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Good service.  

  

By what measure? 
  

There is a new dawning, and more 

hopefully, an awakening that many 

currently applied matrices related to 
customer service are not truly reflective 

of consumer experiences, or indicative 

of their collective satisfaction levels. 
  
Celebrations that echo through the 

corridors of corporate and public 

service power are, in many instances, 

misguided and inappropriate. 

  

Witness the evidence emanating from 

the Australian Financial Services Royal 

Commission. It is damning. Indeed, it 

seems that some standards and 

practices are allegedly or potentially 

criminal. 

  

Judgements applied do not require a 

Royal Commission, a Royal 

Commissioner, a Court Magistrate or 

jury. The Court of public opinion is 

invoking its own verdicts and 

punishments. 

  

Supermarkets, retailers at large, home 

builders, property developers, real 

estate agents, financial planners, 

mortgage brokers, accountancy 

practices, law firms and supposed 

service consultants are all being 

subjected to scrutiny and review. 

  

The veracity and relevance of external 

professional resources and the 

reported innate value of Big-Data and 

Meta-Data are being questioned and 

re-evaluated.  

 

 

 

 

 

And rightly so. It is evident that for a 

significant percentage such spheres-of-

influence do not have the right 

answers. Indeed, they are often part of 

both the problem and the cause, 

because they are asking the wrong 

questions. The need exists for Smart 

Data. 

  

We at Marketing Focus are in a 

unique position. An immense bank of 

market research findings which 

extends for decades provides absolute 

and relative advantages and benefits 

for clients, to enable them to isolate 

and analyse those factors that satisfy, 

influence and resonate with existing, 

prospective and past customers. 

  

One thing learnt, recognised and – to 

the degree possible – respected, is 

that in service, as with marketing, 

plagiarism is alive and well. 

  

Monitoring, measuring, analysing and 

refining 3 or 4 key service matrices to 

establish and sustain fulfilment of 

customer expectations and aspirations 

do little to differentiate and provide 

competitive advantage. 

  

Suffice it to say: typically the 

interactions between customers and 

service providers – at the point-of-sale 

– are consistently the most highly and 

positively rated aspects and attributes 

of the service delivery. A natural by-

product of that emphasis is that team 

members quickly become 

disenchanted and disconnected, when 

references are made to sub-standard 

service. 

 

Compromised by association 

-  with lawyers, accountants, 

bankers and recruiters  

Little wonder. 

  

 

 

Some members of their representative 

trade, sector and professional 

associations have difficulty 

understanding, valuing and justifying 

the presence and activities. 

  

Periodically, attrition rates spike with 

the receipt of member renewal 

accounts. Put simply, members do not 

renew. 

  

The complexities of modern 

commerce and society dictate that it 

is seldom advisable to go it alone. 

Collegiate endeavours, learnings and 

the sharing of experiences underscore 

the worth of being involved with 

those of common interests. 

  

Inputs from the disciplines of law, 

accounting, finance and human 

resources can be, and are, invaluable, 

if not mandatory, within context, and 

up to a point. 

  

Tempered senses of worth 

In times of suppressed demand, 

intense competition and increasing 

digital disruption, many association 

members, the owners and managers 

of small businesses in particular, find 

little solace and value in being advised 

that their own association executives 

have been busy tramping the corridors 

of power, often political, to put 

forward their collective and individual 

cases. 

  

The need for cashflow-now - can 

overwhelm thoughts and reset 

priorities. 

  

More unsettling, disturbing and 

irritating is the seeming widespread 

transformation of association activities 

towards the conduct of networking 

events. Compounding the 

qualifications of such pursuits is the 

declared or undeclared preference for 
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The complexities of modern commerce and society dictate that it is seldom advisable to go 

it alone... 

 

the repeated, at-no-cost use of Board 

members or selected membership 

luminaries to address attendees at 

gatherings. 

  

Profiling to targeted audiences can be, 

and often is, a great generator of 

business, for those chosen few. But at 

what cost to individual association 

members, and their commercial 

interests? 

  

“Bored” composition  

The membership of elected Boards 

and governance committees or 

professional associations can be 

enlightening. 

  

Large percentages, sometimes 

majorities, can be made up with 

lawyers, accountants, bankers and 

recruitment consultants, none of 

whom have direct participation in the 

activities of members. 

  

Doubtless, their perspectives, insights 

and expertise are valuable and valued: 

all of these can be solicited from 

outside the composition of the Board. 

  

Strikingly apparent to some is that 

Board memberships of associations, 

institutes and federations of the 

disciplines of law, accounting and 

banking in particular, seem totally 

homogenous. Each is dutifully qualified 

in skills but there is a noticeable 

absence of plumbers, carpenters, 

travel agents, graphic designers and 

advertising professionals. Interesting. 

  

Boards, committees and governing 

authorities represent an opportunity 

to enhance the interests of members.  

Ideally, they should also be 

representative of those members. 

  

Understandably, some ethnicity-based 

associations have similar 

characteristics. 

  

For non-conforming intending 

members, judgements should be made 

about if one seeks to be an (inner) 

planet, or is happy being a satellite. 

The light (and benefits) typically shine 

on those bodies closest to the “sun”. 
 

Fear of Failure 
This simple three-word phrase that 

profiles and explains in a large part 

why so many entities and individuals 

are reluctant, or resistant to change, 

innovation and original creativity. 

 

 

 The implicit, if not explicit 

consequences of this phrase provide a 

measure of the power and force of 

three words. The presence and 

outcomes are accentuated in many 

circumstances for subordinate staff 

and team members. Concerns about 

fear of failure tend towards inertia and 

tokenism. The fear provides insights in 

the culture and philosophy of the 

Board of Directors and Senior 

Management. 

  

The dynamism and resilience of high-

performing corporations typically 

indicate a high tolerance of risk and a 

leadership style which is prepared to 

delegate… 

 

This is a profound belief system and 

sentiment. It is breath-taking, 

compelling, supportive, understanding 

and, yes, authoritative. 

  

There is no suggestion of an 

abrogation of responsibility, 

accountability and transparency. The 

flow of each is up. The natural 

progression of authority is downward. 

It breaks shackles, dismantles 

bureaucracy, shatters constraints, 

facilitates personal actions and 

expedites performance, growth and 

competitive advantage. Natural 

outcomes include enhanced morale, 

confidence, loyalty and commitment. 

  

So many business and professional 

disciplines are limited by adherence to 

the need to comply and conform. 

Thus, the status quo – rapidly 

acquiring obsolescence and 

irrelevance – is retained. 

  

Losses in competitiveness and 

resonation soon mount. 

  

Fear of failure does not afflict alone 

the meek and the mild. Disturbingly, 

it’s infectious. 

  

 

 

 

 

 

The best and the most immediate 

antidote to Fear to Fail is: 

  

Authority to Fail 

  

It works every time. 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright 

law and reproduction in whole or in 

part without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). (Some images in this article are 

taken from Creative Commons – such 

images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence 

of any action which you take, or action 

which you choose not to take, as a 

result of this article or any view 

expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct 

at the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no 

representation or warranty, expressed 

or implied, is made as to its accuracy or 

completeness. Any hyperlinks in the 

article were correct at the time this 

article was published but may have 

changed since then. Likewise, later 

technology may supersede any which 

are specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 
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