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GDLN Global: Work Program Areas

1.) Technology
2.) Communications

Branding
Internal Knowledge Sharing

3.) Business Development
4.) Quality
5.) Membership Management
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Agenda

• Introduction to service 
excellence

• Project goals

• Survey results

• Next steps

© LIW 2009 Commercial in Confidence
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Why improve service?

• Retention
• 86% of consumers stop doing business with 
an organisation because of a bad customer 
experience, up from 59% 4 years ago.

© LIW 2011 Commercial in Confidence

86%
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Why improve service?

• Retention
• 80% of ‘defectors’ – people who stop using a 
service – said that they were ‘satisfied’ in their 
last customer survey.   

• Harvard Business School

© LIW 2011 Commercial in Confidence
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Why improve service?
• Reputation
• A dissatisfied consumer will tell between 9 and 15 
people about their experience. About 13% of dissatisfied 
customers tell more than 20 people.

• Source: White House Office of Consumer Affairs, Washington, DC
© LIW 2011 Commercial in Confidence

!

... and who do they tell in the internet age?
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The biggest ‘why?’
• Purpose
• Great service means more people will use the 

services of the GDLN.  
• They will then be more effective in their 

development work

© LIW 2011 Commercial in Confidence
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Our service 
goals
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Project goals

• To capture the best practice that exists in the GDLN to 
deliver excellent service. This is in order to help the GDLN 
have an even greater impact on its stakeholders.

The key outcomes will be:
• Action plans created by you and you team to deliver 

service excellence
• Support to affiliate staff teams in delivering excellent 

service
• Overview of GDLN best practice, current service delivery 

and next steps
• Identification of an appropriate approach to conduct an 

assessment of affiliate service delivery to enable 
continuous improvement of service

© LIW 2011 Commercial in Confidence
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What conditions for 
service exist now?

Survey result so far
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Survey results

N = 75
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Survey results
• Generally, the view is that the DLCs have the conditions 
for service excellence in place.

Areas for work could be to improve:
• Measures of customer service
• Materials and equipment for delivering service
• Systems and process for delivering service
• Service culture
• Time applied to customer service

• The proposed project will assist the DLCs in optimising all 
these areas

© LIW 2011 Commercial in Confidence
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The way forward

“The Cycle of 
Service”
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Workshop flow

Touchpoints 
Map all of the 
key moments 
for customers 
from start to 

finish 
(Touchpoints)

Thoughtpoi
nts  Map all 

the 
customer 

thoughtpoint
s during the 
experience  

Present 
Magics 
What do 
we do 

already 
do that is 
magic for 

the 
customer

?

Tragics 
What are the 

tragics for 
customers at 

each 
touchpoint 

or 
thoughtpoint 

however 
small or big?

Magics 
What can we 

do 
(behaviourally

) to create 
more magic 

at each 
touchpoint or 
thoughtpoint?

Tragic to 
Magic

What can we 
do to either 

prevent 
tragics 

happening 
or fix them if 

they do 
happen?

Effort/Impact
Of the magics  

which ones 
will have the 
most impact 

on the 
customer and 

require the 
least effort to 

implement
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These smiles will be yours!
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Next 
steps
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Questions
1. Do you have any examples of good or bad service 

that you have experienced? 
2. What are the benefits of having a service culture 

to your organization?  (trying to get to results but 
also a positive, fulfilling environment)

3. What are your thoughts on the proposed 
program?  It is something exciting or just another 
thing to do?

4. What do you see as the main challenges to the 
project?

5. Any ideas to make this an enjoyable process that 
delivers lasting value to your DLC?
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Next steps
• You will receive details of the date and time of your 
workshop shortly

• You and your teams will receive a little pre-reading that 
will prepare you for the workshop

• Start now!  Practice ‘being in the customer’s shoes’
• Closely observe the service you receive at hotels, 

airports etc
• Take note of the tragics and, if you are lucky, the 

magics
• Bring them as examples to the workshops

© LIW 2011 Commercial in 
Confidence
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[backup slides]
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Working groups

Topics for discussion
1.Client feedback mechanisms
2.Materials and equipment for delivering 

service
3.Systems and process for delivering 

service
4.Service culture
5.Time spent to think about customer 

service

© LIW 2011 Commercial in Confidence


