exports

department, 22% in Networks Solutions and 17% iecEEbmechanical Lock Cases.

The uneven participation of the different departteemn the study affects the

generalization of the results in the way that nibtsaelf evaluation results can be

generalized or do not provide enough informatiortien departments. Also the results
in general may reflect mainly the opinions of theee most active departments instead
of all departments chosen for the study.
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4.2 Dependency on other departments’ work

In the beginning of the questionnaire the followiggestion was asked: “How

important do you find the following departments fgour work performance?” The

question was designed additionally because of Al@gys interest in studying what

kind of dependencies there might be between diffeceistomer service departments.
This question was obligatory and therefore the tityaof answers to this question was
41. The most important departments for the respasde this study were Exports,

Construction Locking, Network Solutions and Elentexhanical Lock Cases.

However, the response rate per department varietimthe study so the results reflect
the opinion of the three biggest respondent grawgpsExports, Marketing, Networks

Solutions and Electromechanical Lock Cases. Alsi ipossible the respondents of
these organizations may have chosen the “homenagidon where they work as the
most important department for the work performance.

0% 25% 50% 75% 100%

Exports
Marketing . w:;pm .
Industrial Locking
Construction Locking
Electromechanical Lock Cases
Metwaork Solutions

Daar Contral 18.22%

Architectural Hardware 1?‘%15‘-5

B Important @ Quite impottant @ Mo opinion © Slightly important ® Mot impottant

Figure 7. The importance of the customer service departrfioerthe work performance

It is possible to analyze further the answers amoripes of different departments in
this question in the WEBROPOL software used toycamut the research, but the

analysis is left for Abloy Oy if further interestiges in this area. There are other
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customer service departments as well at Abloy wee left out of this study and in

order to get the whole picture of the dependendiesveen customer service
departments those departments should be takerihatpossible study in the future. A
separate study should be dedicated in studyingatieia in order to get a better picture
on the dependencies and interactions of the depatsn

4.3 The importance of statements

Before evaluating each department’s performaneeivice delivery, respondents were
asked to evaluate the importance of the same statsnused in the evaluation per
department but now in terms of internal customevise in general. This evaluation
provided result to which the performance i.e. pgtioa results per department will be
compared. As can be seen from the Figure 8, all mieasured statements were

positively important for customer service performoan

0% 25% S0% 79% 100%

Polite service

Efficient and adequate internal
communication

Prompt handling of requests

Eaze of communication

Professional and adeguate service

Easy availabilty of customer
service personnel

Proactive preparation to variakle
changing situations and needs

Active development of working
practices

B Important @ Quite impottant @ Mo opinion © Slightly important ® Mot impottant

Figure 8. Importance of the statements in terms of internat@mer service

Professional and adequate service was the mostriampaaspect in customer service
delivery, secondly efficient and adequate intec@hmunication. Easy availability of

customer service personnel was rated as third mgsbrtant aspect. Polite service,
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prompt handling of requests and ease of commuoitatere rated quite equally

important or quite important.

The average scores of each statement in this queate used in comparison to each
department’s average perception scores later isttidy in order to reflect how close or
how far from the ideal situation each customer iserdepartment’s service delivery
level is at the moment. This questions was oné@@fobligatory questions so the results

reflect the opinion of all respondents participatethe study.

4.4 Industrial Locking

According to the results, the service of Industiiaicking is polite. The share of
positive answers to this statements is total 75% @m negative answer, i.e. partly
disagree or disagree are given. Other positive arss\nainly were received to the
following statements; “Communication with the ddpaent is easy” and “Service is
professional and adequate”. In these three statsntiea feedback is clearly positive.
When estimating the efficiency and adequacy ofrivtecommunication, the share of
positive feedback is 40% and negative 35%. Whiké 49 the respondents estimate that
requests are handled promptly, 35% of the respdaderswer negatively. 45% of the
respondents have experienced that the employeetheofdepartment are readily
available, whereas 30% disagree with the stateniémt.feedback on the department’s
proactive way of working is also fairly equally pge and negative. The difference is
only 5%, 35% being positive and 30% negative. Thdustrial Locking customer
service department is experienced as actively deusl its ways of working. While

40% of the feedback to this statement was posiliO&s was negative.

The open questions “What is good in the internadt@mer service of Industrial
Locking?” and “What could Industrial Locking imprevin their internal customer
service?” support the findings in above statemértis. service is regarded as polite and
friendly by 3 respondents and also as professitnyal3 respondents. Also, clear
message was given that the response time to regjuestd be faster by 4 respondents
and the lack of resources in the customer servies waiso pointed out by one
respondent. The feedbacks reflected that recewttynew persons had been appointed
to the department and before that the departmehtvoaked with under capacity. This
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under capacity situation might have affected the doores on certain statement, i.e. the

availability of the employees in the department.

In Figure 9 the results of Industrial Locking custr service in each statement are

illustrated.
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Figure 9. Service delivery results of Industrial Locking

In Figure 10 the average scores per each stateamergiven in three categories. The
perception average in red is the average scorevafu&ion received from the
respondents, the expectation average in blue isxtheage scores of the importance of
the each statements, and the self evaluation awenagreen is the average scores of
Industrial Locking respondents evaluating themseleir department’s performance.
The evaluation of service i.e. perception and sefluation was carried out with
statements that was answered by using the scate frostrongly agree to 5 = strongly

disagree. The expectation was evaluated by usigdthle from 1 = important to 5 =
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not important. The lower the score, the betterglreeption or higher expectation. For

identifying a possible gap in service quality thergeption and expectation scores are
compared by decreasing the perception scores fsgraceation scores. If the result is

negative and the difference equals to or is moam thne unit of measure, then there
exists a gap in that service quality attribute.

Serviceis polite

Internal communicatian is efficient and
adequate

Requests are handled promptly

Communication with the department is

easy Self evaluation

M Perception
Serviceis professioral and adequate

W Expectation
The employees of the department are
readily available

The department is proactive in terms of
possible changing situations and needs

The department is actively developing its
ways of working

1 15 2 25 3 35 4 45 5

Figure 10.Expectation versus perception scores of Indudinaking

When reviewing the difference between expectatiwh @erception scores it seems that
there are several gaps in the service quality @fistrial Locking customer service. The
polite service, professional and adequate servic® easy communication with the
departments seem to be the only statements wher@diormance is closer to the
respondents’ expectations and no gap exists ieedifference is less than one unit of
measure. When concerning effectiveness of interaaimunication, prompt handling
of requests and availability of the personnel thierknce between respondent’s
expectations and perceptions is approximately alJbunit of measure and gap exists.
The difference in the statement “The departmenadvely developing its ways of
working” is one unit of measure and gap exists adl.wihe difference between
expectation and perception in department’s proagtis very close to gap, but remains

under one unit of measure, i.e.-0.9.

Only two respondents from Industrial Locking maeé# svaluation and in most of the
statements the self evaluation scores align wighprception scores. However, there is

a substantial difference between self evaluatiod perception scores in following
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statements “Requests are handled promptly”, “Comeation with the department is
easy”. The self evaluation average scores in teiegements indicate that the Industrial
Locking customer service regards their own serggality better than what has been
perceived by other respondents. On the other handhe self evaluation the two
persons working in Industrial Locking seem moreat®g on department’s proactivity

and activity on developing ways of working thatethespondents.

4.5 Construction Locking

The service of Construction Locking was clearlyireated polite. Approximately 54%
of the respondents strongly agree with the statemdrile 43% agrees partly, with no
negative (partly disagree or strongly disagreevans were given. Also the service of
the department is professional and adequate agsed#uback was only positive, 36%
strongly agree with the statement and 61% partlyee@agAlso in the statements
“Communication with the department is easy”, “Thmpéoyees of the department are
readily available” and “Requests are handled priyhtte feedback is clearly positive
even though some of the respondents partly disdgvéh the statements. The feedback
received on the efficiency and adequateness aiateommunication is almost evenly
positive and negative. The portion of positive temck is about 32% and negative about
29%. Evaluating the department’s proactivity inmierof changing situations and needs
and activity in developing ways of working was aliénge for respondents to an extent
as approximately half of the respondents had nmiopion these statements. The

majority of the feedback is positive to these twaiesnents.

The feedback received in the open questions suppbet positive feedback on the

service’s professionality and adequateness. Allmgetfour respondents have

commented that the service was professional, veetrespondent commented also on
the too long a response time and lack of resources.

The results of Construction Locking customer satisbn are presented in the Figure 11

in the following page.
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Figure 11.Service delivery results of Construction Locking

In Figure 12 the average scores per each statemnergiven in three categories. The
perception average in red is the average scorevafu&ion received from the
respondents, the expectation average in blue isxtheage scores of the importance of
the each statements, and the self evaluation awenagreen is the average scores of
Construction Locking respondents evaluating thewesel their department’s
performance. The evaluation of service i.e. peroapand self evaluation was carried
out with statements that was answered by using¢hke from 1= strongly agree to 5 =
strongly disagree. The expectation was evaluateagsing the scale from 1 = important
to 5 = not important. The lower the score, the drethe perception or higher
expectation. For identifying a possible gap in smrvquality the perception and
expectation scores are compared by decreasingeticegiion scores from expectation
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scores. If the result is negative and the diffeeeaguals to or is more than one unit of

measure, then there exists a gap in that serviaktyjattribute.

Serviceis polite

Internal communicetion is efficient
and adequate

Requests are handled promptly

Communication with the

department is easy self evaluation

Service is professional and W Perception

adequate M Expectation

The employees of the department
are readily available
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terms of possible changing...

The department is actively
develaping its ways of working
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Figure 12.Expectation versus perception scores of Constmudiozking

Based on the scores it can be concluded that themecmication with Construction
Locking is easy and service is polite and also gesibnal and adequate as the
perception average score is very close to the ideahverage expectation scores. The
efficiency of the internal communication is showiaggap as the difference between
expectation and perception is more than one unimefsure, i.e.-1,72. Also the
difference when concerning the availability of depeent's personnel is within the
range to be considered as a gap, i.e. -1. Théuatids of prompt handling of requests
and department’s activity in developing ways of kwog are very close to gap as the
difference between expectation and perceptionasdlstatements is only a little under -
1.

Three employees of the Construction Locking mad#d sealuation on their
department’s performance. The self evaluation esedothe perception scores or it is
more negative that the perception.

4.6 Marketing

The service of the marketing department is clepolyitive as 41% strongly agreed with
the statement of service being polite and 50% yadieed. Only 3% partly disagreed
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with the statement. Also the communication with thepartment is considered easy
with about 81% positive feedback. Service is alsigssional and adequate with 69%
agreeing with the statement and little less tha®o Iflsagreeing. Employees of the
department are also readily available as 75% agvigkshe statement. The requests are
handled mostly promptly as about 44% agrees with skatement, but 22% is
disagreeing. The efficiency and adequateness ointeenal communication gets 41%
positive and 34% negative feedback. Figure 13 depie service delivery results of

Marketing department.
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Figure 13.Service delivery results of Marketing

The statements “The department is proactive in seoimpossible changing situations
and needs” and “The department is actively devalpfis ways of working” have once
again been challenging to evaluate as majority arswere given to “No opinion”

choice. Also these two statements seem to be &z af development for Marketing as
the negative feedback is exceeding the receivediyw$eedback. 25% or respondents
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feel that Marketing is not proactive and 28% felehtt Marketing is not actively
developing its ways of working. The portion of go& feedback in the same

statements was 19% and 28%.

Altogether five answers to open questions inclupesitive feedback on the easy and
friendly communication with the department. Addi@dly, the professionality and
expertise of the department's personnel was gedtifby four respondents. Two
respondents commented that Marketing could do betteoordinating the requests.
Two respondents suggested that Marketing couldargm handling product launches.
Three respondents commented that the lack of magketrategy and lack of team
leader i.e. marketing manager is affecting negbtive the performance of the

department.

In Figure 14 the average scores per each statemnergiven in three categories. The
perception average in red is the average scorevafu&ion received from the

respondents, the expectation average in blue iawbeage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of

Marketing respondents evaluating themselves tlegadment’s performance.
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Figure 14.Expectation versus perception scores of Marketing

The evaluation of service i.e. perception and setiluation was carried out with
statements that was answered by using the scate ffrostrongly agree to 5 = strongly
disagree. The expectation was evaluated by usegdhle from 1 = important to 5 =
not important. The lower the score, the betterpleeeption or higher expectation. For

identifying a possible gap in service quality thergeption and expectation scores are
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compared by decreasing the perception scores frqgracéation scores. If the result is
negative and the difference equals to or is moaa tne unit of measure, then there

exists a gap in that service quality attribute.

The service of the Marketing department is politel guite equal to expectation. In
addition the ease of communication, professionality adequateness of service, and
personnel’s availability are evaluated close toeexgtions. The difference between
expectation and perception is over one unit of mmea the efficiency of internal
communication and prompt handling of requests aritie activity of developing ways
of working. In these attributes there exist gapssénvice quality. The difference in
department’s proactivity is quite close being a,day still a little under the limit of one

unit of measure.

4.7 Exports

In overall, Exports’ performance was regarded pasiin all eight statements, i.e.
service quality attributes. The proactivity and\aess of developing ways of working
has been in this case also a little difficult ttireate, but still the majority feedback is

positive.

In open questions the activity of exports assistant ask and check things from
business units was gratified as well as the interm@munication on visiting quests and
changes in Export organization by two responddfeedback was also given that the
personnel changes too often so that the ways okimgrdo not develop in the

department. Also aggressive customer service asiclcting other departments in their

work was mentioned as something negative in thispeance of Exports department.

The results of Exports department in service dejivaee presented in Figure 15 in the

following page.
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Figure 15.Service delivery results of Exports

In Figure 16 the average scores per each statemnergiven in three categories. The
perception average in red is the average scorevafu&ion received from the
respondents, the expectation average in blue iawbeage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of
Exports respondents evaluating themselves theirartiepnt’'s performance. The
evaluation of service i.e. perception and self @abn was carried out with statements
that was answered by using the scale from 1= diyagyee to 5 = strongly disagree.
The expectation was evaluated by using the scalm fi = important to 5 = not
important. The lower the score, the better the guran or higher expectation. For
identifying a possible gap in service quality thergeption and expectation scores are
compared by decreasing the perception scores frqgracéation scores. If the result is
negative and the difference equals to or is moam tne unit of measure, then there

exists a gap in that service quality attribute.
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Figure 16. Expectation versus perception scores of Exports

The performance of Exports department is very ctoseleal situation in statements;”
Service is polite”, "Requests are handled promptlyfCommunication with the
department is easy”. In other statements therebigger difference between perception
and expectation, but still within one unit of me&sand therefore there are no gaps in
the service delivery of Exports customer servideer€ are two attributes that are close
to being gaps as the difference is only a littldemone unit of measure i.e. -0.97 in the
efficiency of internal communication and -0,91 ihet department’s activity of

developing its ways of working.

It was notable that Exports personnel had beere @ative in the self evaluation. Nine
respondents made self evaluation and they hadaalsawered and commented on the
open questions about their organization. Exportsqmnel had evaluated that they
themselves are customer focused and they have atoddrthe importance of internal
customers. They answer all the requests fast aeyl lthve a good team spirit, they
support and help each others, are motivated and twdearn new things. In overall it
can be concluded that in the results of Export depnt the good motivation of the
personnel correlates into good positive resultthen perception scores given by other

respondents.

In the open self evaluation questions Export hashed there would be more time to

giving feedback and having a more proactive atéitwdthin the organization. It was
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also mentioned that more resources would be neededier to improve the customer

service delivery level.

4.8 Electromechanical Lock Cases

The feedback on service politeness, ease of conuatiom and service being
professional and polite was only positive. Intercaimmunication is efficient and
adequate in opinion of majority of respondents 3% Ppartly agrees with the statement
and only 22% partly disagrees. Also majority ofp@sdents answered positively on the
availability of the personnel in Electromechanitalck Cases and majority feels the
requests are handled promptly as well. Only a sipaition of respondents partly
disagree in these statements. In the last twonsatts the positive feedback exceeded
only a little the negative feedback so that it & wlear whether the department is
considered to be a proactive and actively devetppiim ways of working. Figure 17

presents the results of Electromechanical Lock €ase
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Figure 17.Service delivery results of Electromechanical LGases
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The feedback in open questions highlights the psadmality and knowhow of the
department’s personnel and ease of communicatioprovements were hoped in the

area of internal communication.

In Figure 18 the average scores per each statemnergiven in three categories. The
perception average in red is the average scorevafu&ion received from the

respondents, the expectation average in blue iawbeage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of
Electromechanical Lock Cases respondents evaludhiegnselves their department’s
performance. The evaluation of service i.e. perfoapand self evaluation was carried
out with statements that was answered by usingthke from 1= strongly agree to 5 =
strongly disagree. The expectation was evaluategsing the scale from 1 = important
to 5 = not important. The lower the score, the drethe perception or higher

expectation. For identifying a possible gap in smrvquality the perception and

expectation scores are compared by decreasingetttepgion scores from expectation
scores. If the result is negative and the diffeeeaguals to or is more than one unit of

measure, then there exists a gap in that serviaktyjattribute.
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Figure 18. Expectation versus perception scores of Electrbian@cal Lock Cases

The service delivery of Electromechanical Lock sase polite service, easy
communication with the department and professionand adequateness of service
seems to be quite equal to the ideal situatiorekpectations. There difference between

expectation and perception in the efficiency oéinal communication is over one unit
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of measure, i.e. -1,32 and this is the only attebwhich is a clear gap in the service
quality of Electromechanical Lock Cases. There isdifference also between

expectation and perception in prompt handling glests, personnel’s availability and
department’s proactivity, but the difference issldean one unit of measure. In the
statement “The department is actively developiagnvays of working” the difference is

close to gap being — 0,93.

Seven of the Electromechanical Lock Cases persanadt the self evaluation and the
results of that are quite align with the perceptiesults. In estimating department’s

proactivity the personnel seems to be a bit mosggtipe, but the difference is minor.

4.9 Network Solutions

The service of Network solutions is clearly postivn the opinion of respondents as
well as service is also professional and adequ2mgh statements got only positive
feedback. Communication with the department is ety as 55% of respondents agree
with the statement and about 14% disagrees. Inteoramunication is efficient and
adequate in the opinion of about 23% respondentye@s about 27% disagrees with
the statement. Requests are mainly handled proraptlyer 41% of respondents, 27%
disagrees. Positive and negative feedback on tladahility of Network Solutions
employees is quite equal, about 36% feels thatptreonnel is readily available, but
about 32% disagrees. The Network Solution is nlittfebe proactive department as
about 36% disagrees with the statement and onlytel®96 feels Network Solutions is
proactive in terms of changing situations and neddswever, about 32% of
respondents agree that this department is actod@hgloping its ways of working and
about 14% disagrees. Estimating proactivity antviégin developing ways of working

has once again many “No opinion” answers.

The Network Solutions provides several customeutgnis and therefore the customer
support is spread into several smaller units pdutisn. The feedback in open
questions, especially on question “What could NekwSolutions improve in their
internal customer service?” tells that too manyghkiare in the hands of few persons
that are not easily available or one person hasktieev-how but cannot be reached

easily. Also it was pointed out that there is &latresources and not enough support
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for certain solution. One feedback pointed out that customer cases are not actively
followed till the end because of a lack of resoaré@ne of these units received positive
feedback in open questions of answering clearlgustomer cases. From the results, it
is difficult to recognize which exact solution aseaeed more focus and resources as
there are several smaller customer support unitisarNetwork Solutions organization.
Therefore it would be useful to measure customesfaation within Network Solution
per each customer solution unit or team.

In the Figure 19 are presented the results of NétWolutions on each statement.
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Figure 19. Service delivery results of Network Solutions

In Figure 20 the average scores per each stateamergiven in three categories. The
perception average in red is the average scorevafu&ion received from the
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respondents, the expectation average in blue iawbeage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of
Network Solutions respondents evaluating themseives department’s performance.
The evaluation of service i.e. perception and sethluation was carried out with
statements that was answered by using the scate ffrostrongly agree to 5 = strongly
disagree. The expectation was evaluated by usimgdhle from 1 = important to 5 =
not important. The lower the score, the betterpleeeption or higher expectation. For
identifying a possible gap in service quality thergeption and expectation scores are
compared by decreasing the perception scores frqgracéation scores. If the result is
negative and the difference equals to or is moaa tne unit of measure, then there

exists a gap in that service quality attribute.
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Figure 20. Expectation versus perception scores of Netwotlytbms

The service delivery of Network Solutions is guitese to ideal only what comes to the
politeness of service. In addition to this, thefadiénce between expectation and
perception is less than one unit of measure irstégement: “Service is professional and
adequate” and barely in the statement: “Commurunatiith the department is easy”. In
all other statements the difference between expentand perception is one or more

that one unit of measure and shows gaps in sequiakty.

Self evaluation was made by eight respondents fihmtwork Solutions department.
When the self evaluation average scores are coghparperception average scores, it

can be concluded that in all questions the selfueian has been more positive than
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the perception. In some questions the self evalnag more align with perception but
in the statement: “Communication with the departmerasy” the self evaluation has

been more positive that the perception, the diffeeebeing one unit of measure.

In the open question in self evaluation part pesitfeedback was given on

professionalism and easy approachability. Howewevas stated that resources do not
match the need, personnel is too busy to answeirlsearad because of the rush the
answers are not precise enough. Also the commumrcbétween the teams is weak and

getting answers take too much time.

4.10 Door Control

In the statements “Service is polite”, “Communioatiwith the department is easy” and
“Service is professional and adequate” the feedbaek only positive. Also the
feedback for the availability of personnel was iajonity positive. About 79% of the
respondents agreed that the personnel is easilkallea About 37% of respondents felt
that the internal communication of Door Controlei§icient and adequate, but about
26% disagreed in turn. The requests are handledlynaiell as about 63% of the
feedback was positive and about 5% negative. Ebenigh there is quite evenly
negative and positive answers received to the piuigcof the department, the overall
feedback is positive. While 32% of the respondeagseed, 11% disagreed on the
statement “The department is proactive in termgassible changing situations and
needs”. In the opinion of 32% or respondents, Doontrol is actively developing its
ways of working, while 11% disagreed.

The answers in open questions support the feedimaadasy communication with the
department and professionalism of the technicapsupersonnel. Improvement to the

internal communication was requested.

The Figure 20 presents the results of service ésligf Door Control.
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Figure 21. Service delivery results of Door Control

In Figure 22 the average scores per each statemnergiven in three categories. The
perception average in red is the average scorevafu&ion received from the
respondents, the expectation average in blue isxtheage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of
Door Control respondents evaluating themselves thepartment’s performance. The
evaluation of service i.e. perception and self ex@bn was carried out with statements
that was answered by using the scale from 1= dsiycgyee to 5 = strongly disagree.
The expectation was evaluated by using the scalm ft = important to 5 = not
important. The lower the score, the better the guran or higher expectation. For
identifying a possible gap in service quality trergeption and expectation scores are
compared by decreasing the perception scores fsgractation scores. If the result is
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negative and the difference equals to or is moam thne unit of measure, then there

exists a gap in that service quality attribute.

Serviceis polite

Internal communication is efficient and
adeqguate

Reguests are handled promptly

Communication with the department is easy
Self evaluation
W Perception
Service is professional and adequate
W Expectation
The employees of the department are readily
available

The department is proactive in terms of
possible changing situations and needs

The department is actively developing its ways
of working

Figure 22. Expectation versus perception scores of Door @bntr

The service of Door Control is clearly polite, prs$ional and adequate as can be
conducted from the results above. The communicasicasy with the department and
the department is considered proactive in termshahging situations and needs. The
difference between expectation and perception mmpt handling of requests and
department’s activity is still within one unit ofaasure and therefore no gap exists at
the moment when concerning these attributes insthgice quality. The difference
between expectation and perception is greater tha® unit of measure in the
statements: “Internal communication is efficient adequate” and “The employees of
the department are readily available” and thesetlaegaps in the service quality of
Door Control.

The self evaluation was made by 2 respondents Doar Control. In general the self
evaluation was slightly negative when compared ite &verage perception scores
received from other respondents. In open questiomas pointed out that Door Control
has time and willingness to handle the request$éegsmnally. Hurry at work was
mentioned as a disadvantage on the departmenfsripemnce. This causes that some

things has to be done too fast or sometimes handéiquest delay because of the rush.
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4.11 Architectural Hardware

For Architectural Hardware the feedback for eaeteshent is clearly either positive or
negative. Clearly positive feedback was given olitgogervice, i.e. 79% of respondents
agreed with the statement, and ease of communicatie. 67% and professional

adequate service, i.e. 74%. Clearly negative faekllwas given on the efficiency and
adequateness of internal communication, promptlirandf requests and availability of

the personnel. Each of these areas clearly neede $sucus and improvements from
Architectural Hardware in the future in order tois® the internal customers. Also, the
department is not considered as proactive in terhymossible changing situations and
needs. However, 42% of respondents regarded thertdegnt active in developing its

ways of working, while 26% of the respondents waoé yet convinced but disagreed.
The results of Architectural Hardware in servicéwdey are presented in the Figure 23.

oo

Service is polite

Internal communication is efficient
and adequate

Service is prafessional and
adequate

The employees of the department
are readily available

terms of possible changing
situations and needs

The department is actively
developing its ways of working

B Strongly agree M Partly agree B Partly disagree Strongly disagres

Figure 23. Service delivery results of Architectural Hardware
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It can be conducted from the feedback receivetieropen questions, that the reason for
getting negative feedback in the four statementy & the new situation of the
department and lack of resources. The departmenbéaen moved from other city to
Joensuu and it has been starting its operatioheabéginning of year 2011 with new
ways of working and with partly new personnel. Thsuld be one reason for the

negative feedback received.

In Figure 24 the average scores per each stateamergiven in three categories. The
perception average in red is the average scorevalua&ion received from the
respondents, the expectation average in blue isxtbeage scores of the importance of
the each statement, and the self evaluation averageeen is the average scores of
Architectural Hardware respondents evaluating tledves their department’s
performance. The evaluation of service i.e. peroapand self evaluation was carried
out with statements that was answered by usingdhke from 1= strongly agree to 5 =
strongly disagree. The expectation was evaluateagsbng the scale from 1 = important
to 5 = not important. The lower the score, the dyethe perception or higher
expectation. For identifying a possible gap in smrvquality the perception and
expectation scores are compared by decreasingeticeqgiion scores from expectation
scores. If the result is negative and the diffeeeaguals to or is more than one unit of

measure, then there exists a gap in that serviaktyjattribute.

Service is polite

Internal communicationis efficient anc
adeguate

Requests are handled promptly

Communicationwith the department is
easy Self evaluation
) W Perception
Serviceis professional and adequate
W Fxpectation

The employees of the department are
readily available

The department is proactive in terms ot
possible changing situatiors and needs

I'he department is actively developing its
ways of working

1 15 2 25 3 35 4 45 5

Figure 24. Expectation versus perception scores of Architattdardware
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The service quality of Architectural Hardware iss# to expectation only in service’s
politeness. In the statements: “Internal commuidcais efficient and adequate”,
“Requests are handled promptly”, and “The employafethe department are readily
available” and “The department is proactive in terai possible changing situations
and needs” the difference between expectation anteption is greater than one unit of
measure and a gap exists. In rest of the statentlesits is a difference as well, but

within one unit of measure.

The self evaluation was made by only 2 persons fAoahitectural Hardware and the
results of that seem to be in some cases almostptsitive when compared to
perception. For example in statements: “Internammmnication is efficient and
adequate” and “Requests are handled promptly” difeesaluation almost equals with
the ideal situation i.e. expectation, but the pgtioa is over one unit of measure

different from the self evaluation and expectasoores.

4.12 Feedback on obstacles and improvement argai®inal customer

service

The last two questions in the questionnaire wesggded in order to get information
from the employees in general on the internal custoservice delivery at Abloy Oy.
The first of these questions were: “What is thegbgj challenge or obstacle that you
face when trying to deliver high-quality internalistomer service”. The feedback

received to this question is discussed next.

The most common obstacle in the answers was rusbgether 15 answers pointed out
that the rush and lack of time was the biggestambess in delivering the quality internal
customer service. In the rush it is not possiblaandle requests as good as one would
hope and the answer given in rush might seem vapolite. There is no time to
concentrate issues as there are many simultanasks to be done at the same time.
Also because of the rush it is not possible to kgvéhe ways of working. Two persons
had answered that own capability to give qualityvise it the biggest obstacle at the
moment because of the short working time in theawization so far. It was also
mentioned that insufficient knowledge on other detent’'s ways of working can be an

obstacle as the knowledge would give better unaedstg of the background issues
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and this knowledge would help also when servingrmee customers. One person had
commented that waiting for business decisions kingalong time and the decisions
made may change. Internally the discontinuationgpraiducts should be informed
earlier than externally. Also products are launctem early when either the products
are not technically ready or material for them i meady to be published. The
efficiency of internal communication was criticisedo systematic development of
communication is done in order to maintain the camiration on a good level or
develop it further. One person claimed that theisse tasks and tasks that belong to
somebody else but he has to do them are prohilditomg doing the normal work tasks.
Also, indifference and not reacting to message eegliests was mentioned as an

obstacle.

The second open question at the end of the quesilemwas designed in order to
collect information for improving internal customservice in general. The question
was: “If you were the president of this companydoe day with the power and ability
to make only one decision to improve the unit'senmal customer service, what decision
would you make?” The feedback provided many coeadas to develop and improve
the customer service. The next paragraph discuksefeedback received to this open

question.

One suggestion was to combine all the customericgerdepartments into one
organization where everyone would still concentmataheir own department, but could
gain comprehensive knowledge or products. One pensmild combine the technical
customer service of Industrial Locking and Mechahlamck Cases whereas one person
would combine Exports and Domestics sales custarerices into one unit. One
person mentioned that one person would be needsabtdinate the technical customer
services’ service outward so that the performarmcesiternal customers could be
standardized. Altogether nine respondents suggélséechiring more resources would
improve the customer service. Six answers highdéidhibat the importance of customer
focus and especially the equal importance of irsteoustomer compared to external
customer should be trained to the personnel béiteo. respondents suggested that the
collectivism and Abloy —spirit should be promotemirehow, either by training or by
asking each department to develop a plan how tim@ spuld be improved. One
suggestion was made to change the roles and rebpities for a week between

customer service personnel in order to gain undedstg of other department’s way of
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working. One concrete answer suggested that thereld be a faster way of sending
messages between personnel than email. It wagaisted out that it is CEO’s task to
motivate people to better performance. One respansanted to train the products and
its characteristics to personnel first well befgnatting them into customer service.
Another respondent was concerned of launching mtsdanly when the whole package
is ready to be launched, i.e. when both technical marketing material is ready.
Personnel should visit external customers and gdenstanding of their processes in
order to get the understanding that the customarsyat wait for the service if

something goes wrong in the product launches.
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5 CONCLUSIONS AND RECOMMENDATIONS

In this chapter the conclusions of the conductedaech are presented and the research
process evaluated. At the end of the chapter.gb@mmendations for future research
are presented.

5.1 Conclusions

The main objective of this study was to assess sdwice quality and customer
satisfaction in internal customer service at Ay customer service departments. The
empirical results did provide information for theopess development purpose in the
way that each department can see their areasenigstr and weakness and the areas for
improvement. The literature review revealed theeaation between personnel’s work
satisfaction and customer satisfaction. The motisfe and motivated the personnel
are the more satisfied the customers are in retndhthis has an effect on internal and
external customer service. The personnel’s worlsfaation and motivation correlate
with improved work performance and customer sattgfa. Furthermore, the literature
review dealt with the dependency of customer exgtiect and perception in service
quality and the possible causes to the discrepaertyeen these two aspects and for

possible decline in service quality.

The results indicate that holistically Abloy Oy see to have been successful in
employing the correct persons into its customevises. The results for each customer
service departments in the study show that respasdeund the service to be polite
and personnel professional in each of the depatenémother areas the results varied
per department. One common gap in service qualitynost of the department was the
efficiency and adequateness of internal commumioatiExports was the only
departments which did not have clear gaps in thenivice delivery, but the efficiency
and adequateness of internal communication wag ttobeing a gap. The departments’
proactivity and activity on developing ways of wiorx seemed to be difficult to
evaluate. In general the feedback was positivehese statements and no department
received crushing feedback on this. However, maspondents ignored this question.

It is possible that department’s proactivity anthaty in developing ways of working is
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easier to estimate when you are working in thaty vepartment. They might be

features that are not so well visible for otherspanel.

The uneven participation per department to theystadised that for not all departments
the self evaluation provided enough information.wdweer, especially Exports were
active in self evaluation and the results providrmation on Exports personnel’s

work satisfaction.

One repeating feedback received to the questiopostible challenges or obstacles
prohibiting quality customer service was lack afaerces and common rush, i.e. not
having time to do the work as efficiently as oneuldowant to do. This is something
that reflects the spirit of the time and can berth@dmost every time when personnel of
any company are interviewed in the news on workkoperance. Better results are
needed with lesser resources. As the productivitgustomer service is something
difficult to measure with financial key performanicglicators it is difficult to convince

management of the need of more resources.

In general the two open questions at the end ofqunestionnaire provided useful
information on the obstacles in service deliverg arovided good suggestions for how
to improve customer service. The suggestions shbeldopenly evaluated by the
managements of customer service departments atyAb\ In the theory part |
explained the ways in which to take customer sermeasurement results into use with
the help of e.g. cross-functional teams. This cdiglcdbne solution to the open feedback
on technical customer service departments needingnamon coordinator. A cross-
functional team could be also used for communigatire results of this study to the
organizations. The formed cross-functional teamccdne responsible for creating and
realizing the improvements into internal customenviee based on the results of this
study. The team could also continue carrying oetrtieasurements of internal customer
satisfaction regularly

5.2 Evaluation and considerations

The questionnaire designed for this study can ke us the future for collecting
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guantitative data for measuring the performancehefcustomer service departments as
it is now or with some changes made in it. Furthiee, results should be evaluated in
statistical software in order to find out whethiee differences in customer perceptions
and expectations are statistically significant. thos purpose, the questions designed for
measuring the importance of the statement shouldhlaaged into same format than
statements used for evaluating the performanceadti department. In addition, Abloy
Oy should define their service quality standardairesg which they want to measure the
internal service quality. The service quality si@ms$ in this research were set by
respondents when estimating the importance of eemguality attributes, which were
then referred as expectation scores and in the/ siek results of each department for
service quality of each attributes were comparedht® expectation scores. It was
mentioned in the methodology chapter that the digki® kind of twin scale may cause
too high service standards and expectation. Ablpy€eds to decide whether this is the

suitable way to specify service quality standaaddlieir internal customer service.

Although the questionnaire could be used in méaggervice quality as it is now, it
could be considered whether to shorten the questioa and not to measure all seven
departments at the same questionnaire at the game Answering the questionnaire
takes now about 15 — 20 minutes and sometimesgh®o long for the respondents.
Because of the length of the questionnaire the oredgnts might loose their
concentration towards the end of the questionndinerefore, the departments to be
evaluated at the end of the questionnaire mightrec¢ive as precise feedback as the
departments who are evaluated at the beginningeofjtiestionnaire. Also, for the sake
of clarity self evaluation could be left out fromig questionnaire. It would make the
guestionnaire clearer for the respondents to ansaret the results are easier to be

analyzed as the self evaluation is not mixed iheodther responses.

However, good questionnaires and clear resultsaduffice if they cause no actions.
Therefore, each department management needs tdedeow to benefit from the
results. Studies can be carried out and recommiendagiven but it is management’s
dedication and commitment that are vital for thecess development and carrying out
successfully changes in the organizations. Lashg, management also decides the

performance target levels for their personnel.
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5.3 Suggestions for future research

The results showed clear gaps in service qualitysmme departments in some of the
service quality dimensions. Obviously, departmehésve to take some actions to
improve their service in these areas. If no clearse for the gaps is found by studying
the gap model presented in literature review, omfthe answers to the open questions
concerning challenges in internal customer senacé, therefore no corrective actions
can be implemented, then further studies shoulc¢drded out. With the help of a
further study, it can be researched which of trevigers gaps from one to four might

be the cause for not meeting internal customeraapens.

Another suggestion for further study, which woulthg value added to this customer
satisfaction study, would be a study of the compthef internal service quality.
Hallowell, Schelsinger & Zornitsky (1996, 23) havellected a list of so called
components of internal service quality from therbture of several authors. These
components are; tools, policies and proceduresmwesk, management support, goal
alignment, effective training, communication andvaeds and recognition. These
components affect the job satisfaction and the lwéjaof personnel to perform at their
work. By studying these components, managers mapleeto determine which actions

are required in order to improve customer service.

Thirdly, 1 suggest employee satisfaction measurérneibe carried out. As mentioned
earlier in the introduction chapter, employee &atison correlates to customer
satisfaction. A satisfied customer serves interawadl external customers better. If
employee satisfaction can be improved, the sexyidity in customer service improves

at the same time.

Still, before realizing any further studies on thithject, the main and first task is to
communicate the results of this study to the peareband middle-management and
consider whether the results cause some actiotieinrganization. The questionnaire
designed for this study is useful as it is for ammbus measuring of the service quality
level and therefore no obstacles for measuringicerguality exist. However, the

guestionnaire could be developed further as sugdastthe earlier sub-chapter, but is
not necessary in order to start continuously foitgythe internal customer service

quality.



67

REFERENCES

Printed

Awoke, Habtamu Mekonnen 2010. The Quality of Senbelivery and Customer
Satisfaction. The Practice and Case of BankingdtrgguVDM

Dutka, Alan 1995. AMA Handbook for Customer Satisian. A Complete Guide to
Research, Planning & Implementation. NTC BusinesskB in Association with
the American Marketing Association.

Laatukeskus 2010. EFQM EXCELLENCE MODEL 2010. EFQMDEL 2010.

Hallowell, Roger & Schlesinger Leonard A & ZorniysKeffrey 1996. Internal Service
Quality, Customer and Job Satisfaction; Linkages lamplications for
Management. Human Resource Planning. Vol. 19, 120&1.

SFS, Finnish Standards Association 2010. ISO 900D.2

Groonroos, Christian 2000. Palveluiden Johtamiagvigrkkinointi. WSOY.

Groonroos, Christian 2007. Service Management aakdling: Customer
Management in Service Competitiorf &dition. John Wiley & Sons Ltd.

Kotler, Philip 2003. Marketing Management™ddition. Prentice Hall.

Kumar, Ranjit 2011. Research Methodology: A stegstep guide for beginners®3
edition. SAGE Publications Ltd.

Lovelock, Christopher & Wirtz, Jochen 2007. Sersibéarketing, People, Technology,
Strategy. 8 edition. Pearson Prentice Hall.

Marshall, Greg W. & Baker, Julie & Finn, David \WR98. Exploring Internal
Customer Service Quality. Journal of Business &ubtdal Marketing. Vol. 13,
No. 4/5, 1998. 381-392.

Naumann, Earl & Giel, Kathleen 1995. Customer &att®on Measurement and
Management. ASQ Quality Press.

Naumann, Earl & Hoisington Steven H. 2001. Custo@emtered Six Sigma: Linking
Customers, Process Improvement, and Financial Be&8Q Quality Press.

Palmer, Adrian 1994. Principles of Services MarkgtiMcGraw-Hill International Ltd.

Parasuranam, Zeithaml and Berry 1988. SERVQUAL.: éitMle-Item Scale for
Measuring Consumer Perceptions of Service Quatityrial of Retailing. Vol.
64, No. 1, spring 1988. 1-29.

Reynoso, Javier 1995. Towards the measurementevhad service quality.
International Journal of Service Industry Managein€ol. 6, No. 3, 1995. 64-83.



68

Summers, Donna 2009. Quality Management: CreatidgSustaining Organizational
Effectiveness. ¥ edition. Pearson Education.

Wilson, Alan & Zeithaml, Valerie A. & Bitner, Mary. & Gremler, Dwayne D. 2008.
Services Marketing: Integrating Customer Focus Asthie Firm. First European
Edition. The McGraw-Hill Companies.

Webropol 2011. Webropol training material 2011. &btraining held 26.10.2011.

Vandermerwe, Sandra & Gilbert, Douglas J. 199kriml Services: Gaps in
Needs/Performance and Prescriptions for Effectisgnaternatinal Journal of
Service Industry Management. Vol. 2, No. 1, 199168.

Zeithaml, Valerie A. & Parasuraman, A. & Berry, lIoewd L. 1990. Delivering Quality
Service, Balancing Customer Perceptions and Expi@cta The Free Press.

Zeithaml, A. Valarie & Bitner, Mary Jo 2000. SeregcMarketing, Integrating
Customer Focuss Across the Firnf® @dition. McGraw-Hill Higher Education.

Not printed

Human Resource Development Council 2011. Downlo&ttagember 2011.
< http://humtech.com/opm/grtl/ols/ols3.cfm

Kokemuller, Neil 2011. What is an Autonomous Wonlo@? Downloaded November
2011

< http://smallbusiness.chron.com/autonomous-work4oro4402.htmb

Kokkonen, Olavi 2006. Asiakastyytyvaisyys kaikemysta. Downloaded in November
2010.
< http://gk-karjalainen.fi/?sivu=Artikkelit&id=64




69

WEBROPOL QUESTIONS IN ENGLISH AND FINNISH APPENDIX 1
QUESTIONS IN ENGLISH:
Name of the questionnaire: Internal customer servic
Which department do you work in? *
Choises: Exports

Marketing

Industrial Locking

Construction Locking

Network Solutions

Electromechanical Lock Cases

Door Control

Architectural Hardware

How important do you find the following statementsin terms of internal customer
service:

Polite service

Efficient and adequate internal communication

Prompt handling of requests

Ease of communication

Professional and adequate service

Easy availability of customer service personnel

Proactive preparation to variable changing situetiand needs
Active development of working practices

The scale used: Important = 1, Quite important && opinion = 3, Slightly important
=2, Not important =5

How important do you find the following customer sevice departments for your
work performance:

In this question please do not evaluate your owsadment where you are working in
(leave the line empty).

Exports
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Marketing

Industrial Locking
Construction Locking
Electromechanical Lock Cases
Network Solutions

Door Control

Architectural Hardware

The scale used: Important = 1, Quite important && opinion = 3, Slightly important
= 2, Not important =5

[The following questions were presented for eagiadenent in the own section per
department in the questionnaire:]

Please evaluate the performance of [Department] teaical support and R&D in
the following statements from the point of view ofour own work.

If you work in this department, please answer thestjons and evaluate the operation
of your own department in the statements from ymun point of view (self-
evaluation).

If you do not deal with this department in your Woyou can move forward in the
questionnaire by clicking the Next button at thé&dm of the page.

Service is polite

Internal communication is efficient and adequate

Requests are handled promptly

Communication with the department is easy

Service is professional and adequate

The employees of the department are readily availab

The department is proactive in terms of possibnging situations and needs
The department is actively developing its ways ofking

The scale used: Strongly agree = 1, Partly agre2 #o opinion = 3, Partly disagree
=4, Strongly disagree =5

What is good in the internal customer service of [Bpartment]?

What could [Department] improve in their internal customer service?
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[End of the page. Above questions were repeatedgeartment on the own page]
[At the end of the questionnaire the following opeestions were asked:]

What is the biggest challenge or obstacle that ydace when trying to deliver high-
guality internal customer service?

If you were the president of this company for one aly with the power and ability to
make only one decision to improve the unit's interal customer service, what
decision would you make?

QUESTIONS IN FINNISH:
Name of the questionnaire: Sisainen asiakaspalvelu
Milla osastolla tydoskentelet? *
Vienti
Markkinointi
Laitelukitus
Rakennuslukitus
Network Solutions
Sahkdmekaaniset lukkorungot
Door Control
Rakennushelat
Arvioi kuinka tarkedna koet seuraavat vaittdmat sisiisen asiakaspalvelun osalta:
Ystavallinen palvelu
Tehokas ja riittdva sisainen tiedottaminen
Nopea asioidenkasittely
Vuorovaikutuksen helppous
Asiantunteva ja oikeellinen palvelu
Asiakaspalvelun helppo tavoitettavuus
Varautuminen tilanteisiin ja tarpeisiin ennalta

Toimintatapojen aktiivinen kehittdminen
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The scale used; Tarkea = 1, Jokseenkin tarkeda En20saa sanoa = 3, Hieman tarkea
=4, Eitarked =5

Arvioi kuinka tarkeita seuraavat asiakaspalveluosast ovat oman tydsi kannalta:
Tassa kysymyksessa jata vastaamatta oman osashokilla.

Vienti

Markkinointi

Laitelukitus

Rakennuslukitus

Sahkdmekaaniset lukkorungot

Network Solutions

Door Control

Rakennushelat

The scale used: Tarkea = 1, Jokseenkin tarkeda En20saa sanoa = 3, Hieman tarkea
=4, Eitarkea =5

[The following questions were presented for eagiadenent in the own section per
department in the questionnaire:]

Arvioi seuraavien vaittdmien kohdalla [Department]teknista tukea seka
tuotekehitysté sisdisen asiakaspalvelun nakoékulmaat

Jos itse tydskentelet kyseisella osastolla, vgataavioi oman osastosi toimintaa
omasta nakokulmastasi.

Jos et ole kyseisen osaston kanssa tekemisiss&jisga kyselyssa eteenpéin sivun
alalaidassa olevasta Seuraava - painikkeesta.

Palvelu on ystavallista

Sisadinen tiedottaminen on tehokasta ja riittavaa

Asioiden kasittely on nopeaa

Kommunikointi osaston kanssa on helppoa

Palvelu on asiantuntevaa ja oikeellista

Osaston tyontekijat ovat helposti tavoitettavissa

Osasto ennakoi ja varautuu hyvin mahdollisiin munith tilanteisiin ja tarpeisiin

Osasto kehittaa aktiivisesti toimintatapojaan
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The scale used: Taysin samaa mieltd = 1, Jokseesakitaa mieltéd = 2, En osaa sanoa
= 3, Hieman eri mieltd = 4, Taysin eri mielta =5

Mika [Department] sisdisesséa asiakaspalvelussa oyVaa?

Mita [Department] voisi tehd& paremmin sisédisessastaakaspalvelussa?

[End of one page. Above questions were repeatedgqaartment on the own page]
[At the end of the questionnaire the following opeestions were asked:]

Mink& asian koet asiakaspalvelutydssasi eniten héatavan tai estavan tekemasta
laadukasta sisdista asiakaspalvelua?

Jos olisit Abloyn toimitusjohtaja yhden péivéan ja \isit tehdd yhden paatoksen
koskien siséista asiakaspalvelua, mika se olisi?



