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Customer service vital for business survival in Barbados.
A study on Customer Experience in Barbados

The online survey collected
responses from 404 customers
between April and May 2015.
The respondents represent the
full range of incomes, regions
and ages. Of note, however,
respondents were skewed towards
women (67%), which may be due to
the fact that women are the main
consumers and, as such, may have
been more interested in completing
the survey.

Customer service is very important to Barbadian consumers - so
much so, that they would consider paying more to benefit from an
enhanced customer service experience. At the same time, however,
many consumers feel trapped, and unable to switch companies if
they receive poor service. Despite these feelings, consumers are not
always voicing their complaints to their service providers. Additionally,
these consumers are not very vocal online. They are not keeping
silent though. They are telling friends, family members and colleagues
about their service experiences, and making decisions about which
companies to do business with based on the experiences of others.

The survey instrument was
distributed using a wide range of
online services, including social
media, website updates, and
emails. This approach by default
will omit consumers that are not
active online.

These are some of the main findings of our recent survey on customer
experience, which asked more than 400 consumers in Barbados about
their responses to good and bad customer service experiences, how
they determine which companies to do business with, and the main
reasons why they continued to do business with a company that they
weren’t satisfied with.
Blueprint Creative and Antilles Economics surveyed consumers in Barbados to
help corporate Barbados gain a better understanding of the impact that customer
experience has on businesses. The study was motivated by the need to provide
companies operating in Barbados with data to inform their customer service strategic
decisions. With no publicly available data, CEOs, Marketing Managers and other
executives were forced to rely on data from other countries, which may not always
provide the appropriate insight into the Barbados market. This brief article provides
a summary of the results of the survey. To find out how to access more detailed
information, visit www.antilleseconomics.com/customer-experience-insights.
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Customer Service Experiences
90% of respondents
decided against doing
business with a company
they had intended to do
business with because
of poor customer service
prior to the sale.

When asked to reflect on their previous experience, 53% of
respondents admitted that they stopped doing business with
a company after just one bad experience, while 95% stopped
doing business after multiple bad experiences. Furthermore, 90%
of respondents decided against doing business with a company
they had intended to do business with because of poor customer
service prior to the sale (Exhibit 1). Customer service is so important
to respondents that 26% stated that they would definitely pay more
to ensure better service, and an additional 58% stated that they
would consider paying more. Of those that stated that they would
pay more, almost 80% suggested that they would be willing to pay
an additional 5% to 25%.
Respondents decide with whom to do business not only based on
their experiences, but also based on the experiences of others. This
is reflected in the finding that 80.4% of respondents have switched
companies due to a company’s reputation for excellent customer
service (Exhibit 1), and the overwhelming majority of respondents
admitted to sharing their experiences with family members, friends
and colleagues (Exhibit 2). In contrast, however, respondents are less
likely to complain to the companies that provided them with poor
service, with only 9.5% stating that they have complained most of
the time. At the opposite end, 15.7% have stated that they have never
complained. This translates to one in every six or seven unhappy
customers not complaining. Furthermore, since only roughly half
of respondents discuss their customer service experiences using
social media, companies may find it challenging to get an accurate
gauge of customer service sentiment.
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Exhibit 1
Although most respondents have switched companies in the past, only
a small proportion have complained to offending companies.
I have switched to a competing brand because
of its reputation for excellent customer service

I have cut ties with a brand (or switched to the
brand’s competitor) as a result of poor
customer service
I have voiced complaints to managers of
companies where I have received poor
customer service

0%
Most instances

Some instances

Very rarely

25%

50%

75%

100%

Never voiced my concerns
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More than half of respondents have stopped doing business with a
company after just one bad experience.
I have stopped doing business with a company
after multiple (more than one) experiences

I have decided to not purchase a product/service I
had intended to purchase as a result of a poor
customer experience prior to the sale

I have switched to a competing brand because of
its reputation for excellent customer service

I have stopped doing business with a
company after one bad experience
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Exhibit 2
Customer service experiences are widely discussed, but social media
is not a popular forum.
I have used social media or instant
messaging services to tell friends about an
excellent customer experience
I have used social media or instant
messaging services to tell friends about a
poor customer experience
I am likely to tell a friend, family member
or colleague about a company that
provided me with poor customer service
I am likely to recommend / have recommended in the past a company to a friend
or colleague which provided me with
excellent customer service

0%
Most instances

Some instances

Very rarely

25%

50%

75%

100%

Never voiced my concerns
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Attributes Customers are
Looking For
When asked which
attribute was the
main reason they had
stopped doing business
with a company in the
past, price was the
most important (46%
of cases), followed by
friendliness of staff
(27%) and speed of
turnaround (18%).

We asked respondents to rank company/brand attributes when
determining which companies to do business with. There were eight
attributes, with two being directly related to the human elements of
service delivery (friendliness and knowledge), and one was both
staff-related as well as process-related (speed of turnaround). For the
purpose of this study, we focused on those service elements that had
a human component. Price was the most important characteristic for
most respondents (Exhibit 3). However, speed of turnaround appeared
in the top three attributes in 62% of responses. If we widen the range
to the top five attributes, all three human resource elements appear in
more than 80% of cases. These results suggest that consumers place
a high value on the human factors associated with customer service.
The least important attributes appear to be the ability to self-serve,
comfortable surroundings and the availability of parking.
When asked to identify the main attribute that, in the past, determined
whether or not they would continue doing business with a company
once again price was the most important (46% of cases), followed by
friendliness of staff (27%) and speed of turnaround (18%) (Exhibit 4).
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Exhibit 3
Customer service attributes are ranked in the top 5 of desirable
attributes when selecting a company to do business with.
Frequency in Top 5
Price
Friendliness
Speed
Knowledge
Location
Parking
Comfort
Self-Serve
Frequency in Bottom 5
Self-Serve
Comfort
Parking
Knowledge
Friendliness
Location
Speed
Price
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Exhibit 4
Customer experience attributes were in the top 5 reasons when
customers stopped doing business with a company.
Price
Friendliness
Speed
Knowledge
Location
Parking
Comfort
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Self-Serve
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Feeling Trapped?
“ companies may not
be able to solely rely on
customer churn as an
indicator of customer
satisfaction, since many
unhappy customers
do not cut ties with the
company.”

One of the hypotheses we wanted to investigate in this study was
whether companies could rely on customer churn data as an indicator
of customer satisfaction. When we asked respondents if they had
ever wanted to stop doing business with a brand/company but could
not, 74% said yes. This suggests that not only is a large percentage
of respondents feeling trapped, but also that companies may not be
able to solely rely on customer churn as an indicator of customer
satisfaction, since many unhappy customers feel unable to cut ties
with the company.
The most frequent reason for feeling trapped is respondents believing
that the service provider is the only one in Barbados offering their
desired product/service. The next most popular reasons are that the
company’s opening hours are the most convenient for the respondent,
the company has restrictions within their contracts that make it
unattractive for respondents to switch, and the company’s location is
the most convenient for the respondent. Opening hours and location
are typically easier for competitors to mimic than holding a monopoly
and contract restrictions. Although the latter two factors create strong
competitive defences, they are also more likely to create a stronger
feeling of being trapped in the minds of consumers. If this is the case,
respondents may ‘overreact’ to negative customer experiences
even more than with companies that they believe they have greater
freedom. Therefore, companies that ‘trap’ customers are likely to be
faced with higher customer service expectations.
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Exhibit 5
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A large proportion of customers felt trapped into doing business
with a company because the company was the only one offering the
product/service.
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What Next?
“Customer service should
be one of the main pillars
of strategic decisions”

Our results suggest that customer service is important to
Barbadian consumers, and businesses that want to gain a
significant, sustainable competitive advantage should seriously
consider taking a look at their customer service initiatives. Here
are three steps that business leaders should consider:
1. Include customer service as a part of the overall business strategy.
Our survey suggests that low levels of customer service can
lead to customer churn and a poor reputation among potential
customers. Considering that both of these factors are detrimental
to a business’ overall competitiveness, business leaders should
make customer service a top strategic priority that is championed
at the highest levels of leadership. Customer service should
be one of the main pillars of strategic decisions, and should be
incorporated into not only human resource initiatives, but also
information technology, marketing, operations and distribution
policies and tactics.
2. Develop pro-active policies and systems that continually monitor
customer service levels.
Our survey suggests that while a significant number of consumers
are likely to switch to a competing brand due to poor service,
these customers infrequently register complaints with the
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“ business leaders
should make
customer service a
top strategic priority
that is championed
at the highest levels
of leadership.”

management of the business prior to switching. In other words,
dissatisfied Barbadian customers tend to “leave without saying
goodbye”. This consumer behaviour poses a huge problem
for business leaders who rely on ‘passive’ mechanisms (such
as complaints boxes) to identify deficiencies in their customer
service. In much the same way that the absence of war does
not indicate peace, an empty complaints box is not necessarily
indicative of high levels of customer satisfaction. Business leaders
will need to develop systems and procedures that proactively
identify not only areas of strong customer experience, but also
areas for improvement.
3. Involve the entire team
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Customer service should not be considered the responsibility
of a specific department, but the responsibility of all employees.
All employees, especially front-line staff, have an impact on a
company’s level of customer service. Consider continuous training
programmes that emphasise (and re-emphasise) exceptional
customer service, and ensure that employees in all departments
are kept abreast of how their roles and actions affect the service
delivery to external customers.
If you require more insights on the impact of customer service on
consumer behavior in Barbados, please feel free to reach out to the
teams at Antilles Economics or Blueprint Creative.

Antilles Economics
Tel: 246 253 4442
Website: www.antilleseconomics.com
LinkedIn: https://www.linkedin.com/company/antilles-economics
Facebook: https://www.facebook.com/AntillesEconomics
Blueprint Creative Inc.
Tel: 246 436 1522 / 246 427 1469
Fax: 246 436 1649
Website : www.blueprintcreativeinc.com
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Stacia Howard
showard@antilleseconomics.com
is the Managing Director of Antilles Economics. She is the leader of
the Market Intelligence, Strategy Development and Macroeconomic
Surveillance and Forecasting areas of the company. She specialises
in helping organisations incorporate macroeconomic and industry
trends into corporate strategy.
Ron Johnson
ron@blueprintcreativeinc.com
Ron Johnson is the Managing Director of Blueprint Creative Inc.,
a branding agency specialising in brand strategy, communication
design, employee brand engagement and customer experience.
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