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[bookmark: _Toc523491650]Introduction
The organisation I have chosen to look further into is Banco Santander Group which is the largest banking group in Spain, which later started its UK retail operation in 2004  as Santander Group. It is a retail and commercial bank that has14,760 branches, over 193,000 employees and more than 102 million customers worldwide. The organisation's UK retail business was established by the acquisition of Abbey National and later on of Alliance & Leicester and Bradford & Bingley. Its active UK  customers as at 2016 were 14 million and it provides 104,800 training days for its around 20,000 employees to satisfy these customers so as to fulfil its vision of a simple, personal and fair bank , to help people and businesses prosper and become the best retail and commercial bank in the UK (Santander.co.uk, 2018). Due to the appearance of Santander in the UK market, through merging with the former banking societies it has continued to improve and grow, through updated systems and products, followed by improved management processes, which all helped in increasing profits and great product rates. Banco Santander has continued to make profits tremendously, through half way through 2018 they made a profit of £3,752 million, which is 4% higher than the rates they had received the previous years. Due to all the popular high demands of the bank, in 2017 it was estimated that Santander will have a 300 million net charge for integration each year till 2019. This is because, customers have continued to remain loyal to the bank choosing it to be the primary bank they choose to bank with, studies have shown that has increased the amount of customer revenue by 17% to 19 million (Santander.co.uk, 2018).The purpose of this assignment, is to evaluate the different factors that maximise customer experience within an organisation, following a critical analysis of the factors that impact customer value while looking on different points. Then on to looking at quality processes put in place to maintain customer satisfaction and its effectiveness, which help improve the overall organisations performance.
[bookmark: _Toc523491651]Customer Service
[image: ]Customer service is all about providing guidance, advice and support to maintain customer satisfaction. It could be helping customers to make the right choice from products or services provided, it is trouble- shooting the issues that could potentially occur, in order to ensure a great buying experience (Morgan, 2018).Customer service is used in every work place, this is to provide professional quality service and meeting the needs of the customers, this can vary depending on which organisation it is and what is needed to be delivered. Customer service is used to bring customers in and also to ensure they continue using the services. These are some of the characteristics a good customer service provider, should have, Promptness, this is ensuring all products being delivered on time avoiding any minor delays, politeness allowing customers to feel welcome and respected while using the services, this will allow the service users to want to come back due to enjoying their experience despite them making a purchase or not. Professionalism should always be used by a great service provider, this shines a light on the organisation  represented and by the use of this it shows customers they are cared for. Santander takes customers as priority in everything they do because, without customers there would be no Santander. As part of the bank strategic priorities from the years 2016-2018, Santander aim to deliver the best customer service possible to all service users, the bank does this by giving stakeholders the best price and rates also, by maintaining a low balance sheet risk and increasing profitability. Santander’s focus on stakeholders,  help the organisations strategic priorities and values noted on figure 1. This is all underpinned with their culture and values of being a simple, personal and fair bank (Santander.co.uk, 2018).Figure 1

Customer Engagement
Customer engagement is the way consumers choose to engage with organisations, this can be done through different channels, this can help build relationships and connections towards products or services. Customer engagement can be done through face to face interaction, in the organisation facilities or through technology. As identified in the article in relation to customer engagement, it mentions how society have taken interest in the technological approach of engagement and social media platforms of a way of connecting with organisations. Organisations take on different measures to keep up with efficient customer behaviours, as stated it says how companies take different strategies to keep up with customer engagement, for example, customer ratings and feedback which is done by leisure firms to monitor customer behaviour (Verhoef, et al., 2010).On recent studies discovered, it suggests that customer engagement is seen as a necessity which will eventually help in developing future growth. It is essential for customers to engage with firms, to help make sales and profit because with lack of engagement there would be no point of sales. As presented in the article it says, through outstanding customer engagement, this allows consumers to use the word of mouth to spread the positive feedback of services or products (Kumar, et al., 2010). Included in Santander’s strategic priorities between the years  2016 to 2018,the bank is focusing on delivering the best to its customers while deeply engaged in the communities of where its branches and offices are located in order to understand and serve customers better and support them through skills and innovation (Santander.co.uk, 2018).

Customer Experience
Creating efficient customer experience is equally important, managers have noticed that enforcing values all help in achieving a satisfying customer experience. To achieve this, organisations first look upon customer’s expectations and what the clients are looking for. On an article looked at, it mentions how organisations typically look out for customer clues, this is being able to make sense of customer behaviours towards a product or service. The clues can vary from how an employee portrays themselves which can be by the tone of voice, body language, gestures which carries out a message to the client, if portrayed in the right, this can help maintain customer experience leaving customers happy with a more enjoyable experience (Leonard Berry, 2002). A staff from Santander made a statement “ in regard to customer experience, the colleague mentioned how at their previous workplace, how experience was measured to keep up with high standards. The colleague was previously employed at Gregg’s bakery, the colleague then went on to explain how it was like with that organisation, it was said how Greggs invited anonymous mystery shoppers into several branches to examine how services was provided to service users, this monitored how employees performed, from their tone of voice to gestures and many more factors that all help in maximising customer experience, this was done to allow the Greggs head office to monitor how employees performed without actually knowing they are being watched. This helped with ensuring customer experience was achieved”. Santander have continued to deal with customer experience accordingly by, introducing technological advances with online banking, text alerts and chip and pin devices. As well as this, the bank has continued to deal with complaints through the central team and their expertise in dealing with the simplest to complex issues through quick response times and quality service (Santander.co.uk, 2018). Touch points are also used when delivering customer experience, these could be, pre purchase, during purchase and after purchase. It can be presented through word of mouth, this can be done as a pre purchase method, while customers and employees are face to face and employees are able to adversities services or products. Followed by during purchase, this can be during the billing process which is also seen as a touch point in which customers have approved the product or service. Lastly emails, this can be a after purchase method taken to get feedback from consumers on how they feel about the services or products recently encountered. There are several touchpoints organisations use to manage customer experience (Stein & Ramaseshan, 2016).
Customer Satisfaction and Quality
Customer satisfaction is when a customer is left happy and satisfied with product or services received, there are several measures that can be taken to ensure this, customer satisfaction has now become a key element in organisation strategy, this is because there are competitive markets all around trying to win over customers. It is said that, customer satisfaction is important to all organisations, it doesn’t matter how big or small the company is because, it is believed that, those who have high customer satisfaction have a better increase in economic returns (Munusamy, et al., 2010). At Santander customers are the heart of everything the organisation does, they are very firm on truly listening and understanding customer needs and requirements and helping them to the best of their advantage. Service quality and satisfaction is very important to Santander as they are still continuing to make improvements. Santander uses its cooperate behaviour model to keep up with customer satisfaction and quality shown on figure 2.
[image: ]Figure 2








(Santander.co.uk, 2018)

The bank has different processes to make sure service quality and satisfaction are met, as part of allowing this to happen, Santander takes over one million surveys with banks associated internationally, to help continue to make improvements and making bank life easier (Santander.co.uk, 2018). Service quality has a big impact on customer satisfaction, this is assessing the quality of services or products provided in meeting customers’ expectations, this is ensuring the customer get what they are expecting. It is stated on an article that service quality consists of two variables, the services expected and services perceived. The service expected is what consumers expect in a service which could be influenced by the cultural background, with Santander it’s all about being a simple, personal and fair bank which is implemented on their day to day work. Then moving on to the expected service which is the service or product a service user has received. (Munusamy, 2010). 
[image: ]Figure 3

(Peter Esaiasson1, 2017)
In research found it also explains the importance of service quality ,demonstrated in the five service quality dimensions as listed below on figure 4 . The use of the five dimensions will eventually determine an organisations overall  service quality towards customers which later will gain customer loyalty. This will influence companies in a positive way which will invite more customers in. Below are the factors that can help maximise service quality that is influenced in the workplace.
Figure 4
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(Al-Azzam, 2015).
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[bookmark: _GoBack]There are several methods Santander use to maximise customer experience in the company, below is a diagram showing what Santander does to achieve customer experience.
Figure 5

Strong Business growth and management performances
Santander ensures management and strong business growth this is used to improve performances, the reason they believe this is to ensure customers values and requirements are met. The CEO of Santander Nathan Bostock has been praised for his contribution in making this all possible, his role is to enhance the culture while continuing to improve it, making sure there are critical systems put in place in order to develop growth within the bank that could help in the nearest future (Santander.co.uk, 2018). As stated in the journal by Wang (2004),it is believed that customer value is driven by the management prosses, it all starts with the manger, by building a customer relationship management (CRM) performance, this helps the organisation build a competitive advantage with other competition by being customer driven. However, it is mentioned that the meaning of customer value is still not narrowed down, found in similar studies (Wang, et al., 2004).  During the years there has been a change of the way organisation performances are measured, in the past individual performance was determined by sales, profit and investments made. Between the years 1970 and 1980’s the whole meaning of organisation performance changed, they have now looked for some better insights on how to determine activities and operational performances used in organisations (Waal, et al., 2009). Aligned with this, Lloyds bank also have a strong belief in developing culture through maintaining the customers loyalty, they enhance the values and cultural beliefs in a professional approach, the same way Santander uses it to improve management performances, while using the bank committee were there purpose is to conduct and mould the culture (Lloyds.co.uk, 2018). While Santander believes in enhancing and improving their culture, HSBC bank believes in being open to other cultures and gaining different ideas to improve theirs, they are all for learning from mistakes made and being honest and trust worthy while communicating openly with their stakeholders (HSBC.co.uk, 2018). Their aim is to be an open dependable bank, they want all employees to have a voice and be open to what they believe is right. They want their employees to be a spokesman highlighting any risks that could potentially affect their clients (HSBC.co.uk, 2018). This is why culture is important in an organisation because this is what determines an organisations business growth and management performance.
Approaching customers with a personalised service
To enhance customer value, Santander addresses each individual with a personalised approach, while showing empathy, this is to allow customers to acknowledge their value as an individual rather than feeling like any other client, which helps strengthen service quality. Personalization is believed to be an approach used to personalise an individual and to produce products or services right for their match, various organisation uses this to maintain customer satisfaction, this can improve advertising and marketing results. Having the ability to use this strategy can help organisations predict the needs and wants of clients. People often prefer to be identified as an individual person and not just a ‘number’ on the other hand, it is stated that companies often misinterpret the actual meaning of a personalised service, some see  it as giving great eye contact and being friendly, while others may see it as getting to know the customer and trying to meet the needs and requirements that match the customer and also, it can be seen as actually making small talk and gaining knowledge of their interest and hobbies. As (Surprenant 1987)mentioned, due to having so many interpretations of customer personalization, it is said that there is no real proof to actually show the effects of this strategy actually works. Many companies that use this have a different meaning and also expect a different result. However, without a clear meaning and understanding of this strategy it’s hard to tell the effectiveness (surprenant, 1987). Therefore, this is why the NHS take personalised service in a different meaning, they use the term personalised care, this means that they are them to support and encourage the service users and they are able to adapt to their requirements. The main aim for the NHS is to make sure their health and wellbeing is priority and allowing them to have a better-quality experience that is tailored to the individual’s needs. The different personalised support can vary from, personal health budgets, personal medical treatments, integrated personal commissioning, which is adapting to disabilities or health problems and finding out ways they can be supported (NHS.co.uk, 2018). In another article discovered, it is stated that customer personalisation has encountered the most attention by clients, not only can personalisation be done through face to face interaction this can also be done by the products provided. It is believed that product personalisation is used to find products best fitted to more than one client. The use of this allows clients to be in control of their own products being able to have the opportunity to explore features and different ideas, this allows customer and consumer connections to be strengthened increasing customer satisfaction and experience (kudos, 2016). Santander treat customers according to each individual need, for example, it states under its commitment to customers to treat them sympathetically when they have difficulties and help them when they have financial problems in order to understand their circumstances and agree on the most affordable option when the customers fall back on arrangements.


Truly listening
Another way Santander chooses to maximise customer experience is by truly listening, this is to ensure that they emphasise and truly understand what the customer needs. By actually listening effectively and being able to actually critically think what is required of Santander’s services. This will leave the customers happy and satisfied with their experience (Santander.co.uk, 2018). To make this all achievable Santander keeps a complaint record to help improve their services every day, they regularly review the complaints data to see what is needed to be improved within the organisation. Every six months the record is reviewed to see what complaints are reoccurring on a certain products or services. Below is a diagram on figure 6 of the results found on their most recent complaint review:
[image: ]Figure 6

(Santander.co.uk, 2018)
On another recent survey based on customer satisfaction by buyers in a private product industry, it was identified that the word of mouth by the customer was the trigger to overall customer satisfaction, this is by customers having a input on the products provided which would help with future improvements in making sure customers are listened to and their needs are met which gave the organisations guidelines to help them reach aims. Also feedback mechanisms such as surveys, meetings and telephone contact, all helped in meeting customer satisfaction by listening (Stank, et al., 2006).

Reliability
Santander also ensure reliability, this is being able to have the ability to keep promises and meet customer requirements to provide service quality. They believe in being consistent and reliable with the services they provide. As their well-known moto they believe that actions should match up to their words (Santander.co.uk, 2018) .A lot of people during the years have been weary and unsure if Santander is as reliable as they say they are, so on a recent study by the BBC it is said that people have asked, is my money safe in a Santander UK account? It is said that, the UK bank has no reasons of going bust and there are no risks shown to allow it to trigger, even if this was to happen it is said that, every customer is put under the financial services compensation scheme which covers up to £85,000 in an individual’s savings (BBC.co.uk, 2018). In an Arab bank it also says, reliability is all about the way a bank performs, this is being able to complete tasks at the right time on the first try, not making any data errors and delivering services accurately and on time. In an article discovered, SERVQUAL data was applied to various banking organisations enforcing  it in part of the services they provide which showed it was a huge factor in providing a promising services keeping up with reliability (Al-Azzam, 2015). Another article mentions reliability in relation to the hotel industry, that how the use of method from part of the SERVQUAL model help in maximising service quality which is the same measures Santander take. First of by allowing products and services to be as promised to also keep important data such as, bills, reservations and any records for the guest safe and assessable to them at any convenient time (stefano, et al., 2015). 
Responsiveness 
As well as this, Santander also show responsiveness to maintain service quality for every service user, they take great pride in answering to any queries as fast as they can without leaving any clients waiting for long periods. There average waiting time for calls in the admin centre is 8 seconds while, their sales team have a maximum waiting time of 1 minute 42 seconds (Santander.co.uk, 2018). In an article based on a higher education facility in Thailand, they outlined the concept of one of the models, responsiveness, explaining how being responsive is all about being prompt  and willing to attend to customer needs, with this method being applied it helps in keeping up with customers overall satisfaction, their aim while using these models are to be able to deliver services to students at all times and attend to any needs required in the higher education facility. On  the table below highlighted are the service quality dimensions of responsiveness and other dimensions used in the school in Thailand ,located on figure 7.
Figure 7


(Yousapron, 2014)[image: ].
In another article researched, it discusses how politicians respond to citizens and the citizens acceptance to their policies. For example, the different policies like, increasing taxes, changing pension schemes and many other policies that citizens may not necessarily agree with and may not want to abide by. This is why in this article, it explains how politicians look for ways they can bring acceptance with such decisions by bringing fair reasoning and arrangements put in place to allow citizens to be more willing and accepting of policies made. The ways politicians choose to this is by listening to citizens points of views without being bias. Also, by allowing all policies enforced to be justified, so individuals are able to understand them rather than being oblivious to it, which will help them understand it in a clearer perspective (Esaiasson, et al., 2017).
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The term quality can be used for services, product, people or prosses, this is the quality given to service users which can be a changing state, this is being able to meet customer expectations and needs while producing its value. Quality process is a management tool that forms part of an organisation’s Quality Management System and involves any form of activity in production that involves a collection of interlocking processes. It includes:
· Quality Assurance which involves ensuring end products of services meet customers requirement  in a consistent way and defines procedures ensuring employees have the required skills and experience to perform tasks in order to exceed expectations.(Duggan, 2017) Santander staff undergo quality training so as to meet these requirements.
· Quality Control, the act of checking if the set out requirements are met and customers are served satisfactorily. Quality control processes and procedures are developed to check for failure that mistakenly slip through the standards set out for quality assurance. (Duggan, 2017). Santander at intervals use customers’ feedback to monitor and check for shortfalls and make rooms for amendments.
· Quality Improvement involves putting programs in place to enhance performance and customers’ satisfaction by re-examining on-going practices within the organisation. It also includes the use of the Plan-Do-Study-Act model by establishing quality improvement processes in order to solve problems and repeating such processes to establish continuous improvement. (Duggan, 2017). Working on feedback on a continuous basis within Santander for example illustrates how continuous quality improvement is established within the organisation.

Technology
To improve customer satisfaction, Santander uses technology as a way to engage with clients in an easy and accessible way. Their aim is to allow each client to find innovate solutions to help manage their money in a safe way, while banking in an efficient way. Santander wants each client to be able to bank with them in any way they feel comfortable, without needing to even come into the branch. (Santander.co.uk, 2018). As part of their way to develop customer satisfaction, Santander uses a system, which enables customers to use online mobile banking to help clients, manage their money online, making easy money transfers, to be able check balances and manage investments. This is done so customers are able to manage their account wherever they are in the world, with only needing internet connection, there is an average of 4.6 million customers who engage with digital online processes, with updated marketing tools to help monitor finances, (Santander.co.uk, 2018). In research studied it is said that, online banking has several factors which help influence service users’ attitude towards this system. Customers have shown acceptance to the new technology put in place and have seen changes due to online banking. To maintain customer satisfaction, new updates and technology changes are always in place to increase the consumers motivation. When providing online banking services, security, privacy and trust are factors that are needed to put in consideration when providing this service, but this has always been a stand point when delivering these service’s. There are service quality attributes which help to encourage customers into using the online banking services and to motivate them to continue using it (Ankit, 2011). In Santander customers are always priority in anything they do, to allow customers to feel valued, security is one of the most important to look upon when it comes online banking in their organisation. When customers first start using online banking a series of methods are used to maintain customer security, two separate letters are sent to the consumers address containing temporary log in and passcode details for their online banking. Then after being able to change the passcode and log in that is suited, a memorable question will be asked to be set, this is to make sure no one else can access their account without answering the following question if they are unable to log in with the passcode. Santander also uses a feature called one-time passcode, this is a unique code sent to your mobile when making money transfers, changing address and important details or any card purchases (Santander.co.uk, 2018). As part of introducing technology within the workplace another source has mentioned how online banking has continued to appeal to customers through the benefits of money saving tools and better control of finances, which has no waiting time due to being online and services with personalisation features, which all help with customer experience. This has made it easier for customers to engage with organisations if they are unable to through other channels. According to research found it states, that  £423.5 million individuals have made use of online banking globally during the years 2012 (Montazemi & qahri-sari, 2015).Santander bank have also seen the interest of customer adaption towards online banking and the increased population. On another source discovered, it says how technology is used in most organisations, this is because technology has always continued to improve, in organisations it is known to improve quantity and quality services delivered. It also briefly outlines that without the use of technology customer engagement would decrease with studies found it also explains how some countries are unfortunate and unable to have the new technology which affects the way quantity and quality is delivered through having the old basic tech (Dauda & Lee, 2015).This is why Santander always ensure new and updated technology to help with reaching customer expectations which could develop into gaining customer loyalty.
Santander wallet
The organisation has also introduced a feature called, Santander wallet, this is an app that enables clients to monitor their spending and keeping to their desired budget. The aim of this feature is to help clients spend more effectively and to be able to manage their finances in an efficient way. This helps clients to analyse their spending limits during weeks, months and years, the great thing about this is, customers are able to keep track of what their spending habits are and what they need to cut down on, this is shown through spending categories. There is also an alert set in place to monitor accounts, if there is any suspicious activity on the account, Santander gets in contact with the card holder to maintain security and to continue to up keep customer loyalty (Santander.co.uk, 2018). Studies suggest it has added value to customers and have improved customer engagement around the channels, this has reduced costs and improved customer quality. This has made banking for customers easier and more accessible rather than having to come into the branch or to call in to see where clients have spent their money, Santander are able to still interact with customers even if it is not on a face to face basis. (Torres-Toukoumidis, 2017). Over the years it has also been researched,  how processes have usually been more onto the digital side which has continued to evolve as well as mobile wallets helping consumers choose the way they manage finances and store information which is separated in categories which is made simpler to manage money. (Santander.co.uk,2018).
Web Designs supporting Diversity
[bookmark: _Toc523491654]Furthermore, it is also important for the organisation to have a way of being able to engage with service users while advertising services and products, through Santander’s website design. This is being able to adapt to any client regardless of differences and making it a simple way to engage leaving customers happy and satisfied. As noted on the policy handbook, it is important for Santander to support diversity while keeping align with the organisations culture. They intend to support and adapt to any needs necessary required by customers despite, gender, race, disabilities, age and any other differences, Santander takes great pride in meeting the objective of being the best bank, while implementing diversity in the workplace, which they value highly (Hughes, 2018).  As part of making this all possible Santander have introduced digital accessibility in Santander, this is being able to meet the requirements of individuals who may have disabilities such as, hearing or sight impairments, speech impairments or other factors that may make it difficult for individuals to communicate, they have made great features which help customers use the web to interact despite, impairments. Various tests have been tested on different disabilities to ensure an easily accessible way for every client using the services. Starting off with, allowing web navigation to be a simple and easy way for every client to use. The organisation also has a standard font size for clients to be able to read the website and for those with visual impairments, they are able to change font size to meet their requirements. Some customers may not understand what some words mean on the web page but with a descriptive link by the text, makes it easier to understand through a more descriptive context (Santander.co.uk, 2018). As explored in a similar article, it outlines the importance of diversity in the workforce, in order for organisations to reach full success, it’s important for them to implement it on their day to day work while providing customer service. The use of diversity has been said to help enhance overall culture in an organisation followed by helping in increasing a global market which is easier when being diverse to all individuals despite any differences. With diverse employees within an organisation this can help companies  develop skills, experiences and differences to be able to demonstrate it in the work they provide to customers (Saxena, 2014). In a similar article it mentions how web pages are equally important to any individual despite of disabilities, if anything even more because, some people may not be able to the things they want due to their disability but with the use of accessible web pages it could help them and make life much simpler. Technology has become the main touch point while producing services or products with loads of information that could come in handy for individuals, this is why individuals with disabilities shouldn’t just be blocked out because this could also help with customer self-esteem, and quality of life (Paciello, 2000).
Conclusion
In conclusion, good customer service impact greatly on organisations and helps determine the customer’s experience and satisfaction. Various factors including personalised service, being reliable, good response to customers’ needs and frequently updated technology have significant influence on customers’ satisfaction as observed in the case study in Santander. Through my evaluation it has shown that Santander have taken great pride in ensuring customer satisfaction is met, as identified several processes and methods are taken into consideration when providing quality service through the organisation. Therefore this is why without business values and culture guidelines, there would be no guidance in delivering great customer service and meeting up to customers’ expectations.
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when these perceptions welgh heavﬂy for decision acceptance (Condition 2).
Of course, both conditions might be violated.

The threat against Condition 1 is misperception. There are two primary
sources. First, people may not be attentive enough to notice what politicians
are doing. If people do not know whether politicians are responding, the
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5. Methodology
The objective of this study is to present the research methodology that addresses the hypothesis and study
questions about service quality emphasizing the dimension of tangibles, reliability, responsiveness, empathy
security and customer satisfaction in specific Arab bank headquarters in Irbid city, Jordan. Research questions
and hypotheses emerge from the gap in the literature. The significance of service quality in customer's retention
in the service industry included in this study is 2 description of the sampling size, research design, and dafa

collection procedures, and methods of data analysis. This research concludes with an assessment of the research
methods that were used in this study. Additionally, the methodology used in obtaining information on customer
satisfaction in banking through a survey performed on a sample of the general user population. The questionnaire
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Table 2. Mean scores of dimensions of service guality

Expectations  (E) Perceptions (P) @5
Item to Item to Afean
total total Gap
correlat correlat  score
ions ioms
Dimensions and Items sD sD
Reliability 134 167 225
Providing service as promised. 166 6059 183 220
Sincere interest of personnel in solving problems. 160 6695 193 222
Carrying out of the services right at the first time. 170 6% 195 718 221
Providing services at sppointed time. 155 711 190 6746 230
Telling when services will be performed 139 6306 204 6263 232
Responsiveness 733 148 461 200
Staff give prompt service to students. 727 167 761 445 218
Staff always to help students. 743 152 7641 47 223
Staff respond promptly to queries. 730 158 7626 458 208
Assurance 713 135 465 198
Students trust staffs. 698 159 7466 444 210
Students feel safe while receiving services. 705 156 7459 457 225
Staffs are courteous with students. 718 16 21 454 225
Professars have the kmowledge to answer students. 731 154 6708 503 21
Empathy 679 18 42 17
Given individual atiention. 646 185 5977 420 205
Dealt with in a caring fashion. 689 165 211 435 208
Staff keep students” interest at heart 694 178 6518 437 202
Understanding specific needs of students. 690 182 7249 428 204
Tangibles 492 187
Moder and up to date equipment. 8919 425 228 7661
Visual appeal of physical facilities. 7276 405 212 862
Neat and well-dressed staffs. 7311 444 208 7351
Visual appeal of materials. 6467 412 212 8169
Convenient operating hours. 6243 525 238 4915
=955 a=965
Overall service quality 72 1n 6 456 164 s -2.56
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Our strategic priorities for 2016 to 2018

Our refined strategy is an evolution of our proven approach. We are.
focusedon deliveringthe best serviceto our customers,at the best
price for our shareholders,while maintainingstable profitabilityand a
strong, low-risk balance sheet.

Our stakeholderfocus supports ourstrategic priorties and value
creation. It is underpinned bya culture of Simple, Personaland Far,
while being deeply engaged n the communities where we operate.
These priorities build on our progressto date, and would ot be:
achievable without the commercialtransformation we have already
accomplished.

-

Our strategic priorities

Customers

- Grow customer loyalty and market share

- Deliver operational and digital excellence

Shareholders

+ Achieve consistent, growing proftabilty and a strong balance sheet

People

- Live The Santander Way through our behaviours
‘Communities

+ Support communities through skills, knowledge and innovation

Customer loyalty and market share growth

[ We am to provide an innovative, personalised service creating deeper relationshipsto
am customer layaly.

[We vant our retail products and service to give people the finanda tooks and sup
they need through the moments that matter most - we want to become our
customers”bank for Ife.
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