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Building Societies losing personal touch say study……………….
Mutual building societies are losing the personal touch, according to a study conducted by financial consultancy firm.

Springboard Commercial Solutions has reported that only one mutual building society delivered a customer service experience that customers expect and none of the societies surveyed provided outstanding customer experience across their organisation. 

The most positive experiences were in areas that required no human interference at all. 

More than 10 per cent of UK building societies were researched in the Mutual Appreciation: Who Stands out in the Building Society Crowd report. The project goal was to uncover the current customer experience being delivered against customer expectation and identify areas and opportunities for improvement. 

It claims societies are providing consumers with an indifferent customer experience and failing to make more of mutual values to differentiate their offer in the market.

Mark Hollyoak, a consultant for Springboard, said: "Mutual building societies need to translate these into customer experiences that set them apart from their competition, through delivery on a functional and emotional level."

The financial consultancy found that internet strategies, from online internet banking to 'shop windows' - did not join up to deliver a consistent experience. 

Mr Hollyoak said: "Societies need to develop a factual understanding of what the most profitable customers expect and the value they represent. Customer experience leaders need to communicate to staff what is expected of them and they need to regularly audit the operation against good practice to ensure it stays ahead of the market and customers' expectations."

He added societies need to follow up prospective customers and reward and motivate advisers in a customer experience programme.

He said: "It benefits all of us if mutual societies remain a vital and competitive force in the UK financial services market and one of the ways of doing this is to ensure they communicate what they stand for by creating memorable experiences for the customers they deal with." 
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