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/ RESEARCH QUESTIONS

The study sought to answer the following research
guestions:

1. What is the service style flexibility of the
servicepersons ?

2. Whal is the style effectivenes of the
servicepersons?

3. Is there a relation between service style flexibility
and service effectiveness with the customer
satisfaction level?

4. Does the Service Training Program influence
positively the customer satisfaction level?
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/ METHOD - SAMPLING

It has been randomly selected 200 servicepersor@ving 15 organization®perating |
Brazil and South America, encompassing medium amd dize ones. They wergealth:
organizations with ages varying from 6 to 36 yead§ in the fields oftransportation ar
logistics, departmental storesar dealers, food, software house, cutting toolagchiming
domestic utilities, men’s veg, insurance, motorcycle dealers, vehicles battang fring
benefits card The majority of the executives were Brazilial6C) and some foreigners0),
being 60 females and 140 males with ages varyiom 28 up to 55. The majorityf the
sample (70%) has shown university degree and 3¥otachnical degree.
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/ METHOD — DATA GATHERING

To measure the serviceperson behavior the SitiatiBarviceModel has been taken i
account and the SERVICE self instrument, develagiethe Center for Leadership Studie
(Hersey, 2000), has been used. The three aspaasedoby the modedre: a) style, b) sty
range, or flexibility, and c) style adaptability, gervice effectiveness. The SERVIGEf ha
been used and it yields four ipsactive style scaed one normativescore, name
adaptability or effectivenesdhis kind of instrument needs to be statisticalgfidated i
terms of items and reliability only oncThe 12 item validities fovariability score range
from 0.11 to 0.52 and 10 of the 12 coefficief@3%) were 0.25 or higher. Eleven coeffici
were significant beyond the 0.01 level and one sigsificant at the 0.05 level.
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/ METHOD — DATA GATHERING (cont.)

To analyze a possible relation hetween the avesgeicepersons' style dkibility anc
average customer satistaction level, per orgamaatoriginated from &urvey involving
sample of clients, the linear correlation coefintie/as calculatethken into consideration |
set of paired data involving the before mentioneriables per organizion, therefore tf
computation involved 15 pairs.
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/ METHOD — DATA GATHERING (cont.)

To analyze a possible relation between the avesageic@ersons' style adaptanility 8
average customer satisfaction level, per orgamzaidriginated from a survepvolving ¢
sample of clientsthe linear correlation coefficient was calculatagen into consideration |
set of paired data involving the before mentionedables per organization, therefore
computation involved 15 pairs.
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/ METHOD — DATA GATHERING (cont.)

To assess the influence of the Service Traininggara on service performance a quasi
experimental design was defined consisting of &eptposttest nonequivalent control gr
involving the 200 salespersons of 15 organizatitiesng 30 persons in the experime
group and 170 in the control group. The selectet@ra variables were the servistyle
flexibility, service style adaptability or effecémess, and customer satisfaction level
Considering that: (1) both groups, spite of the fact of not being randomly selecteer
similar (same educational and skill levels and senioatyd balanced in terms of sex
age); and (2) these traelected variables were normally distributed; #e& bf significanc
adopted in the statistical analysis was the saneel disr Design 4 Experiental Desig
(Campbell and Stanley, 1963Jherefore, the test consisted in computing fachegrou
pretest-posttest gain scores and to calculate ddilam Student “t” between experimental
control groups on these gain scores, at a levelgnificance p< .0001.
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/ SALES TRAINING PROGRAM

The program has been structured in order to integre three core competencies: diagn
skills, adaptive skills, and communication skiigs, well as the behaviors which define
total sales/service process and most importantignwtio use these behavipoviding th
servicepersons with a practical way toeate ervice and build the rapport necessary
strong and enduring customer relationship. The rarmgwas divided into two phasesa
service competencies development, and b. behawiransions developmentlated witl
the interaction between client and service provider
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/ FINDINGS AND ANALYSES

Table 1. Profile of Servicing Styles of a Sample (200) of Salespersons

Style Frequency Distribution (%)
S1 - Establishing 15.2

S2 — Clarifying 49.3

S3 - Involving 29.6

S4 — Fulfilling 5.9

Source: Research Data.
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/ FINDINGS AND ANALYSES (cont.)

Table 2. Summary of Servicing Effectiveness of a Sample (200) of Service Persons

Scorel nterva}l Serviding Frequency
(scaleend points EffectivenessLevel  Absolute Relative (%)
and 36)
27 To 36 High 10 5
18 To 26  Moderate 80 40
9 To 17  Low 108 54
0 To 8 Verylow 2 1

y2 = 874.78> y? crit. = 11.3; df = 3; p< .01.
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FINDINGS AND ANALYSES (cont.)

Table 3. Servicing Style Flexibility, Servicing Effectiveness,
and Customer Satisfaction Level

Nb. SECTOR (?/IOZ) SE ((:O/SOIS
1 | Transportation ol 25 20 65
0|2 50 20 65
2 Car Dealers Ol 25 21 65
0|4 50 23 80
3 | Food O 5 50 21 65
4 | Departmental Store (| 5C 22 70
5 | Software House Q775 24 85
6 | Cutting Tools Ol 50 23 60
7 | Machining O|9 25 21 50
8 | Domestic Utilities 0O10| 25 24 70
9 | Men's Wear 0ol 25 23 70
10 | Insurance 012 75 26 9%
11 | Motorcycle Dealer 01} 50 22 70
12 | Vehicles Battery 01 50 23 70
13 | Fringe Benefits Cards 015 75 24 75

Key: O = Organization, SF = Servicing Style Flehibi(average), SE = Servicing Style
Adaptability (average), and CSL = Customer Satigfad_evel.
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/ CORRELATIONS

Considering the variables servicing style flexigil{SF) andcustomer satisfaction le'
(CSL) related to the 15 organizations, the resids valinear correlation coefficient of
+0.72, showing a moderate to higtegree of positive relation between the two vae
(Schmidt, 1975).

On the other hand, considering the variables sexyistyle adaptability, or effectivent
(SE), andcustomer sasfaction leve (CSL) related t« the 15 organizations, the result wa
linear correlation coefficient of +0.76, presenting a moderate to high degree of po
relation between the two variables (Schmidt, 1975).
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FINDINGS AND ANALYSES (cont.)

Table 4. Comparative Servicing Style Flexibility Results Between Experimental and
Control Groups

Measurement Experimental Group Control Grou|
Pre-measurement Average (%) 50 50

(N =30) (N =170)
Standard Deviation 4.5 4.€
Post-measurement Average (%) 75 50

(N = 28) (N = 160)

Standard Deviation 4.3 4.6
Gain (%)* 25 0

't=27.16 > tcrit. = 3.3; df = 192; p< 0.0001
Source: Research Data
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FINDINGS AND ANALYSES (cont.)

Table 5. Comparative Servicing Effectiveness Results Between Experimental and
Control Groups

Measurement Experimeal Group Control Gro
Pre-measurement Average 22 23

(N =30) (N=17
Standard Deviation 2.5 2.6
Post-measurement Average 26 23

(N = 28) (N =160)
Standard Deviation 2.4 2.5
Gaint 4 0

1t=7.83>tcrit. =3.3; df = 192; p <0.0001
Source: Research Data
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FINDINGS AND ANALYSES (cont.)

Table 6. Comparative Customer Satisfaction L evel Between Experimental and Control

Groups

Measurement Experimental Group Control Gr¢
Pre-measurement Average (%) 70.5 69.3

(N =30) (N =1
Standard Deviation 3.6 3.7
Post-measurement Average (%) 79.6 71.2

(N =28) (N = 160)
Standard Deviation 3.5 3.6
Gain (%) 9.1 1.9

11=11.43>tcrit. =3.3; df = 192; p <0.0001
Source: Research Data
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CONCLUSIONS

1. The results of service style flexibility and seevieffectiveness lead us to
conclusion that this group of service persons ndedceive traimg in terms c
serviceskills, once they need to have more flexibilitystyles and to be able to |
the appropriate style depending on the situatiorviBus studies (HERSEY, 2000
suggested that by having this new profile this grotiservice persawill be able t
deliver superior serviceand build the rapport necessary for strong and ramg
customer relationships.

2. Once the study uncovered a moderate to high pest&lation betweenesvice
persons’ servicing style flexibility and servicirgffectiveness with theustome
satisfaction levelthis reinforce the need for training enhancing itmprovement «
the relationship betweerervice persons ancclients, which is beyond anyervice
technique (Leboff, 2011).

3. The research has shown a positive influence of3bevice Training Program,
delineated in the Appendix, on the day-to-day serviariables either in terms
physical significance or of statistical validity #hfe results.

4. The Situational Service Model helped in providihg servicgpersons with a practic
way to deliver superior serviceand build the rapport necessary for strong
enduring customer relationships. Its diagnosticcedores and prescriptive acti
prepare the service persons to math appropriatecsey behavors with varyin
degrees of customer readiness. By understandidi@aplying the model theesrice
persons can develop the competencies necesdny a true professional in a wc
where the unique competitive advantage through hvhity organizationeafine itsel
Is the service.
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/ RECOMMENDATIONS - GENERAL

1.2.1 General
1. The use of the presented Servitaining Program should be done cautiously di
the fact that the study was limited to BSazilian organizations, using rather si
samples.
The Service Training Program should not be seemasolated contribution in the proces
improving sales performance. Rather, it must bertesl in the course of a comp-wide ant
multidisciplinary effort to reach paramount perf@mee results. This effort should involve
people of all levels in the organization and shddccongruent with the philosophy of 1
company.
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/ RECOMMENDATIONS - SPECIFIC

1.2.1 Specific

1. The samples used in the study were rather smallefre any extrapolation from
results of the research must be done with caution.

2. In future studies of the same nature a 360 degvpramal, as far as servisgyle, styl
flexibility and service effectiveness are concert, would be highly recommend

3. Additional researches of the same nature involargger sample sizes, other typds o
organizations and conducted in other cultures eyehhrecommended.
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