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presentation

PROhumana is an independent, non-profit, non-partisan and self-sustaining
Chilean organization founded in 1997 that sees itself as a DO TANK, operating under
reflexive and critical perspectives. In April 2017, it undertook a process of dialogue
and awareness building around new company-customer relationships with the goal
of gathering different viewpoints, opportunities and challenges in the area.
The Roundtable format was used in order to bring together Sustainability Managers,
Customer Managers, Marketing Managers and Commercial Managers of the principal
domestic companies. The goal was to identify the importance this relationship has
for business strategies and how this connection is created using quality service,
transparency and respect for consumer rights for the sustainable transformation
of the society.
PROhumana was sponsored for this initiative by Banco BICE, BICE Vida, Coopeuch,
Salcobrand, SURA and VTR. Strategic alliances were also formed with the
Confederation of Production and Trade (CPC), and the Federation of Chilean Industry
(SOFOFA).

Focus of the Roundtables
Without a doubt, the customer and their manner of relating to the company have
changed in recent years. The customer of today is looking for quick answers, a
high level of service, recognition, and above all, relationships of honesty and
transparency with the company. All of these elements are based on quality service,
which creates a degree of loyalty and valuation on the part of the customer in
addition to increasing the company’s competitiveness.
This is an entirely new paradigm. Furthermore, it is taking place in the context of the
availability of a great deal of information on various platforms that increases the
level of demands made upon a company.
This new paradigm not only includes customers and/or consumers who are more
informed and exacting in terms of quality, speed, fair prices and transparency, but
also exacting brands and/or companies that expect behaviors out of their customers
and/or consumers that are in line with their sustainable visions.
The latter, in many cases means the company discriminates against groups of
people that aren’t in line with the sustainability strategy. In short, this is a customercompany relationship that includes greater demands on both sides in a context of
total transparency.
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presentation
Chart with contextual data:

National Customer Satisfaction Index (INSC) of
70% dissatisfaction at the customer level when
assessing a product and/or service provided by a
given brand or company1.

Cadem Survey: 84% of those surveyed hold the
perception that the large companies are the main
guilty parties in consumer abuse and 87% think
that these abuse cases are typical practices of
these companies2.

Best Customer Experience Ranking3 shows
that safety, commitment and deception are the
emotions that determine if a customer stays with
or abandons a company and why they purchase
more products or instead turn to the competition.

1. The National Customer Satisfaction Index (INSC) ProCalidad in 2015
2. Study No. 154 Cadem Survey December 2016, Public Square Website: http://www.cadem.cl/encuestas/
3. Ranking assesses more than 13,000 consumer opinions from 130 companies of various sectors in
Argentina, Brazil, Chile, Colombia, Spain, Mexico, Peru and Venezuela.
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strategic allies

sponsors

The Roundtables “Transforming relationships: Customers and Companies, a new
paradigm for demands and transparency” was created as a space for reflection,
engaging in dialogue and building awareness about the subject of the new companycustomer relationship. Forty five Sustainability Managers, Customer Managers,
Marketing Managers and/or Commercial Managers participated.
This process of dialogue was made possible thanks to the support and participation
of a group of businesses and institutions. They saw an opportunity in this Roundtable
event to engage in debate around the role of the company as relationship and
culture transformers and this new paradigm.
They are part of the success of this initiative. We extend our gratitude to them for
joining in and believing in the need to reflect upon and discuss the customercompany relationship in order to identify how this link is built upon quality service,
transparency and respecting consumer rights.

acknowledgements
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mentioned in the
2017 roundtables
“There is a lot of work to be done to
understand what we are facing; expectations,
promises, the ability to question, and the
capacity to understand”.

“Today it is even more difficult to
trick the customer.”

“If there’s no customer, there’s no
business. We have forgotten that we have
to comply with the contract.”

“The challenge is how to make the company
truly listen to the customer.”

“Chileans like to feel welcomed, to feel a
touch on the shoulder. Sometimes this is
interpreted as service.”

“There are customers who try to take advantage
and the first thing they say is: ‘how much are you
going to pay me for this mistake you’ve made?’
This risky relationship of losing the customer
has to be evened out.”
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8. Cristián Ariztía
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11. Eduardo Pooley
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Metro of Santiago
Former Corporate
Customer Affairs and
Sustainability Manager

Bice Vida
Assistant Manager of
Marketing and Customer
Services

Cencosud Supermarket
Assistant CSR Manager
and Studies

VTR
Commercial and Client VP

SB Companies
Customer Experience
Manager

Honda Motors Chile S.A
Corporate Affairs Manager

Coopeuch
Assistant Manager for
Savings and Insurance
Partners

Esval
Customer Manager

Nestlé
Consumer Services
Manager

Banco Bci
Marketing Manager

Entel
Customer Care Manager –
VP of Personnel

LG Electronics Inc. Chile
Marketing Manager

*The charges correspond to the time when the tables were held.
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13. Eduardo Valencia
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15. Francisco Guzmán
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18. Gonzalo del Real
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20. Jacqueline Balbontín

21. Jessica González

22. Jorge Valdés

23. Juan Eduardo López

24. Laura Aldayuz

SURA
Commercial Manager

Telefónica
Ongoing Improvement
Assistant Manager

Banco Santander
Corporate
Communications and
Sustainability Manager

Banco Scotiabank
Vice-president for Human
Resources and Corporate
Affairs

Banco Bice
Marketing and Commercial
Services Manager

Paris
Customer Process
Supervisor

Transportes Bolívar Ltda.
Sustainability Manager

Industrial Food
Trendy S.A
Sales Manager

Banco Bice
Corporate Personnel
and Human Development
Manager

Enex
Corporate Affairs Manager

Banco de Chile
Customer and Marketing
Area Manager

Paris
Special Program Manager

*The charges correspond to the time when the tables were held.
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25. Loreto Silva

26. Marcela Ibarra
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30. M. Marta de Aguirre

31. Maricarmen Sirvent

32. Marlyn Sapiains

33. Matías Bascuñán

34. Mauricio Tuteleers

35. Nicole Sansone

36. Oliver Negrete

Latam Airlines Group
Corporate Social
Responsibility Supervisor

Hotel Plaza San Francisco
Commercial Manager

Microsoft
Marketing and
Communications Manager

Latam Airlines Group
Customer Service Manager

Empresas SB
Assistant CSR and External
Communications Manager

Hertz Rent a Car
Sales and Marketing
Manager

Falabella Retail
Customer Service Manager

Abertis Autopista
Commercial,
Communications and
Institutional Relations
Manager

Nestlé
Consumer Services
Specialist

Easy
Marketing and
Sustainability Manager

SURA Chile
Customer Manager

Coopeuch
Division Manager for
Locations, Channels and
Agreements

*The charges correspond to the time when the tables were held.
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37
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37. Omar Melo

38. Pamela Arancibia

39. Pamela Lagos

43. Ruyman Caballero

44. Simone Tripepi

45. Verónica Lewin

Cencosud Shopping Center
Customer Services and
Experiences Manager

Peugeot Chile S.A
Sales and Network
Manager

Eurocorp
Customer Service
Supervisor

Enel Distribución
Distribution Market
Manager in Chile

Falabella Retail
Social Responsibility
Manager and PHE
(Education Program)

40

44

41

42

45
40. Raimundo Tagle

Consorcio Seguros S.A
Marketing and Customer
Manager

41. Renato Palominos
Metrogas
Customer Services
Manager

42. Roberto Fierro

Watt´s
Sales and Export Manager

L’Oréal Chile
Communications,
Sustainability and
Institutional Relations
Director
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mentioned in the
2017 roundtables
“We have to build the processes using
the customer’s experience map”.

“I think it’s time to leave behind
the good intentions and turn
them into actions.”

“Sometimes you hear the customer saying:
It took you only one minute to sell me
something, but when I have a problem
it takes you five days or more.”

“Seeing a complaint as loyalty in
disguise, because complaints really
come from loyal customers.”

“Today we can’t talk about capturing
customers. It’s about attracting customers,
meaning we have to change our internal
nomenclatures.”

“I also think the customer is
not always right and to make them
think so is to trick them.”
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methodological
information
This report contains the analysis of the reflections and conclusions of the
Sustainability Managers, Customer Managers, Marketing Managers and/or
Commercial Managers arrived at concerning five questions about the new customercompany relationship. These were answered under the framework of “Roundtables
on Transforming Relationships: Company and Customer a new paradigm for
demands and transparency”.
General Objective
Create a space for reflecting upon and discussing the customer-company
relationship in order to identify how this connection is built upon good service,
transparency and respecting consumer rights.
Specific Objectives
_ Involve company leaders in developing a strategic vision about the importance
of changing the relationship between customers and companies towards one of
sustainable demands and transparency.
_ Identify the benefits associated with a sustainable transformation of societies by
means of companies and customers oriented toward creating a new relationship
model.
_ Identify the principal discourse around the value of offering and promoting a
demanding relationship and transparency between the customer and company.
_ Identify the primary tools used in building and transforming the customer and
company relationship.

_ Learn about and choose perspectives and ideas concerning the importance of
a lasting customer and company relationship for the profit and viability of the
business.
_ Establish current and future challenges in terms of customers and create bonds
of trust to promote the move towards a relationship of sustainable and transparent
demands.
_ Design actions that corroborate the correlation between promoting and changing
into a relationship of sustainable and transparent demands along with the
economic, social and environmental sustainability of the business.
_ Strengthen the network of people for promoting and/or developing best practices
in order to build relationships structured around sustainable and transparent
demands between customers and companies as a way to encourage Sustainable
Human Development.
Methodology
The discussion group methodology was used. It was directed by a moderator with
a maximum of 14 people per table. The information was analyzed using a technical
analysis of discourse and content. The total time for each Roundtable was a
maximum of approximately 90 minutes.
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methodological
information
Discussion Group

Research Questions

The discussion groups are a technique for gathering qualitative data. They have
been used in various fields of sociological research. The possibilities in the arena
of creating learning has been widely used and valued.

The conversation revolved around five questions concerning the company’s role
as transformer of relationships and culture under the framework of new company
and customer relationships, just as the methodological and theoretical background
information did.

The discussion group helps clarify various discourses and trends and can be
designed in two ways:
1. One in which the homogeneity of the group is certain, i.e. the members have
similar sociodemographic characteristics.
2. One in which representatives or individuals from various backgrounds are
included and they are involved in the issue at hand.
In the case of the “Roundtables on Transforming Relationships: Company and
Customer, a new paradigm for demands and transparency” the second methodology
was used, since the goal was to identify the principal discourse characteristics of a
specific group of actors.
Four roundtables of a total of 45 people from April 4th through 7th of 2017 were
conducted for this study.

The questions included in the research and for reflection in each group are as
follows:
1. How do we assess the company-customer relationship?
2. What are the Gordian Knots that allow us to do progress or improve regarding
customer relationship?
3. What doesn’t the customer understand in terms of service and their expectations?
4. How can we achieve customer loyalty?
5. What is the connection between a successful relationship with the customer and
what is the value they place in the sustainability of the company?
The discussion analysis was conducted for each question, identifying the primary
analysis points and discourses uncovered for each response.

Intellectual Property of PROhumana Foundation. Prohibited its total and/or partial reproduction without previous authorization.

#MesasPROhumana #Clientes

17

mentioned in the
2017 roundtables
“Oftentimes the very customer tells you what
the solution should be. It’s enough to listen to
them. Frequently they just want their worries
to be allayed and to have a space in which to
feel unburdened.

“When you have millions of customers,
its not millions that are complaining and
trying to cheat you. That’s 1% of the customers.
This is then where as a company we start to
regulate using the exception to the rule; for
the 1% and not the 99% who do things right
and are your best customers.”

“In general, we have worked mostly on
the costs of exit rather than on loyalty.”

“We have been responsible for
creating expectations and I think
it is a barrier that we have to
start to overcome.”

“We are prepared to give answers
but not to ask questions, so we end up
with ineffective dialogue.
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1.
How do we assess the customerbusiness relationship?

The Roundtable discussion participants carry out a detailed analysis of the
relationships they have established with their customers. This is a profound
analysis that goes beyond the purely transactional approach, and the link with
the customer becomes more relevant. It shows that there is an evolution in
this kind of relationship, mostly determined by external elements that have not
been considered properly before. Some of these are: the evolution from a mere
transactional relationship to a more emotional/personal one; establishing an
asymmetrical relationship and creating a more empowered and exacting customer.
Lastly, new tools arise for bonding and learning about each other.
“Currently, we are moving from transactional relationships, which used to be the
way we would normally bond in business, to more emotional relationships. These
types of interactions are at the same time responsible and more thorough, not
based on the intention of selling empty promises”.
“We stopped thinking that we have only transactions. Today we have relationships
with people. This means that the work involves listening to the customers”.
Based on this, the participants of the Roundtable discussions make clear that
the relationship with the customer is going through a process of transformation
as a consequence of the changes taking place both in Chile and globally. They
recognize they have to see the customer in a new light with different intentions and
to develop a more personal connection. They conclude that now there is a richer
customer definition in terms of its qualities.

“At first, we had consumers coming to us with a need and there was not much
competition. Soon they started being customers, and we used to ask ourselves
how to attract them, how to win them over our competition. Today, we need to
talk about a combination between consumer-customer-citizen”.
“As companies, we have had to rapidly adapt and manage new tools, to enter a
world where we are equal and able to respond in the way you would respond to
someone who is close to you.”
“The customer-business relationship has to be more humane, one where we are
able to satisfy their needs, questions, doubts”.
“Figuring out what the customers need and to evaluate those needs is a matter
that is undergoing a process of transformation”.
“I believe that today we are transitioning, and this is probably a transition
towards a more emotional relationship with the customer”.
“Chileans like to feel welcomed, to feel a touch on the shoulder. Sometimes this
can be interpreted as service”.
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1.
How do we assess the customerbusiness relationship?

Nevertheless, they also admit that there is a degree of difficulty in assuming and
implementing such changes in these relationships. As the participants have shared
at the Roundtable, we are talking about a deeper transformation taking place. It
should move from the base up to the top of the corporate structure.
“The project of turning the script around is difficult. It means postponing
profitability in some way and focusing efforts on developing a relationship with
the customer, which is what is happening to companies today”.
“It is not so easy to make the decision to change when you are used to achieving
results in one specific way. And I believe there has been some stagnation in many
companies”.
“For many years we have managed companies and we learnt how to do it in a
particular way, but today we must make a change, and that change is not on the
‘other’, it is a change in me, in the company”.

different to the one we used to have. So, once that asymmetrical relationship broke,
we went from measuring the customers, to be measured ourselves”.
“Today, companies are measured, but measured by whom? By the customers.
And they are measuring aspects that we had not really considered. We had KPI
measuring variables, satisfaction studies, but today customers are expecting
things that go beyond those technical measurements. They are expecting us
to make commitments as if we were citizens accepting the responsibility of a
leadership position, regarding the development of the city and related topics, as
well as their wellbeing. Therefore, we have fallen short in the way we measure
that relationship”.
“The customer is more empowered, demanding and wants things with immediacy.
The customer today is also more aware of their own rights”.

One of the elements of change that they reveal is that before it used to be the
companies that were taking the lead in the relationship, and today this reality has
changed. It has become a more asymmetrical relationship.

“Nowadays, the customer comes and requests a service. They ask for a product
and they have already done their research on it. They come with their doubts,
questions, uncertainties, and they are really well informed, so you have to be
very honest”.

“We went from an asymmetrical relationship where companies had all the information
and the customers were much less informed. This asymmetrical relationship is
broken. Nowadays, customers have the power to inform themselves, which is very

“The customer expects a much more horizontal and one-to-one relationship with
brands. In the old days, brands were used to addressing the masses; today the
customer expects to be treated using their first and last name, as if they were unique”.
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1.
How do we assess the customerbusiness relationship?

“The customer has a series of tools that they manage better than companies.
This helps them know where to search, where to ask, where to demand, where
to complain, where to congratulate, as if it were a relationship between friends
and family”.
In this new framework of decreased asymmetry, Roundtable participants understand
that the relationship with the customer must have an honest focus with an emphasis
on collaboration that is equivalent to service.
“There has been important progress in regards to how companies understand
that the customer is not a problem for them; rather they are the ones creating
meaning for their everyday life”.
“This customer is at a much higher level, from where we are called to compete
with others”.

For the purposes of bringing this first question to a close, however, we can highlight a
couple of reflections made by two of the participants of the Roundtable discussions.
They interpret and describe the current times that companies are living in in terms
of their relationships with customers, leading to a better understanding of how to
define and assess that relationship:
“We are not native in this world of emotional relationships; therefore, I feel that
we are still tending to seek out tools that will allow us to modify our customers,
because we are used to shaping the customers, and we spend time trying to
make this tool more sophisticated, instead of centering on the relationship”.
“For a long time we kind of blocked out that in the everyday life we are people
and we relate to each other, and when we got to the company we stopped being
humans. The customers were not people anymore and we tried to construct a
model of this relationship. We thought those relationships could be shaped,
but when we left the company and became consumers, we were looking for
different relationship”.
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
In terms of improving customer relations, the Roundtable discussion participants
identified an interesting variety of elements. These went from technical or
instrumental aspects to factors oriented towards the way of establishing the
relationship and/or underlying values that go beyond the bond.

“Today we are rethinking how to push the right incentives. I believe that
companies in Chile have had the incentive scheme geared more toward selling
individual products and services, rather than being oriented to the customer”.

One of the aspects that came up repeatedly during the reflection period was that
businesses create their own expectations when it comes to their customers. The
Roundtable participants recognize that companies have been slow in terms of their
reaction to move towards a better customer relationship and to focus strategically.

They refer to the weak aspects of the service cycle, which causes various impediments
to a better customer relationship.

“We are not prepared to deal with a troubled customer. We are well equipped to
deal with customers when everything is going well, when they pay, when they
need one of our products. We give them the service and it all works out fine. But if
they complain, if we do not meet their expectations, either because we promised
something that we are not qualified to deliver or because we transmitted a poor
message and the customers are left unsatisfied, we do not know what to do with
them”.
“It is also the responsibility of the company to know itself. Many times, companies
try to be something they are not, and this produces false promises, thus affecting
the rest of the chain and making it faulty. So, the first step is to understand what
I am, what it is that I do, what is the promise I will commit to, and how will I
approach the processes, to then meet the consumer based on that interaction”.

“How should we do it so the customer feels that cycles really do have closure? If
we do not have a solid monitoring system in place tracking how our customers
feel after experiencing a problem with our product or service, I believe there is
very little we can do to make progress. And when this circle is closed, as a business
we can also foresee and protect ourselves from all the possible consequences
that may arise”.
“When we design a product or service, we only think about the positive cycle, and
we tend to leave aside the negative cycle. We see how we develop the product,
but we do not question what will happen if it fails. I believe we still need to be
more thorough in the overall development of how we deal with a customer, and
not only on how we offer them a new product”.
“We like immediacy. We try to avoid the process and head straight to the result: good
marketing, a good ad campaign. We attend to our customer in the sales room and
they buy our product or service, but when they face an aftersales problem, the system
no longer works well. When they call to fix it, the process is not properly defined”.
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
“In general, we do not take responsibility and analyze what the customer
‘moments’ are. We don’t develop a strategy for each one of those ‘moments’.
Ultimately, it is a lot easier to do good marketing, but we do not realize that the
good marketing creates expectations”.
Many of the Roundtable participants recognize that the service they provide as a
business is not all-encompassing, because they put a great deal of emphasis on the
beginning of the relationship when they do the selling. However, they have to deal
with very poor quality in the aftersales process. This is also noted as an obstacle to
progress in the relationship with the customer.
“This generally happens since for a very long time now, companies have decided
to automate their services. This is how they save time and resources, and think
that in some way this process will be easier and quicker”.
“When we consider sales topics, the whole process is very clear, and there is
investment in technology and dedication. However, we still have a long way to go
regarding aftersales. Customers always complain”.
“Aftersales needs time and investment. This is something that is still pending
and we have to make progress”.

In terms of service delivery, the Roundtable participants recognize we are missing
a culture of service. It is absent not only in the corporate world, but also at the
general societal level and is devalued within the companies.
“Poor adherence also influences customer service, because we are not a country
with a service-oriented attitude, so we have to create these systems”.
“It is very difficult to reconstruct customer trust when not all the company
believes it. We do not have a service-oriented attitude. People see service from a
pretty derogative perspective”.
“It is important to note that as we promote external service, we must also promote
it within the company so that it can be valued”.
“It is relevant to also make an important distinction between friendliness and
service, because there are companies that are very warm, but they do not resolve
issues. There are others that are colder to their customers, but they resolve their
problems”.
When we talk about service, it is impossible not to include personalization as part
of the analysis. Behind every business and every brand, there are people that relate
to the customer, and meet their needs, requirements, complaints, etc. Another
identified Gordian knot, concerns how workers relate to the customers.
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
“A point we need to focus on always, is empowerment and training, or the skills
we equip our people with when they are in contact with the customer”.
“Many times because of the lack of training, lack of conviction, because it is the
first job, or for different reasons, that relationship is based on a huge inequality,
because the person is new or is rotating shifts. Moreover, when the relationship
with the customer is good, it is transparent. But when is not good, the brand pays
the consequences”.
“It depends a lot on the representative. The same service delivered by two
different people can be very different. So companies also depend on the people
handling the customer experience directly”.
“There is a big bottleneck regarding personnel. As a company you mean to deliver
good service, but in practice, very few actually achieve this”.
“Our companies have a great staff turnover. In six months from now, 50% of the
staff will not be there anymore. So how do we do this?”
“Taking care of the people who make up the company is a very important job,
because in the end that is what creates the affectiosocietatis. If you do not like
the company you work for, it is difficult to think you are going to deliver a great
service using all the tools you have got”.

“Our collaborators are the ones dealing directly with customers, we are focused
on training and also on benefits that we grant our collaborators, so they are
happy and they can feel identified with the company they work for. Nowadays, a
happy collaborator makes a happy customer, and that is very important”.
They reflected about the messages transmitted to collaborators, regarding the
training arena and the action guidelines that the frontline collaborators are given.
The Roundtable participants recognize that on occasions, there are conflicting
instructions that make good relationships with customers difficult. Some of these
are the differences in goal setting, or the assumption of parallel agendas among
the different areas of the company. This could undermine good service delivery and
they aren’t able to ask the customer questions.
“Contact personnel are prepared to answer, not to ask the customer questions,
so nobody is listening to each other. The executive gives you the script and they
only follow the script. They lack resources. It is necessary to teach them how to
ask the questions”.
“It is important to try to have consistency between the reasonable ways of dealing
with customers and which things are rational or unacceptable, because workers
also need to be respected”.
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
The Roundtable participants pointed out that there is another element conditioning
the relationship with the customer that also affects performance and service quality
delivered by the frontline workers. We are talking about the time they dedicate or
can dedicate to each customer, which often times conflicts with the quality goals
imposed by managers.
“After all the effort made by marketing so that executives deliver good phone
service and transmit a good message, when a customer calls the call center,
their KPI is the time used in the call. So it makes no sense. The metrics we use to
measure executives are confusing”.

“Artificial intelligence is going to deliver a good service, it is going to respond
in time, but the problem is that is going to pull clients away from us. Therefore,
the topic to resolve is: how to keep those customers that want our service
close to us.”
“Artificial intelligence might be a great threat. We would have to ask ourselves if
that is what customers want.”
Continuing the discussion around closeness, which is seen as one of the main
quests for companies, the idea of simplifying certain aspects was brought up in
order to make progress on the relationship and leave the technicalities aside.

“We focus on the time-answer, but I believe that we are forgetting about the quality.”

“One of the bottlenecks is that we are not simple.”

“We set goals that condition the actions of a person, and it is important to see
how this affects them, because they are the ones who have to give the service”.

“We are surrounded by technicalities that complicate the relationship a lot more.
We have to learn how to relate considering the simplicity of the vocabulary to
be used.”

Continuing with the thoughts around the importance of the employees in their
direct relationship with the customer, let’s consider the discussion around
‘artificial intelligence’. This is a resource that is relevant and pertinent to the
times we are living in, but it is also complicated for some of the participants of the
Roundtables, because it could also undermine the relationship with customers,
and therefore, is also seen as an obstacle. This topic has not been discussed and
reflected upon in depth yet.

“As a company, we must behave in a more familiar way, more realistic, without
forgetting the professional side of things; to be clear on what you are selling, and
clarify doubts using familiar language”.
Furthermore, it is key to break down the inertia and attitudes that are installed in
society, and that affect the bond. The participants mainly refer to the feeling of
distrust, which does not permit the creation of a good relationship with the customer.
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
“There is mistrust at the base of any relationship, be it between individuals or
with customers. We are facing a great challenge here”.
“Chile is today a country of angry people, and this influences their relationship
with the companies”.
The approach of simplicity that the Roundtable participants refer to is directly
linked to the way they communicate with customers. This relates to new standards,
which condition their implementation and demand more transparency with the
purpose of establishing trust-based relationships with the customer. Most of them
coincide with the fact that you have to be very careful when managing companies
and the demands they are facing today.
“How do we create the symmetry of information, the simplicity? It is not easy, given
the speed that regulations have progressed with, which give more information to
people, while the company tries to reduce those asymmetries“.
“They are making more standards, some of which are really valid and we need to
take responsibility for them. There are others that will bring us bigger problems
if we do not start eliminating them. I believe the issue of trust is not because we
are doing it worse than before, but because it has become evident and demands
have been set in place. Some are valid, and others are not necessarily so.”

“Different standards have been created, and they have confused the relationship
and have confused us all in some way, both the consumer and us as a business.
If we translate this into information and action, there is nothing new, but we are
not doing as well as we could be doing for the new standards”.
“It is necessary to raise the standard of communication, transparency, to deliver
effectively to the customer the precise elements regarding our management
behavior.”
“Companies must be clearer with customers; they have to know the rules of the game.”
“I believe we are not effectively communicating what our value proposal is when
it comes to customer behavior.”
“As a company, the challenge is to keep these masses of customers or potential
customers nearby, and one of the ways to do that is by using all the tools used
nowadays and through innovation. That is, if we continue to look at the business
in the way we have always done, what is probably going to happen is that
suddenly will be someone who is more brilliant that is going to lend them money
in a much more direct way.”
“Companies are realizing that people have more information, therefore we
must shift toward more transparent processes. We have to show the consumer
or customer more of ourselves, more openness. People value the fact that
companies are actively informing people a lot more now.”
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
“This is where I believe we fail deeply. We are frozen with the paradigm that says
that what is communicated is the only thing that contributes to the image and
not necessarily what helps enable customers.”

“We have the challenge of breaking paradigms and understanding that
heterogeneity is here. We have millennials today. From now until 2021, 50% of
the working population will be integrated by millennials, and 60% to 70% of the
purchase force will be made up by millennials”.

Other elements that the participants of the Roundtable discussions identify as
Gordian knots in the customer-business relationship relates to aspects linked to
immediacy and the exposure levels that some companies have. In a scenario of
hyper-connectivity and heterogeneity , where relationships with customers also
happen through social media, companies see their slow capacity to react to these
contextual changes.

“We are not capable of dimensioning how hyper-connected we are going to be in
3 to 4 years. Companies react a lot slower to customers’ expectations, given that
customers are more informed and also hyper-connected”.

“What happens to us as a company is the glass metaphor. Someone put a glass
around us; they see us, record us, tweet us, take photographs and upload them
into Tweeter, Instagram, and Facebook. At any point, in any situation.”
“Our customers used to only be able to share their opinions through written
complaints, and now we have customers transmitting opinions using any media,
so we are really exposed.”
“There is an exacerbation of social networks as a way to harm institutions.
Customers organize themselves in a different way than they used to, and they
generate loud noises because they know that they have got that power and I also
believe that there is a power of choice”.

The Roundtable participants pointed out the issue of the knowing about the
customer’s history as a difficult element when consolidating their relationship
with them. They recognize that companies, in general, have very little vision about
getting to know the digital customer.
“Regarding internet sales: How do we interact as a company through a screen? It
is hard to deliver service, hard to know what the other person is thinking.”
“How do we relate with our customers, because we are not face to face anymore,
we are in front of a screen.”
“How can we know that when a customer calls, I have already spoken to them
five times, and then that the person who answers the call can immediately know
what that customer needs?”
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2.
what are the gordian knots that
do not allow us to progress or
improve customer relations?
But in this supposed ignorance, we are not only influenced by hyper-connectivity
and the new platforms, but also by the real knowledge of those who build customeroriented policies within the companies, and that oftentimes are disconnected from
the dynamics of the frontline in customer service.
“There is a huge gap in between those who create the policies and the people
that are directly relating to the customer. This is a big mistake.”
“It is important to consider how we approach the frontlines. If we continue
immersed in the comfort of an office and we believe that we know everything
just by being there, we are not going to move forward. It is necessary to get closer
to the people, to manage directly from the field where things happen.”
Together with the idea of getting closer to the bond with the customer, the need to
promote service arises, not only externally, but within the company itself.
“If this is not something we promote internally, it is going to be difficult to reflect
it towards the outside world. It would be great if there was some sort of entity,
some sort of organization who taught the subject of service, certifying the basics”.
“Because many times there is no common sense, and something that for
someone seems logical and believes just makes sense, doesn’t make sense
to everyone”.
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3.
What don’t customers
understand in regards to service
and their expectations?
The answer to this question is framed within the scope of rights and duties
customers have in relation to companies. According to the vision of the Roundtable
participants, people feel they have acquired rights to things they seem not to be
willing to earn as customers, and that sometimes relate with their own duties. A
situation they qualify as “superficial” and that causes the relationship to oscillate
between love and hate very quickly.

Contrasting this reality, the Roundtable attendees highlight the fact that between
customers, there is an established belief that says that companies cannot make
mistakes.

“Although it’s true that we have a well-educated customer, I believe this
is forgotten once they want to protect their rights. So it’s like a father-son
relationship: children always want their rights, but it is not clear where the
parents’ rights begin.”

“The customers manage their relationships with companies thinking ‘how is this
company going to fool me’, and the company is relating in the same way to
the customer. There is a challenge to try reinstalling the values of respect and
trust in this company-customer relationship. On one hand, reinstalling respect
towards the customer, but also establishing the duties the customer has towards
the business.”

“We have a very well informed customer in Chile, but when it comes to claiming
their rights, they seem to forget their duties and always bang the table hard, they
treat you really badly.”

“Companies must always deliver. Even if I made a mistake as a customer and I
need a solution, the company does not stand on the same ground. This has to do
with making the company have a more authentic role with the consumer.”

“The Chilean market ‘forgets’ when presenting a claim, and only blames others
for the problems that customers themselves might have even caused.”

Following the same line of thought, the participants then reflected on the work
SERNAC does. They think that this agency should be a connecting bridge between
customers and companies. However, there is no conviction that this is how it
really works.

“There is a lack of responsibility for duties, of being reasonable with what one
asks for and demands.”

“There is a very important player in customers relations. I am talking about
SERNAC. It is vital that the message this agency delivers is clear for our consumers.”

“Customers also need to hear what their duties involve; we must have
communication channels to let them know what the duties are.”

“I believe there is some frustration in this area, because SERNAC is not meeting
expectations in regards to information and communication. It would be really
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3.
What don’t customers
understand in regards to service
and their expectations?
good that throughout this connection with customers, they could take on a
leading role and approach us to help us connect to that ever-changing consumer.”
“Institutions like SERNAC should go further, helping promote a more informed
consumer.”
In another topic, the Roundtable participants perceive and express that customers
request things that companies are not prepared to give, and they also add that,
currently, customers not only buy a product for what it is, but for the symbolic
benefits it gives.
“More demands arise from customers every day, and these demands are given
by the relationship I have with them; the fewer bonds I develop, the higher the
expectations are going to be.”

To bring the reflection around the initial question to a close, the Roundtable
participants do an exercise of looking at themselves as customers and use
self-criticism.
“Sometimes there is responsibility in expecting too much from the other, we are
responsible of letting it pass and not feeding back to the company. I think many
times we do not express when there is poor service, because we think we are
going to have to go through a very long process.”
“If we, as consumers, don’t let companies see where they are failing, it is hard for
them to be able to make these radical changes.”

“The customer does not want the product to be good, because they take that
for granted.”
“Customers have new requirements, and these are things that five years ago we
would have never thought about.”
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4.
How do we attain
customer loyalty?

The Roundtable participants agreed on a rather wide answer to this question: to
build a relationship that is willing to accept change. This is, according to them, one
of the keys for earning customer loyalty.
“I believe the customer loyalty topic is closely related to how powerful my
bond with a customer is. Because, and I insist, I think the natural tendency is
to not change.”
“The way to create loyalty is to build a relationship, and the relationship must
appeal to the values we profess, to the promises that we are delivering and to
the emotions involved.”

In this context, values such as sincerity and transparency are perceived as fundamental.
“Sincerity is highly valued by customers nowadays.”
“It is necessary to be transparent and fulfill the commitments. When you call
the customer and say: ‘I am sorry, I was wrong’, it triggers a unique feeling in
the customer: the company is telling me they were wrong, I have never heard
anything like that before.”
“A complaint that is properly resolved creates loyalty for life.”

“One has to make customers fall in love, and loyalty is a result of them doing so.”

“As each company gets to know their essence and is clear in regards to where
they are heading, it is going to be a lot easier to develop customer loyalty and
understand the customer. We have to begin in our own home.”

“Insofar as I act in accordance with the promise, with the values that I declare as
a company, with concrete facts, I am going to be able to focus on the emotion,
which is the symbolic benefit of our product.”

Another element that came up repeatedly throughout the conversation is the idea
of “taking responsibility”, which is not established as a pure action guideline, but a
strategy to follow.

“To show soft skills and empathy is one of them; the ability to put yourself in
someone else’s shoes, to put yourself on the consumer’s side, of expecting
common sense from the other side as well.”

“The key is to start creating customer loyalty with a new strategy, and that
strategy is how we deal with customers so they understand why certain things
happen in companies.”
“The shift we must make involves dealing with the problem ourselves and not
leaving the responsibility somewhere else.”
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4.
How do we attain
customer loyalty?

“We have to take responsibility. In fact, real industries are doing it already. We
have to look for those same sources of innovation and be disruptive to capture
the new generations. That implies not only the product; it also implies the tone,
the shape, how you communicate, and what you offer. You must leave aside many
models that do not serve their purpose anymore.”
To regulate expectations is also one of the formulas for attaining customer loyalty.
“When we are clear with our first message upon the first moment of purchase, we
are regulating expectations. Therefore, we are being clear. I insist on transparency
and explaining processes.”
“I regulate expectations; I let the person gather information of what they are
purchasing and that helps us avoid unnecessary claims, such as: why are you
selling me this that is high in fat?”
“How do we create customer loyalty? Through education; we show information
and explain the process, which is how that information circle reaches a close.”
Measurement systems are another element the Roundtable attendees propose to
answer the initial question.
“To improve customer loyalty is related to measuring, measuring and measuring.
When we have measuring systems in place inside the company, and we know how
we are doing the service value chain, and we can highlight some successful cases,
people are going to start copying those behaviors we want to have expanded

throughout the company. This is going to result in customers that will most likely
be more satisfied.”
In the field of measuring, the idea of measuring recommendations to others shows
up as a variable that for some of the participants is absolute, mostly in regards to
the new generations, and especially millenials.
“You have to continuously measure the concept of loyalty and others such as
recommendations. Young people and Generation Y currently make choices
through recommendations of their friends, peers, and acquaintances. So maybe
measure those variables that are different, those that are more associated to the
new generations.”
Lastly, the concept of innovation is also underlying the entire conversation, as a
loyalty mechanism associated with surprise and ongoing renewal.
“The only way to maintain a relatively stable or friendly relationship with them
is to constantly offer innovative products, innovative applications, and different
products to target specific audiences.”
“I believe we need to cultivate a relationship with the customers, I think it is
important to surprise them, to rethink the value proposals. We must change the
way in which we work and leave behind our apprehensions, because we don’t
have to fear change.”
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5.
how do you link the connection between a
successful relationship (no complaints) with
the customer and how do you see the value
they place in the sustainability of the company?
The Roundtable attendees started with the premise and viewpoint that the
customer relationship must be built as a relationship between people with a closer
connection than before. They consider the reality that complaints are just one more
element of said relationship, which is not necessarily to be considered as negative
because successful relationships also give rise to complaints.
“I think the issue is not zero complaints, because every relationship has these
problems. The issue is not that they exist, rather how I productively take charge
of these complaints.”
“Complaints are not necessarily negative indicators in and of themselves. You
have to understand it like they are giving you a message and it could be an
opportunity to take advantage of in order to improve our business.”
“The complaint is a terribly important tool for reestablishing relationships,
in order to educate and continuously improve the business. Therefore, active
listening is very essential.”
“Mistakes are considered to be operational risks, thus, the various departments
are less and less afraid of saying I made a mistake because they see it as an
opportunity to create a mitigation plan and prevent it from happening again.”
“As companies, we are responsible for educating our customers and clearly
looking them in the eye and saying, I can’t give this to you. All relationship need
arguments.”

“It is important to create a culture where making mistakes is not a bad thing.”
The vision of the Roundtable participants is based upon a renewed willingness to
understand the relationship with the customer. A focus imbued with the concept
of sustainability that projects new realities when it comes to assessing the level of
success in the relationship.
“Insofar as I am focused on my customers, ensuring their satisfaction and
giving them benefits, I’m automaticallly transformed into a sustainable or
lasting company because my customers will not want to see me disappear. If
we make this connection, this link with the customers once again, the subject
of sustainability will come through. This includes my concern that the products
and value chain are sustainable. From a financial perspective, I’m going to do it
because I’m going to have customers willing to pay for these services. I will be
living harmoniously with the environment and society, therefore, just like all of
those things that bring us benefits, we try to ensure they are maintained over
time.”
“Creating a system that helps us have more faithful customers will mean more
sustainable companies, because without customers, there is no business.”
“The only way for us to have companies that are sustainable over time is precisely
to have loyal customers that we must treat with full transparency and honesty so
that they come back to us and purchase again.”
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5.
how do you link the connection between a
successful relationship (no complaints) with
the customer and how do you see the value
they place in the sustainability of the company?
“I don’t think any business will last if it doesn’t generate value. And this value
isn’t provided by us or our businesses. It comes from the customers.”
“For me, this relationship and emotional connection is not only a matter of
semantics. It is very connected to having lasting relationships. Because clearly,
when the other is important to me, when I design my service around my
customers, I then begin to concern myself less with what I’m going to get because
that aspect will be a natural result. This means if I have a good relationship, I
create loyalty with this customer. I understand what they really need, so the profit
aspect of the business takes care of itself.”
“Connecting with the need. When one begins to understand what the customer
is truly buying, one begins to connect more to this and make this relationship
more lasting over time.”
In their reflections they add another element more connected to the way in which
learning is produced in terms of the customer relationship and it has to do with
leadership.

“In many cases our general manager leads the customer relationship, creating
new services or products. This makes the collaborator feel like part of this
change process which is creating the foundation for a relationship based upon
sustainability with the customer.”
“We all take care of customers. We all work for the customer and if they need you
to explain the contract to them because you are the expert, you have to do it. This
is how you can transmit to the rest of the organization that we are all committed
to this customer. This is how we truly make ourselves sustainable.”
The Roundtable attendees’ reflections on sustainability in general terms are quite
superficial, as they do not discuss a vision of sustainability for the business or for
the management model.
The success factor is given as a way to keep the customer. There is no evidence in
the analysis of a comprehensive management proposal or a transversal approach
when it comes to establishing the company-customer relationship.

“One first step is that hopefully there is leadership coming from very high up that
truly puts the customer and sustainability issues into the agenda and that we all
align ourselves with that.”

Intellectual Property of PROhumana Foundation. Prohibited its total and/or partial reproduction without previous authorization.

#MesasPROhumana #Clientes

V.
Successful
experiences

36

mentioned in the
2017 roundtables
“We have been good at showing the
ultimate promise, but not in showing the
path we have to take to fulfill that promise.”

“There have been more people working
on handling questions than managing
claims. This would be a mentality
of empathy.”

“Asking for forgiveness produces a lot of
results. It changes relationships and the
customer accepts it.”

“Our customers also opened their doors
and we can go in and see what they do,
what they like and how they interact
with our brand.”

“There are those people who have ideas that are
clearly geared towards the sales side and attitudes
that are highly-oriented towards the commercial
aspect. They invent something in record time
without having thought about the whole chain and
obviouslysomething goes wrong. The problem lies
there in the contact points. They don’t know how
to manage customers. The problem is the chain.”
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The Roundtable participants also had the chance to sharesuccessful experiences of
customer relationships. This aspect takes on a fundamental value considering the
thematic orientation of this conversation topic. It invited reflection upon the need
to transform the company-customer relationship in a context of a new paradigm of
exacting expectations and transparency.
Experiences and best practices shared by the Roundtable participants are
presented below:
“Having a smaller customer portfolio per sales executive is probably what makes
the difference.”
“The bank has been developing a way of measuring and regulating the link
between the executive and the customer.”
“We have focused on the issue of the service approach within the company. It’s
not only requiring sales goals through measurements of NPS, which is what
is commonly used in businesses, but also using the NPS internally from the
management areas towards the sales departments.”
“We have partners, not customers. We work hard on the rights they have as
partners in a cooperative. We focus on duties.”
“We have created a list of ten rules for the front desk, basically reporting the
highest number of frequent mistakes or customer complaints and creating a list
of ideal responses in order for our collaborators to provide a proper solution at
the sales desk.”
“We have a support unit for our associates that is comprised of five executives who
are working at a type of internal call center. So when a customer representative is
working with a member in person and doesn’t understand something, they can
call the support unit directly to ask for assistance with the service.”
“A campaign has been designed for all areas of the Company in which the first and
most important consideration is the customer. Work has been done with minigroups to inform them about procedures. It has been a great experience because
each mini-group has assessed their performance style and we are empowering

them to attend to customers. We can more quickly measure customer satisfaction
which is also connected to employee satisfaction.”
“We have a project that everyone in the company must go through. All of us 3,200
people in the Plaza Italia office have to go on-site and see how we can help. The
idea is that we can observe and say ‘I can fix this’.”
“We’ve created a Circle of Service Excellence due to the diversity of companies
we have. We get together to think about what the service is that we are giving to
our citizens.”
“We have work committees based around the responses and comments our
customers give us that helps us take steps to fix the areas where we are weakest.”
“We have opted to hire foreigners as they care for customers much better than
Chileans do, such as Haitians.”
“We have four years of experience with the Consumer Consultation Councils and
SERNAC systematically participates in these councils. They have been part of
the dialogue, which is extremely transparent. We have an agenda to continue
showing them the positive things as well as the negative things and how we will
resolve them.”
“Trust is an attribute that we have been consistently and systematically measuring
with our partners for quite awhile now, so that we can see how we’ve progressed
in terms of reliability.”
“We travel to more developed markets and more or less understand how things
are going. We know what will be up against in the coming two years.”
“A few years ago we began to conduct working sessions with the media, to
travel together with the media that are relevant to the area and to participate in
working sessions wherein we tell them things, but also answer questions. I think
this is a very valuable opportunity for figuring out best practices.”
“We have an ongoing improvement process that arose from complaints, but it’s
like dirty laundry. You have to wash it at home.”

successful experiences
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