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ABSTRACT

The purpose of this research was to gain an insight into the customer service practices in an emerg-
ing market, the United Arab Emirates (UAE). This research is important as there is a perception that 
the level of customer service falls below the standard in developed countries. In-depth interviews from 
marketing experts were initially conducted in order to gain some insights of customer service in the 
UAE. From the insights gained, a survey questionnaire was designed and issued online. One hundred 
respondents completed the survey. The structured questionnaire established an effective link between 
the research objectives and the questions asked. The following research objectives were derived after 
completing the literature review and the in-depth interview. (1) How do organizations in the UAE man-
age customer service? (2) What internal processes are implemented to manage customer service? (3) 
Do organizations in the UAE implement Customer Relationship Management (CRM) and Knowledge 
Management Systems (KMS)? (4) What values do organizations offer to keep the customer satisfied? and 
(5) What type of training programs are provided to employees involved in providing customer service?

Findings indicate unsatisfactory customer service provided in the following areas: overall service, cus-
tomer service management processes, resolution of customer complaints in a timely manner, follow-up 
on complaints, customer resolution process within the company, and customers not encouraged lodg-
ing complaints. However, relatively satisfactory customer service was provided in the following areas: 
response to complaints, positive response to complaints, filling customer feedback or complaint forms, 
and filling customer service satisfaction forms. Even then, the customer satisfaction levels are below 
excellent customer satisfaction levels in developed markets. Knowledge Management Systems (KMS) 
and Customer Relationship Management (CRM) systems are key components in managing customer 
service and value creation. These were not being used as effective tools that are necessary to provide 
customer service.
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INTRODUCTION

Every professional marketer attempts to find out 
what customer’s value most when they purchase 
products or services. Value offered to customers 
can include one key benefit to the customer such 
as quality or a combination among the following 
values: service; price; convenience; good expe-
rience; customer promise; trust; performance; 
courtesy; delivery; etc. If the values offered in 
products or services, meets the target market 
customer’s expectations, then one could conclude 
they are satisfied or even delighted. Failure to 
deliver satisfaction results in an unhappy customer.

Markets are full of satisfied and dissatisfied 
customers. Dissatisfied customers often do not 
return to their initial provider of value but defect 
after completing one or two transactions to com-
petitors that provide superior value and satisfac-
tion. Satisfied customers on the other hand are 
the result of carefully nurtured relationships by 
the organization focused on building profitable 
relationships with them. Best practice organiza-
tions develop customer- focused knowledge-based 
marketing strategies to build profitable customer 
relationships; create customer value and capture 
lifetime value from customers. Customer lifetime 
value is the purchases a customer would make 
over a lifetime of patronage (Kotler and Arm-
strong, 2008).

This research will investigate the (1) level 
of customer satisfaction in organizations in the 
United Arab Emirates (UAE) and (2) recommend 
best practice marketing strategies designed to 
deliver superior customer service.

This chapter is structured to discusses the litera-
ture review; followed by the research objectives; 
the research methodology; results and analysis; 
overall summary of findings; conclusions and 
implications.

LITERATURE REVIEW

Recent research by Ethos Consultancy found that 
there were some significant improvements in the 
way banks in the UAE treated their customers 
over the last year but many are still lagging behind 
(Maceda, 2010). This study, the sixth Annual Bank 
Benchmarking Index for service excellence of 21 
banks in Dubai, Abu Dhabi and Sharjah, found 
the overall performance of customer service in 
the UAE banks increased marginally this year. 
The response times to customer enquiries and the 
quality of their websites needed improvement. 
In another study, on customer service provision 
in banks in the UAE, financial institutions were 
refocusing on improving customer service and 
banks started best practices on how to manage the 
crisis (Remo-Listana, Karen, 2009). In Kuwait, 
Gulf Bank on the other hand developed a service 
excellence “scorecard” to support the banks de-
livery of superior service (Jones, 2004). The key 
factors measured by Gulf Bank were: customer 
satisfaction complaints, comments and attrition, 
plus internal process delivery performance for 
critical products (customer loans and credit card 
services). The outcome of implementing the ser-
vice excellence “scorecard” was the improvement 
in service quality.

It appears customers in the UAE are no different than customers elsewhere in terms of what customers 
value most and are willing to pay. In order of priorities, good experience in using the product or service, 
overall customer service, delivery of the product, courtesy shown by service providers, the performance 
of the product, convenience, trust, the right price, customer loyalty programs, customer promise, and 
online support are some of the more important values customers seek in order to be satisfied.

Most organizations were training their employees in customer service but the areas in which they are 
trained may not necessarily be appropriate.



 

 

11 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/customer-service-emerging-market-uae/58034

Related Content

Fuzzy Social Network Modeling for Influencing Consumer Behavior
Ronald R. Yagerand Rachel L. Yager (2015). Handbook of Research on Managing and Influencing

Consumer Behavior (pp. 258-294).

www.irma-international.org/chapter/fuzzy-social-network-modeling-for-influencing-consumer-behavior/121963

The Urban Forest and Shopping Environments
Kathleen L. Wolf (2020). Handbook of Research on Retailing Techniques for Optimal Consumer

Engagement and Experiences (pp. 233-256).

www.irma-international.org/chapter/the-urban-forest-and-shopping-environments/238394

The Antecedents and Consequence of Customer Relationship Management Performance: A

Preliminary for Structural Equation Modeling
Samsudin Wahab (2012). International Journal of Customer Relationship Marketing and Management (pp.

43-55).

www.irma-international.org/article/antecedents-consequence-customer-relationship-management/63039

Those Who Rarely Attend Alone: Tribal Sport Fans
David P. Hedlund, Rui Biscaiaand Maria do Carmo Leal (2018). Exploring the Rise of Fandom in

Contemporary Consumer Culture (pp. 71-101).

www.irma-international.org/chapter/those-who-rarely-attend-alone/190234

Impact of Employees' Perceived Corporate Social Responsibility on Organizational Citizenship

Behavior: A Proposed Theoretical Model
Tahniyath Fatima (2020). International Journal of Customer Relationship Marketing and Management (pp.

25-38).

www.irma-international.org/article/impact-of-employees-perceived-corporate-social-responsibility-on-organizational-

citizenship-behavior/256195

http://www.igi-global.com/chapter/customer-service-emerging-market-uae/58034
http://www.irma-international.org/chapter/fuzzy-social-network-modeling-for-influencing-consumer-behavior/121963
http://www.irma-international.org/chapter/the-urban-forest-and-shopping-environments/238394
http://www.irma-international.org/article/antecedents-consequence-customer-relationship-management/63039
http://www.irma-international.org/chapter/those-who-rarely-attend-alone/190234
http://www.irma-international.org/article/impact-of-employees-perceived-corporate-social-responsibility-on-organizational-citizenship-behavior/256195
http://www.irma-international.org/article/impact-of-employees-perceived-corporate-social-responsibility-on-organizational-citizenship-behavior/256195

