CASE STUDY Voice of the Customer

Better Customer Service Means
Increased Retention and Reduced
Attrition for Mid-size Bank

Challenge

A mid-size bank in the northeast was looking to implement a service quality
program to measure the “voice of the customer” across its entire branch network.
It wanted to obtain results down to the employee level so they could be used as

the basis for an incentive plan.

Another main objective for the bank was to increase customer retention, so
emphasis was placed on measuring satisfaction and obtaining a complete view
of the customer’s voice at all branch touchpoints.

Solution

The bank utilized Voice of the Customer, powered by CSP, to develop and
implement a comprehensive customer-based evaluation program with
real-time reporting and actionable data. Customers from every branch
provided detailed feedback on their experience immediately following

branch transactions.

A panel of the bank’s customers provided objective feedback on all aspects
of their experience - from the performance of bank employees and branch
environment to wait times, overall satisfaction and loyalty, and suggestions

for service improvements.

Results
Voice of the Customer’s actionable insights contributed to the bank’s
service quality program designed to grow and retain customers. Subsequently,
the bank experienced the following improvements:

* 6 percent increase in customer retention

* 50 percent decrease in first-year attrition rates

= Customer satisfaction gap scores doubled versus local competition
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Acquisition

Reach prospects with targeted,
effective communications

that encourage new

account openings and set

the foundation for strong
relationships
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Cross-sell

Increase the number of
household products to capture
full profit potential

Many variables impact campaign success. The information on earnings or percentage increases that is contained within this case
study is provided for demonstrative purposes only. Harland Clarke does not guarantee or warrant earnings or a particular level of
success with a campaign.
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