Maximizing customer feedback in FM
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The FM challenge

Delivering the right services
Service ‘quality’

. Utilising customer feedback

Q&A



The FM challenge
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Theriault (2011)



“The strategic role of
facilities management in
business performance”




Justifying the value of FM

Contracted \/alue centric

Silo Services Bundled FM FM ?

Cleaning, Security, * Mechanical * Technical FM * More of the same
Maintenance, * Electrical * Security/Reception * Change for changes
Switchboard, Catering, * Cleaning * Cleaning/Catering sake

Mail-room, Office * Catering _

services. * Security With | Or

Team administrators Then. ... * Silo suppllers _ . Integ_rated Property
Office managers « Mail-room competing alongside Solutions not TFM
Limited specialist * Reception * Greater flexibility
providers, small local . Revv_ard for V_alue
suppliers Then * |ITC integration

Corner shop mentality * Management



FM influences of the future
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The cloud Everything as a Whole life Talking spaces

service integration
Collaboration The social age Sustainability Infrastructure

and partnerships



Delivering the right services






Demonstrating value to customers

On a scale of 1-5, how strongly do you believe that:
FM as an industry has done well in presenting the
strategic value it delivers to customers

6.6% 8.0%

Professionalising FM

A snapshot survey of industry attitudes conducted by RICS

Decemnber 2010

48.2%

® Strongly disagree
® Disagree

® Agree

@® Strongly agree

® Don't know

rics.org




Shaping company image

‘Facilities management is concerned with the
and the
to ensure that...

... customers are provided with
and that the public form a favourable

4

Alexander (1992)



Service ‘quality’



Service ‘quality’

The standard at which an organisation thinks
it is delivering FM services can often be

from the perceptions of
the customers/users receiving the services



Service quality fails when there is a gap between customer

expectations and perceptions ... measuring perceptions helps
understand expectations




Perception-expectations gap

CUSTOMER SERVICE ORGANIZATION
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Parasuraman (2004)




Outside-in service delivery

Service provided

OPERATION
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Source: Johnston et al (2012)



Maximizing customer feedback



The delivery-feedback gap in FM

Solution — to develop a customer

wants and
orrgne thinks performance measurement system for

FM

4 Listen to
Br lent what client
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The balanced scorecard

Financial
*To succeed ?
financially, how ‘*‘o,f s‘g
v S5/
should we (WATLIES
appear 1o our
shareholders?"
* Do we use a balanced
Customer ' internal Business Process
Toahowow  /@/s/ /s | i Tossisyor /78 Je scorecard _of performance
veonhow - ($/8/&/$ i shareholders  /&/ S/ &/ measures in FM?
should we SATLTES "‘1 and f"> and customers, 6°~!~9/\°&$
appear 1o.our . Strategy ' what business
customers?* 1364 ! processes must
Lj— we excel at?”
Learning and Growth
*To achieve our ; & .\@
vision, how will g@a@'@
we sustain our /> SIS
ability to s S
change and
improve?®

Kaplan and Norton (1996)



Missing pieces

Lack of performance measurement research from a
customer perspective

Lack of knowledge on how to manage customer
performance indicators

Lack of information on what customers think about
service delivery to help add value to business

Lack of benchmarking data to understand generic
levels of customer satisfaction




p— 7 Measuring Y — Linking
IMPORTANCE OF informationto
CUSTOMER SATISFACTION company strategy

INCOMPANY (31)

(79)

FEEDINGBACKON
CUSTOMER SATISFACTION
INCOMPANY
(75)

Client
Expectations
(29)

~ Staff-dlient
relationships
(35)

Dissemination
of information

Potential (44)

benefits

" Different > (48)
Content
systems

(22)
(21) BENCHMARKING
CUSTOMER
SATISFACTION IN
EFFECTIVENESS OF COMPANY
CURRENT CUSTOMER (48)
SATISFACTION SYSTEMS
(77)

‘ N > Overall
Frequency improvement HIGH LEVELTHEMES
e (8)
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Next steps



Next steps...

The development a good practice guide on
customer satisfaction in FM

In-depth interviews with FM supply chain in the
US
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Summary

Professionalising FM requires an understanding of taking an outside-in
service delivery approach

Understanding customer expectations and perceptions will influence
the ability to deliver FM services, however this is never easy to
determine

Working through gaps in perception and expectation should be an
ongoing assessment

Better measurement of customer satisfaction will enhance FM service
delivery



Thank you for listening

Dr Matthew Tucker
m.p.tucker@ljmu.ac.uk
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