Page 414-415 in the text. Read the case and complete your case analysis answering the 3 questions listed while using the required case analysis format.
1. How is American Express addressing the five demensions customers use when evaluating service quality? Explain your answer.  
2. Why is Hetrogeneity particularly important to credit customers?
3. When American Express says its vision is to be "the wolds's most respected service brand," what are the implications for how it manages service expectations?         
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Case 1322

American Express Delivers Service with Calls, Twe

Imagine the customer service challenges involved in satisfy-
ing 100 million customers worldwide who use their credit,
debit, or prepaid cards to make $1 trillion in purchases every
year. That’s the situation at American Express, the New
York-based financial services firm that rings up $34 billion
in annual revenues and has 62,000 employees spread around
the globe.

Although American Express has been in operation for
more than 150 years, it began as a delivery service and did
not enter the credit card business until the late 1950s, Since
then, the company has expanded to offer a wide range of
credit and debit cards for individuals, corporate employees,
and small businesses. Its vision is to “make American Express
the world’s most respected service brand.” To do this, it must
provide convenient, responsive around-the-clock service to
the consumers and executives who carry its cards, as well as
to the merchants and small businesses that accept its cards.

Customers usually prefer to call American Express when
they have a question or a problem. At the company’s call cen-
ters, service representatives can view account details such
as demographics, purchasing patterns, and payment patterns
while they talk with
customers. Thanks to
sophisticated software,
the reps also have
access to special codes
that indicate whether
a customer is likely to
remain loyal or leave.
All reps are trained
to listen carefully and
ask questions that will
incover the source of

lem and lead

\cceptable reso-

wch time as needed to engage customers
his allows reps to learn more about each
underlying needs, identify a suitable solution to
and, and—if appropriate—recommend other
«press offerings, all with the goal of satisfying
s and earning their long-term loyalty.

ican Express offers customers a number of ways to
manage their accounts, check on features and reward ben-
efits, and submit inquiries. Cardholders and merchants can log

onto a secure website to
tion activity, arrange paym
Online, American Express
customers who have a quie
assistance while they're at
lifestyles, the company offer:
access their account inform
chases in stores and resta
dedicated Twitter account
account that has nearly 4!
Because many of Amer
frequent flyers, the com
in large airports. In addi
such as Las Vegas and
customer-only lounges
Buenos Aires and Delhi.
free Internet access, free ¢
ments, and family en
American Express pi
reputation in traditional
and magazines as well

images, such as a 19th centu
and a picture of its earliest credit cards. Social m
appreciated the nostalgic images and shared them with o
resulting in higher brand awareness and favorable word-
mouth comments.

The company has also received a lot of publicity from if
involvement in Small Business Saturday, an annual event it
created to encourage shoppers to buy from local and small
businesses on the Saturday after Thanksgiving. Launched in
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2010, this high-profile event focuses on the “shop small” mes-
sage, not the American Express brand. The company urges
§hoppers to buy locally using any payment method, not just
1ts own cards. In 2015, Small Business Saturday resulted
in more than $16 billion worth of purchases made at small,
independent businesses. The goodwill this event has generated
for American Express over the years adds momentum to the
company’s marketing as it competes for cardholders and for
merchant acceptance, day after day.%
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Questions for Discussion
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How is American Express addressing the five dimen-
sions customers use when evaluating service quality?
Explain your answer.

Why is heterogeneity particularly important to credit
card customers?

When American Express says its vision is to be “the
world’s most respected service brand.” what are the
implications for how it manages service expectations?




