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In late November, Bob leaned his old bicycle against a brick wall and entered a local 

financial institution.  A receptionist greeted Bob…he wanted to see someone about a 

loan.  A loan officer came to the lobby and escorted Bob to an office.  Bob explained 

that he rode his bicycle several miles to wash dishes at a restaurant.  He worked until 

11 p.m. and needed a loan for $50 to buy a coat for the cold rides home.  This micro-

loan was approved, and Bob was later seen bicycling to work wearing a coat. This 

quality of service was a positive statement of organizational character.  Not only was it 

the humanitarian thing to do, it was financially smart in the long run.  Helping people 

with small loans grows a customer base, increases loyalty, establishes credit, and 

brings them back when they need a larger loan. 

A hailstorm had damaged Roy’s roof, and an adjuster came by to evaluate the damage.  

The insurance agent arrived at the same time and watched the process.  The adjuster 

came down from the roof and said it was badly damaged and a replacement was 

necessary.  At that point, the agent started arguing with the adjuster that a new roof was 

not needed.  After their heated discussion, the adjuster assured Roy that he would get a 

new roof.  The agent’s actions were intended to be self-serving at the expense of the 

client.  Once the roof was completed, Roy moved his insurance policies to an agent with 

character.  Negative service experiences send customers seeking alternatives. 

Twelve years ago, Dave and Dena found a home they wanted to purchase but their 

credit rating was questionable.  After several financial institutions refused to approve 

them for a home loan, they found one that listened to their rationale for their credit 

situation and helped them plan a recovery.  This financial institution approved Dave and 

Dena’s home loan application based on several factors including their ability to repay 

the loan.  Initially, their loan was at a higher interest rate, but as they continued to make 

timely payments and improve their credit score, the institution lowered their interest rate 

each year.  Dave and Dena are presently current on three loans; their credit has vastly 

improved; and they would not consider doing business with another financial institution.  

By providing quality service, this institution not only gained a loyal customer, but Dave 

and Dena have directed several friends and acquaintances to the institution.    

In the 1960s registering for college classes was an all-day experience.  Everyone knew 

and accepted that it would mean standing in long lines to collect IBM punch cards that 

placed each student in classes.  After collecting class cards, a student would enter the 

long registration line.  When a student reached the front of this line, the cards were 



processed to see if any of the selected classes were closed.  If the cards were 

processed without incident, the student would pay for registration and could head for the 

bookstore; otherwise, the student went back to a class line to pick another section or 

another course.  This procedure seems ridiculous as today’s society measures patience 

in seconds not hours, and online college registration is becoming the norm.  Quick 

service is a major factor in providing quality service in today’s business.     

Organizations are competing to meet the needs of their clientele and to show a profit, 

but to survive they need to recognize the relevance of service quality in building a 

strong retail brand.  I recently visited a store that offered lawn mowers, lawn tools, and 

gardening supplies.  The service manager explained that if a customer was pleased, 

they would send him another customer, but if they were not pleased, he would lose four 

customers. 

Notice the stores that have moved or closed in the Texarkana area.  Changes in 

transportation mediums and traffic flow defined successful store locations; thus, as train 

traffic dwindled, stores moved north to be near interstate 30.  Some businesses closed 

as technology outdated their operation, product, or service.  Others closed as they could 

not compete with the narrow margins imposed by magnate stores.  Several businesses 

folded after customers complained about the quality of their service.  In this economy, 

business success is dependent on many factors, but the one factor that a business can 

control is the perception of quality service.     

 


