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The Culture of SERVICE APPRECIATION in HK
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In order to advocate for a greater service appreciation culture, HKACE plans to hold a series of promotional activities

under the theme “Excel Beyond Limits — Starts with Service Appreciation”. As part of the initiative, HKACE has

collaborated with Ipsos to conduct a research study to gain in-depth understanding of the current service appreciation

culture in Hong Kong. These findings will be taken as a point of reference for structuring future activities.
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This research study interviewed customers and frontline service providers to gain dual perspectives of the service
appreciation culture. The study includes broad trends in the service appreciation culture, current practices and the
reasons for appreciation and complaints.
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The study interviewed over 1000 customers and frontline service staff across various industries via an online survey.
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Key highlights of the study:
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Hong Kong: A Well-developed customer service platform
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e More than half (53%) of the customers indicate that their last service experience was above expectations.
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The vast majority of customers (82%) have come across a positive customer service experience in the past year.
Some customers (41%) report having encountered a negative customer service experience.
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Customers are willing to show more appreciation to customer service providers in the upcoming year: Twenty-
seven percent say that they will show more appreciation.
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Customers share feedback because they want to encourage staff to provide a better service (48%), to enable

staff to enjoy being appreciated (44%), and to encourage the promotion of a service culture in Hong Kong (43%)
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Hong Kong consumers are twice as likely to experiencea positive service experience ¢ Customers are also more likely to show appreciation to customer service providers in the I
compared to a negative service experience upcoming ye
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e Customer feedback for some of the most remarkable customer service experiences include ideas such as
empathy and exceptionally good service:
o “The staff really put himself in my shoes to help me select the product that most fit my needs instead of
just trying to sell me a really expensive item.”
o “The staff brought me and my family a very memorable (flight) experience with their service.”
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Difference in perceptions on service appreciation: The customer/employee perspectives
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®  Many customers (73%) said that they show more appreciation now than 12 months ago. However, only 39% of
employees agree. One reason is that almost half of the customers do not share feedback to staff after receiving
good service.
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e Customers do not share positive feedback for various reasons. They are simply not used to showing appreciation
(32%) or they do not think it is necessary to show appreciation as they consider it as the responsibility of staff to
provide good customer service (23%). Another 23% mentioned the absence of a dedicated channel to show their
appreciation.
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Customers are more and more likely to show appreciation and employeesagree, but i Some customers only share the positive experience with others; some customers do not explicitly give feedback
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Customer point of view in SHOWING Employee point of view in RECEIVING
over the past 12 months nin the past 12 months
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Service appreciation creates WIN-WIN-WIN situation for customers, servicing employees and their employers
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e Building stronger relationships with customers that influences their loyalty toward brands: After receiving good
service, 62% say they will return to the brand and 50% will recommend that brand to others.
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e Appreciation also motivates employees, with 64% saying that they will further improve the service they provide
to customers after receiving appreciation.
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e Thisis a win for employers too. They have more efficient staff, and on the other hand, happy customers will
increase their spending with their business and promote it to friends and colleagues.
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Nurturing the service appreciation culture: Building up the foundations
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e Dealing with competent and friendly staff are two key factors in motivating customers to show appreciation:
Sixty-six percent will do so when they consider that staff proactively address their problems, and 64% when staff
are considered friendly and attentive.
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® Providing sufficient and convenient channels for appreciation is equally important as 23% of customers
indicated that the absence of a dedicated channel deterred their drive to show appreciation.
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* For employees, personal benefits also remain a critical factor for motivating employees: Seventy-nine percent
feel motivated by opportunities for promotion and 73% by financial incentives.
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e Customer feedback and internal recognition also matter to employees: 47% of employees say a personal ‘thank
you’ card or note from customer motivates them to perform better, while 46% feel motivated by verbal
appreciation from their manager in front of their colleagues. Twenty percent of employees even state that they
would prefer to receive recognition in a formal setting with a grand ceremony.
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Highlights of the research methodology, analysis and results are available for downloading at HKACE’s website.
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