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1) Mr. Chen Yongchang, Singapore
2) Dr. Geoffrey K. F. TSO, Hong Kong
3) Mr. Raekwon Chung, Republic of Korea
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Country Participant

1) Bangladesh Mr. Ripon Saha

Research Officer
National Productivity Organization (NPO)

Ministry of Industries

2) Cambodia Mr. Chamroeun Tea
Deputy Head
Human Resources and Training

Vattanac Bank
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Country

Participant

3) Republic of China

Ms. Huang Jo Yu
Lecturer, Consultant

China Productivity Center

4) Fiji

Mr. Jitendra Singh
Senior Training Instructor

Fiji National University

Ms. Rosa Sarote Motufaga
Manager Customer Care Services
Corporate Services

Ministry of Employment, Productivity and Industrial Relations

5) India

Mr. Prem Narayan
Deputy Director General (CRM & Logistics)
UIDAI

Ministry of Electronics and Information Technology

6) Indonesia

Ms. Astri Christafilia Litha
Head Section for Productivity Cooperation NPO Indonesia - Directorate

for Productivity Development, Ministry of Manpower

7) Islamic Republic of

Iran

Mr. Mohsen Ranjbar

Administrator of Public and Commercial Services

Consumer & Producer Protecting Organization

8) Lao PDR

Mr. Vongsaysana Sayakoummane
Acting Head of Industry and Handicraft Sector

Office of Industry and Commerce of Khammouane Province (OICK)

9) Malaysia

Mr. Izzul Ikhwan Bin Ishak
Assistant Manager

Malaysia Productivity Corporation

10) Mongolia

Ms. Myagmarsuren Ulziijargal
Social Insurance Inspector and Representor/External Trainer

Social Insurance Authority in Orkhaon Provinces

11) Pakistan

Mr. Muhammad Mohsin
Director Research & Development

Grand Engineering (PVT) LTD
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Country Participant

12) Phillipines Dr. Abubakar S. Asaad

Acting Director |l
Statistical Methodology Unit

Philippine Statistics Authority

Ms. Mae Abigail C. Oberos
Senior Statistical Specialist

Philippine Statistics Authority

13) Thailand Ms. Urasa Sriboonlue

Consultant

Thailand Productivity Institute

14) Vietnam Mr. Anh Hung Le

Staff
Training Department

Vietnam Certification Centre (QUACERT)
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1) Ana1ns Mr. Chen Yongchang, Singapore %adanisussenatlsznavfioe

= Measuring Customer Satisfaction in Singapore — The Singapore Journey

= Making Customer Satisfaction Relevant in the Service Sector: Moving beyond the
Standard Customer Satisfaction Models

= Developing a Customer Satisfaction Measurement Tool for the Retail Sector

feanansnaguilaziudndn L

" gaaunssnLInsludssinagenluiaiaraliidu 60% 109 GDP uazinliiinni9s8neeu
73.6% Wil 2017 dehadlETnnsantupoadiaaluniging (Institute of Service
Excellence) FafnaNnANuINlsIIng Singapore Management University (SMU) WAz
The Singapore Workforce Development Agency (WDA) e liAANsEN Iz
pnaansalumsuteiilunaBnsaealsemedenlls  lneuilluviinivan e
Benchmarking wazatasziilFauiiaufqasaianuianelaresdszimadanils (CSISG)
%uﬂuﬁmﬁmmﬁqw*ﬂ%mmt}iﬁiﬂﬂﬁi@miﬁmimmﬂumzmﬁﬁm‘i‘ﬂﬁ‘ IneTuinazes
CSISG HNMsWmuINIaIN ACSI (American Customer Satisfaction Index) %agﬂuuwm

CSISG wazhuLgasnunaningadias LanafanIw

General CSISG Structural Model

Qn. Perceived Overall Quality
Qn. Perceived Customisation

Qn. Perceived Reliability Qn. Complaint Behaviour

Customer
Complaints

Perceived

Overall Quality

T N

Qn. Price / Quality Perceived
Qn. Quality / Price Value —_
Qn. Overall Satisfaction \
Customer Qn. Ability to Meet Expectations
Qn. Similarity to Ideal
Customer

Expectations

(Expected Quality Before
Recent Experience)

Loyalty

Qn. Expected Overall Quality
JL Qn. Expected Customisation @n. Repurchase Intention
1r— Qn. Expected Reliability Qn. Price Tolerance
INSTITUTE OF

SEAVKCE PXCELLENCE

71lfl 1 CSISG Model

DB18IN32TRCToTCS-UrasaS17Jan19 il 4 9849 20



CSISG Core Questionnaire

Valid
Rezponze

Expected Overall Quality 1-10
Customer
Ertere Expected Customisation 1-10
Expected Reliability 1-10
Perceived Product Quality 1-10
[z _Product Perceived Product Customisation 1-10
Quality
Perceived Product Reliability i-10
Perceived Service Quality 1-10
FEEEEL _Ser\rlce Perceived Service Customisation 1-10
Quality
Perceived Service Reliability 1-10
Perceived Price given Quality 1-10
Value Quality given Price 1-10
Overall Satisfaction 1-10
Customer T 7
S Ability to meet Expectations 1-10
Similarity to Ideal 1-10
I Complglnt Complained in last 3 months YN
y - Behaviour
mm_ur.:u. Customer Repurchase Intention 1-10
P e Uy Loyalty Price Tolerance 1%-25%

gﬂﬁ 2 WULABLDNUANADY CSISG

TAEININFINAALAANTIN CSISG LARY MINN

Announcement &
engagement

Questionnaire
design & review

Results analysis &
interpretation Overview of CSISG X
Sequence of Activities

\ Incidence study

Data analysis &
model estimation

V.
.1.r Sampling

SEAVICE EXCELLENCE

U7 3 nansans1AuRangIN CSISG

| £2
a o

1299811981999 CSISG azutiaily 4 Tnsuna Taaszyuniagsnandisma aadl

naunadi 1 1nsinsanwIAN uazfnlan

Ipasnad 2 UINN91UFN198INA LATIUAININLN
Ipannad 3 13nsenuaLIATesAN azEnaviendien
nannad 4 UTNINNNNTRULITAU UATLFNIRIUGLNN
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Hnausy WesnseAUeIAns 1M Service Leadership, People management, Service innovation,

Customer experience Hufu

(2

atinalanmn n191d CSISG Model Rdaauazidaantn fail
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ANUL

AsNIIMUNIUeBNUUL model uazuuuaun N s lnaNaNsuIqRdNEa (Touch points)

HAAIUAMNINNNTUINNG (SERVQUAL dimension) winuiinnsldusnisusasgnin (Customer

journey mapping) WarAAANLALRN1ZU99§3NALTNNT TN 13 1H CSISG model lannzgsfia A
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Accessibility

Perceived
/ o

Course Fit

Infocomm Model

Campus
Matters

Education Model

Perceived
Quality

Complaint
Behaviour

Customer
Complaints

Teaching
Matters

Student Support
Matters
/ \ Computing

Customer Matters

Loyalty

Customer
Expectations

e

Smdent\
Satisfaction @

User
Trust

\/

00000
N\

Banking Model

Information

Cess
Service

AN

Website

Percelved
Overall
Quality

¥

7y

©

>
g

-7

Public Sector Model

Perceived
Overall
Quality

Complaint
Behaviour

/T\/CJ\A\
N =/
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Retail Mall Model

Customer

Service

Complaint

Behaviour
Aesthetics

Customer

N
\ Ay
/

Quality of

Shops

Mall Layout

317 4 CSISG model lugsniasing

wWaInNIsTyLlaziiui ety
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Identifying Areas for Improvement
(Attributes Satisfaction Ratings vs Sub-Sector Average)

19
Prioritise Maintain
(High Impact, Poorer than Sub-sector (High Impact, Better than Sub-sector
g Performance) Performance)
o
cf_‘ Attributes in this quadrant should be of key concern The company should continue to maintain
= for the company. Efforts should be prioritised to  satisfaction levels for the attributes in this quadrant
g work on these attributes.
>
sl Average
= Impact
o
[
- at Pro
5 E
s Secondary Priority Review
g (Lower Impact, Poorer than Sub-sector = dwmEr Impact, Better than Sub-
£ Performance) .
Given add'?ﬁgilﬂ':ﬁg;ei f’if;n"a::z:ﬁ”td wark on The company may wish to conduct a review to see if
Ul S0 attributes in this guadrant have been over-resourced.
os
-0.20 -0.10 0.00 0.10 0.20
JL Difference of Retailer X Attribute Ratings from Sub-sector for Each Attribute

mesmutear | Mote: X-axis plots the difference in satisfaction ratings of Retailer X from the Departmental Store Sub-sector for each attribute
SRR BCRLLCE a3 Y-axis plots the impact each attribute has on Retailer X's Quality Score.

U7 suuImensslssiiuniestliutly
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Creating A Cycle of Improvement Through Measurement

IDENTIFY
(Conduct Gaps Analysis
To Identify Pain Points)

™

\

MONITOR DESIGN
(Measure & Benchmark (Develop Improvement
Satisfaction Levels) Strategies & Plans)

EVALUATE IMPLEMENT
(Measure Changes In (Carry Out Improvement

Satisfaction) Plans)

mETTUTE OF
EEAVICE EXCELLENCE
SIEARDRE MARACEMENT UKIVIRSIT

U7 6 dannsaiiunislFulys

v
o o
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Steps in CS Index Development

* Which sector(s) are you focusing on? (e.g. Retail, F&B, Product Type)
CENETE U (ERY  « What impact are you trying to create in which sector?

Respondents * Who is your index targeted at? (e.g. Companies, Governments?)
» Who are you measuring? (e.g. Locals, Tourists, B2B, B2C)

* What attributes to measure? (e.g ACSI, SERVQUAL, Overall
Develop Tool & satisfaction)

Ll Bl ol ® What method to calculate scores? (e.g. Mean, Weighted Averages,
PLS-SEM, Weighted Averages based on stated importance)

* Should you weigh scores? (e.g. GDP, Employment, CPI, Incidence)

* What level of accuracy, cost and coverage are you willing to accept?
Determine Data (e.g. Online Panel, Online Emails, Phone, Face-to-face, Door-to-Door)
Collection * What sample frame are you considering? (e.g. Random sampling,
Methodology Quota sampling base using revenue/employment/demographics)
* How sustainable is the method chosen over time? (e.g. Funding,
Ability to collect data)

INSTITUTE OF
SERVIGE FXCELLENGE
HINCAREIS RAHAGEMENT UNIVERS:

a_ 2 o o = =<
;i;']_]'V] 7 muﬂ@uﬂqﬁ'wWuqﬂ‘ﬁuﬂquWQWﬂel@
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2) Anenns Dr. Geoffrey K. F. TSO, Hong Kong ¥diannsussenaiisail
= CSl measures in HK
= Relationship between CSI and other HK economic indicators.

= Customer satisfaction Index and company value.

%qmmimgﬂﬂi:lﬁuzﬁﬂﬁm%ﬁﬁ:

Tudasneinisfinensaiiaanufionalaresfiiilng (CITYU-HKCS)) Seuansisszsuanuiianela
maqﬁguﬁnﬂsluzimmﬁiﬂ@mmwmmm‘?mﬁwﬁu@:mm‘?maﬁmﬂudmm (ﬁamamﬁmeﬁumm@
1313078 Ul sz wazannsinelszing) i:‘uuﬂﬁidfmfmﬂfﬂﬁyuﬁuﬁmﬁmm@‘ﬁiﬂﬂ (Consumer
Price Index) n1sAneaiunTslneANLANENANARSN199ANIT City university of Hong Kong &4
TumanisAnen CSI wmwnnan ACS! T lunnstlszifiu 68 AuA/n13u3n1s Inedinnsudnsres

seaumuNanelaresiisinasa&ud/n1sUsN s NAN BT AT

- U3rANENINURIAUA/NNTUTNNT Wi UszAnSn1nlanesqan mnNwmNisdn 1T
- AUANTDIRUAYNITUINTG LW ATTNANAT
- Anmnizaesdusing | WA 9ng nNIAnEN
- AMNANAUIS 1K ANAIANIaTALFIN

=l v oa 1 Y v =
- @enaesiiisinn vy deseaeu

o o A Y a
= Wl’m‘ﬂx‘ii‘ﬂﬂﬂm‘ﬂ‘ﬂ\‘i@jlﬁiﬂﬂ

iEo CityU-HKCSI Model :simozeex:

¥z quality ‘"'":m...muum&o smo lty

Yo' replacement preference

¥,s' Price increase tolerance
¥ price decrease tolerance
¥, quality decrease tolerance

317 8 CityU-HKCSI Model

R

g
U

Tnadgnanuaumg

CityU-HKCSI (or Sub-HKCSI)
_ XN_; CSI, - Weight,
T IN_, Weight,

+ CSI, is the consumer satisfaction index for product n.
+ Weight, is the composite CPl weighting for product n.
+ Nis the number of products involved.
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WallFaufauszndne ACSI model uag CityU-HKCSI aznuanlmanuunnsneiuamalunin

Overall Index \
CityU-HKCSI
Model ACSI HKCSI
Region investigating USA Hong Kong
42 Industries 68 Products
Coverage GDP based CPI based
About 40% GDP of US About 75% CPI weightings
1.Perceived Quality 1.Assessed Performance

Construct Dimensions

2.Customer Expectations

2.Customer Expectations

3.Perceived Value

3.Assessed Value

4.Customer Satisfaction

4.Satisfaction

5.Customer Complaints

5.Consumer Voice

6.Customer Loyalty 6.Consumer Loyalty
7.Consumer Characteristics
Updated frequency Quarterly Annually

U7 9 1uRBsumMeuszndng ACSI model wa CityU-HKCS

|
A A

n3gnalinsniaiudeyan1amadndd City University 15130 HKCSI 11 Anw1348 2 (504 Ao

12
a v o Ao

1. BvEnareAsgialussALNuN A HNasaAd N iene la1e9gnAn | A NdNTLSALATTAN AT gIATeY
geens wudailanuduiuiussndnanienelazedizing uazan1izniaasgia Tnaszudneliasegia
= a a =< ¥ a
fnaaseyianen mnuienalagusinaaviduuan

2. ANANNUSIEUINYAAINNIRAIATR9TU uazANRene laaesislna wudn mnuienelavesiising
amnsnliaiunednuaznagninisgeniell iesnianinaseyaA1189sEn uaznefan1sawuAIN
2 =< v oa P n; A 1 =< = =3 Y a
fayaniuienalaresiizlnaanisosiamanauunuimilandt santennsdnmnauianelasesgiizing

o A

a v b2 ¥ 2 k4
UAZNANTINNIINTAAIAAINNTOATANN LA L']_E\'F;I‘]_Iélﬂﬂ‘]_lﬁgljﬂ‘ﬂﬁ/ju

3) Ana1ng Dr. Beak In-Ki National ,Director, KPC Uszinain1ualé lnaiwadeanisussensy

v o

Introduction to NCSI-National Customer Satisfaction Index G‘rﬂimmwﬂ@@ﬁﬂiuﬁuﬁﬁﬁmim ol
tszinain ua i i NN s Aatianuianelaaesanflane sauiie 5211919 Korean Productivity
Center (KPC) AuNINeNaafduny UszinAauigataisnn FaWmiun ACS| Tmﬁfmqﬂizmﬁlﬁ@
vl pannuasnsnlunsudsiufiuganinsesiissmuas punmasnaeslszamu Tnadinng

szniAdanisinasuisnwalaway NCSI model (317 10)
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r

Overall

Quality

Cuslomlzauox

/N

NCSI Model is based on ACSI of the U.S., consisting of customer satisfaction,

leading variables and performance

Customer
Complaints

Overall Complaint Behavior
eelven (Formalinformal)
Reliability Perceived
Price Given Quality 3 z
Quality Given Price Overall .s‘bs'xhon
Comparison w/ ideal
Customer Comparison w/ Exp Customer
Expectations Loyalty
Overall Repurchase Likelihood
Customization Price Tolerance
Rellability (Reservation Price)

3171 10 NCSI model

NCSI model Td1saluszauizdnluusazniagaia lulaqiiu An1sdn99a31uou 330 13EN

76 nAgana Tnanisdnsaaziiiedaanan Wi 4 tnsuna Tneseyniagsnandisma aagun 11

Applicable Sectors by Sector (330 companies, 76 sectors)

IPTV, portal-search service, delivery service, movie theater, and 6 public services

Railway, subway, air flight (international), air flight (domestic), air flight {LCC)
telephone (rural & urbanfinternationalintemet), mobile telecom, super high-speed Internet

air cleaner, robotic vacuum

Air conditioning, was hing machine, refrigerator, kimchi refrigerator, PC, TV, smartphone
tablet PC, passenger car (by tier), RV, apartment, rice cooker, water purifier, dehumidifier

Q1 20 industries
Q2 21 industries
16 industries

Non-durables industries, accommodationirestaurant and outdoor (clothes), travel agencies,
including car rental, yogurt, soju, beer, beverage, cigarctte s, men's casual and suit, men's
shoes, cosmetics for women, fast food, family restaurant, noodle, bakery, hotel

19industries

( Department store, hy permarket, TV home shopping, Intemet shopping mall, open market

\_Heaith and be auty store

gas station, large book store, bank, credit card, life insurance, non-life insurance, securities(2)
hospital healthcare service, national university, private university, college, duty free shop

U7 11 da919a1n1341994 NCSI AnunAgsna

91E91UNAN941999 NCSI Buda Chosun daily @il Co-sponsor nlmsuna laguaainnng

o a

11197 NCSI model 1 #susill 1998-2017 wudn nansanaasiEsEmngrsmadinisiuilgeszau

289 NCSI TuseAungeau uazluusiaylaziinnsisznia National Customer Satisfaction Index

Winners Galutl 2017 Anadag 12 dvesdnsarnisoii il luntsdssandniusinaninudesiie

=

YiranANAUA" 1A
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12 National Customer Satisfaction Index Winners 1 2017

AINEATIENNUTZAL NCSI N1 EHILAUAIMNAINT T NNt d Az 3o Lmud Aaasinly

U5uilgs Tae KPC HiEnnsnisliiantsnsnuuzin lun19dniinagns uasununIsA1LEuENIg e

nsdulgs TeedsnszununisdndunistFutlpauanalugin 13

r

Diagnostic Process

Diagnosis of C5 withinthe
sector of acompany

Diiscorvesing factons for

Making aguideine fo
ke spedfic
improvements

Resource
Allocation

Implication

fer

Providing a report befitting a consulting report diagnosing the level of competitiveness
and suggesting strategies by utilizing NCSl data

-

Key Content

Time series analysis, and diagnosis
of corporate C5 and competitiveness

Analysis of NC5I per factor and
discovery of areas forimprovement

and specific factors forimprovement

Analysis of various tools including
improvement matrix

Competitor analysis

Discovery of |ssues and setting
of strategy directions

Proposal of a specific action
guideline

U7 13 nezuaunigrn NCSI anldlunisiiulgs

wananil €9dn194199a National Brand Competitiveness Index @aifluaaiiniyl sz

a

AnaNnsnTunsuasiulnefislnasanm Aud e BEnniantugsia ludssmAning deil
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Tmanisisuidiuaegin 14 nsssanuuatsziiiu NBCI aiiunsiag Joong Ang Daily Gl

Co-Hosting NN 6 thiew enailiaunsntinuidiasziivenisiiulesdns

\ Prica faimess ‘
( Quality ‘
satisfaction y

| Quallity rekability

[ Brand famillarity [

[ Brand knowledge I

Brand reminded- |
ness /

T X ST T

Purchasing Intent

l Ad exposura m Image favorablity }
Ad favorability | Perceived | Image
> differentiation
-4 marketing
\ Sales exposure U ‘m:'gcnrfz"'d"d'

Exclusive
‘ purchasi

Sales favorability \ Level of interest L Ceng st
e Purchasing intent
l Promotion [ Seitcongruty ' upon brand
EXpOSWrE axpan sion
"~ Promotion Emotional ’
l favorability | \ bonding

3171 14 NBCI model

v =

d’l 3 B.Idl ¥ =2 1 1 £
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U7 15 n19An®IR91Y Lotte GRS
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3171 16 n19AN®IA91Y Signiel Hotel uaz Service academy
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Figure: Schematic \Diagram of a Model

g‘ﬂﬁ 17 CSI model for Government Service
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Action plan

Activities Time
Summarize knowledge and December
lesson learned from training |2018
Phase 1 program
Prepare slide presentation January-
Knowledge February
Sharing in 2019
FTPI Knowledge sharing in the March-May
FTPI’s communication day 2019
(The exact time will ba
detarmined later.)
Knowledge capture in IT March-May
system 2019
Action plan
Activities Time
Review document and summarize December
Phase 2 (Plan A the content 2018-February
2019
Tf'alnl!"l course Slide presentation preparation February-July
review and 2019
improvement Content review and Improvement | July-September
2019
Dry run | October-
November 2019
Course registration November 2019
Action plan
No. Activities Time

Phase 2 (Plan B)* 1.

Propose for CSl development
project

January-March
2019

Develop CSI 2. Corporate with FTPI’s Productivity ~March-August
measurement research department to develop 2019
and consultin 5 I“‘a:'a"“ ‘:SJSI — Sontonts
H . mplemen measureme! epiember
roject 2019-2020
4, Report the CSl result October 2020
- 5. Consult for improvement November
e e 2020-June 2021
6. Project conclusion and report December 2021
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AUN 4 tand@suuy (AN lanuy)

4.1 nuuAnNIRLLaNgA (Program)

4.2 \anansisznaunsdsegu/duaun (Training Materials)
4.3 Uszimingdaadaesinannsussang (CV)

4.4 FNENUNAUNITLAUNY (Country Paper-Thailand)

4.5 ONATUNAUBNANUNAIAINENFINAANITHNGN (Group Presentation)
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%u’] 159 http://www.ftpi.or.th/services/apo/apo-article
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