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Introduction

The aims and objectives of this Best Practice Guide

The Best Practice Guide for Customer Service Professionals is for all those who deal with
customers. Working effectively with customers demands more than customer care.
Today’s customers want to deal with real professionals, representing organisations that
meet their high expectations. Your customers may be internal (within your o janisation)
or external (outside your organisation). The skills needed are very similcz.~ni the Best

Practice Guide will help you to focus on improving the skills that you need in you work.

The Best Practice Guide covers all the knowledge and skills needea 2 de “ver excellent
customer service. It has been based on the UK’s National Occ. nationar Standards for
Customer Service (released in 2006). The Guide deliy 2rs all v e ccncepts, knowledge and
understanding through simple explanations and exam, 'es. It en enables you to improve

your skills by carrying out relevant, work-bas‘d activities involving your own customers.

The importance of the cystomeNg#fvice professional |

You individually play a key pa‘cin tf 2 suc. .ss of your organisation. As a customer service
professional you can make e G.”.erence for the customer. Your actions can turn new or
even unhappy customers int It ‘al ezmbassadors for your organisation. Your skills and
knowledge can provide tuscan ers with exactly what they are looking for. This will
encourage them ‘o .2furn (» your organisation over and over again - and this in turn can

bring finar=ial suc ~_ss.

TOP TIP

Customer service is all about YOU ...

... your skills, your knowledge, your
attitude, your team working and your
communications

© Customer 1% International
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Your organisation has ambitious aims and objectives. But without you and your fellow
professionals working well as a customer service team, those plans cannot be realised. So
as you progress through this improvement programme, remember that it is all about you.
You can develop your skills in dealing with customers to the highest possible level. You
can not only achieve success on behalf of your organisation, but you can also gain yourself

- through job satisfaction, reward and recognition.

Learning outcomes

The learning outcomes for this Best Practice Guide describe what you will be « hle to do
after successfully completing all the Modules. Each Module’s learning outcomes 2re shown

below.

Module 1 Basic Concepts of Customer Service mm ;
AR W

When you have successfully read through all the exj anation. and completed all the
activities in this Module you will be able to:

e Demonstrate an understanding of the b-.ic concepts of customer service

e Understand the importance to customer and o receiving excellent customer service

¢ Understand how an organisation reputation can depend upon the delivery of
excellent customer service

e Distinguish between diffei nt.evels of customer service

o Demonstrate an unders ‘a. ding >f how the service offer can be enhanced by added
service value

e Explain a rz2e of ni thoas of measuring customer service

mom its of truth in a customer service context

Module 2 Yeveloping Relationships with Your Customers

e |dent”

J

When you have successfully read through all the explanations and completed all the
activities in this Module you will be able to:

e Recognise and distinguish between internal and external customers

¢ Understand the benefits and importance of customer loyalty

¢ |dentify the components of an effective customer service process

© Customer 1% International
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Module 3 Customer Service in Different Organisations

When you have successfully read through all the explanations and completed all the
activities in this Module you will be able to:

e Explain why customer service is important to different types of organisation

e Explain how customer service differs in different types of organisation

e Recognise how the service offer tends to vary for different types of organisations

Module 4 Match Features and Benefits -

When you have successfully read through all the explanations and completea . '! the
activities in this Module you will be able to:

e Demonstrate an understanding of features and benefits of g odu. *s and ~2rvices that
affect the delivery of customer service

o Identify customer preferences and match them to availa. 'e opuu..s

e Recognise how organisations can set product anc service  tandards

e Demonstrate an understanding of equalit: and divers.cy issues for an organisation

¢ Demonstrate an understanding of hov. to p:umote additional services or products to
customers

e Identify an unique selling point 1.~ a producc or service

When you have successfully re 4 tiirough all the explanations and completed all the
activities in this Mou ‘e au" vili'oe able to:

e Describe tha.imporuw nce uf effective communication in the delivery of customer
service

e Choos~*he n ~Lc appropriate communication method to suit a specific customer
ser; (ce situaticn

e Recc.use th 2 value of effective verbal and non-verbal communication skills in
custom=r 2 _rvice transactions

e Choose behaviour that is appropriate to a specific customer service situation

e Understand the benefits, features and methods of using information and
communications technology (ICT) in order to deliver effective customer service

© Customer 1% International
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Module 6 Deliver Service Excellence Through Teamwork

When you have successfully read through all the explanations and completed all the
activities in this Module you will be able to:

o Demonstrate an understanding of effective methods of team working in the delivery
of customer service

o |dentify examples of working in partnership with other organisations

Module 7 Systems for Delivering Service Excellence

When you have successfully read through all the explanations and completec all the
activities in this Module you will be able to:

e Explain the importance of systems and procedures supporting consisteric < >livery of
customer service

¢ Demonstrate an understanding that systems should be focus. d oi. ~ustor .ers

o |dentify customer preferences and match them to availc. e v 27 3

e Understand the meaning and benefits of product? and ser. ‘ce \nnovation

e Explain how organisations can benefit from custo: =r fes yback, both positive and
negative

o Describe a systematic approach to ser ice< ecovery

o Identify effective ways of resolv 2g customu.s’ problems

e Deal effectively with diff cult ¢ stomu.s and difficult customer service situations

e Understand the imporir. e 0. ising ICT to support systems and customers

N

Module 8 odes of Practice

AL ane
When you have ¢ 'eesstully read through all the explanations and completed all the
activiti<s in this M bdule you will be able to:

e Unctr_and he main aspects of customer service that are affected by legislation,
regulation -~ .1d sector codes of practice

e Recognise the main regulatory and legal restrictions on what you can and cannot do
in all aspects of your work with customers

© Customer 1% International
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Module 9 The You Factor

When you have successfully read through all the explanations and completed all the
activities in this Module you will be able to:

o |dentify the skills of emotional intelligence that are relevant to customer service

e Demonstrate an understanding of the effects of submissive, assertive and aggressive
behaviours on others

¢ Understand how personal attitude, health and emotional state affect your ability to
deliver excellent customer service

e Plan and carry out activities that are needed for your own professional d velopment

This Best Practice Guide covers the knowledge and skills required by the U.K.’s . ~vel 2
National Occupational Standards for Customer Service. After Medule 2 you will find an
S/NVQ knowledge matrix that maps the knowledge requirements o1 “he , = conal
Occupational Standards (NOS) to this Best Practice Guide. Tt > shows you, section by

section, where you cover the knowledge requirement  of the " ev.' 2 NOS for Customer

Service.

Introducing the knowledge aff§l s#ills,that you need

As a professional you will need speciti  knowledge and skills. These take time, effort and
motivation to develop. The B<st Pré :tice 7 uide will show you how to develop that set of
skills and knowledge. Thig nay . done either in your job role or within a learning

programme.

We hope you firi ¥ &> Best 2ractice Guide informative and fun. For someone new to
customer sorvice V' cthe concepts, guide-lines and activities will prepare you to operate as
a true p ofes="_.al. If you are already experienced in dealing with customers you will
discover new ids us and find ways of improving your expertise. Each Module introduces you
to customer service knowledge and skills. There are examples and illustrations to help you

relate the knowledge and skills to your own experience and job role.

The activities and learning log

You should complete the activities as you go through each Module of the Best Practice
Guide. They will help you to consolidate your learning. They allow you to apply what you

learn to your own organisation, or to one that you are familiar with.

© Customer 1% International
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If at the moment you are not employed, or in a position where you do not deal directly
with customers, do not worry - you can still carry out the activities by applying them to

organisations that you deal with in your everyday life.

To get you started, complete the following activity.

Activity

Your personal objectives for the Best Practice @uide

To start with, think about what you hope to get out of this development prog. ~mme.
Where in your customer service role do you need to improve your « vn understanding
and skills? Decide on your personal objectives which will enable ; »u 1. i prove your
performance as a customer service professional. Write in t. 2 spacc = 2low up to five

personal objectives for your development programiy :.

© Customer 1% International
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Use the learning log for each Module. This will help you to reflect on your learning. It will
encourage you to plan changes and improvements - and to put them into place. Here is a

your first learning log.

Activity

Your learning log

This is not simply a learning programme. It is important that you make real changes
and improvements to the way you work. Use the learning log to record what you have
learned and the actions that you plan to take. Add items to your learning Ic 3. When
you get to the end of the programme you will need to refine these items o, roduce a
clear action plan.
A\
What | have learned
‘
1
2
3
4
5
W

N O% planned Target date
1
2
3
4
5
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Confirming your learning

The Best Practice Guide for Customer Service Professionals will help you to track your own
progress and improvements. Each Module ends with a multichoice self-assessment

consisting of five questions. Each self-assessment checks the progress you have made with
your learning programme. You should carry out the self-assessment once you have finished

going through the Module, including all the activities. You will find the answers to the

self-assessments towards the end of this Best Practice Guide.

Moving on to further learning |

Once you have completed this Best Practice Guide you may want to <hieve one of the

following vocational qualifications:

) The Level 2 Certificate in Customer Service - this is alsc “now.. .. the Level 2
Technical Certificate in Customer Service

. The Level 2 National Vocational Qualification (N /Q) or S¢ bttish Vocational
Qualification (SVQ) in Customer Service < this assesscs now you apply your knowledge

and skills in the workplace

To take your learning even further yo. may consider a qualification for supervisors or

jJunior managers in customer s<.vice

. The Level 3 Certifica’ ».in ' stomer Service - this assesses your knowledge and skills
as a supervisor or teari I xder, and is also known as the Level 3 Technical Certificate
in Customer Serv. e

. The Level " iv.*ianai ‘ocational Qualification (NVQ) or Scottish Vocational
Qualifieatior /,VQ) In Customer Service - this assesses how you apply your knowledge

an ( ski** " tI > workplace as a supervisor or team leader

© Customer 1% International
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Module 1: Basic Concepts of Customer Service

Module introduction
Welcome to Module 1 of the Best Practice Guide for Customer Service
Professionals. In this Module we look at the basic concepts of customer service,

what our customers expect, and standards of customer service.

1.1 Learning outcomes U

When you have successfully read through all the explanations an'' co: nletedall the
activities in this Module you will be able to:

o Demonstrate an understanding of the basic concepts of ¢ 'stomer service

Understand the importance to customers and of receivii ! excellent customer service

o Understand how an organisation’s reputation cai depen: upon the delivery of
excellent customer service

o Distinguish between different levels ¢ " cii.comer service

o Demonstrate an understanding-of how the s7.vice offer can be enhanced by added
service value

o Explain a range of mettic s of neasuring customer service

o Identify moments of i *h i1, 2 customer service context

-
-

TOP TIP

Give your customers TL C ...

Think Like a Customer !
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1.2 What Is customer service?

Let us start off with some ideas on what we actually mean by customer service.

Activity

What is customer service?

Think about the customer service that you provide to your customers. In your own
words, write down what you think customer service means. If you want to, ‘efer to the

organisation you work for, or one that you are familiar with.

Definition ‘ C :stomer service is the sum total of what an
SR ¥R grganisation does to meet customer expectations and

Customer serv.ce produce customer satisfaction.

Types u. cust )mer service

There are ditrerent types of customer service delivered at different stages. We can
identify customer service delivered before the sale of the product or service, during the
sale, and after the sale. Let us look at some examples.

© Customer 1% International
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Customer service In a restaurant

Customer service before sale

Welcoming the customer into the restaurant

Customer service during sale

Serving the food in a friendly and efficient
manner

Customer service after sale

Asking the customer if everything was
satisfactory

Customer service in a car dealership

Customer service before sale

Providing information and a test drive

Customer service during sale

Handling the finance 1 v tho cust<.ner’s
purchase of a new car

Customer service after sale

Dealing with after _~les servicing in a friendly
and efficie’ ¢ ma. rer

Customer service |

Customer service before sale

.onf*“/ning the availability of rooms for
sy~ cific fltes

Customer service during sale

Customer service after sale

Respc «ding to a customer’s request to change
to . quieter room

returning customers’ belongings that were left
in the room in error

To do the same for y¢ ¥ v rganisation, complete the next activity.

Acti ty

gustomer service in my own organisation

Give an example of customer service at each of the three stages.

Customer service before sale

Customer service during sale

Customer service after sale

© Customer 1% International
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1.3 Customer satisfaction

You have probably heard of the term customer satisfaction. Here is a definition.

Definition Customer satisfaction is the feeling that a customer
gets when he or she is happy with the customer service
Customer that has been provided.

satisfaction

A satisfied customer is one who has received the level of service he or she exy. >cted;
nothing went wrong and the customer went away reasonably “happy”. But is tti. > enough?
What if the customer tries another competing business to yours, ana ‘s not merely
satisfied, but delighted? Try to delight your customers by giving tri m ri. > than they
expected. Customers are very demanding, and if your orgarn ation <. inot delight them

they will probably go to another.

One positive step you can make in your organ’ ation is tu ...casure the level of customer
satisfaction. You need to get feedback frz n yo'. customers to find out what they think of
your level of service. You can get feedback \ "m v/ ur customers by:

o asking them questions

o listening to them

o encouraging them to! "mp = e customer satisfaction questionnaires

o dealing with their sugg s ans or improvements

o handling their coi 9l

You might=ink o, _ne different levels of customer satisfaction as (for example):
o de igh* .

o satisfied

) disappointed

. unsatisfied

On the other hand you might measure customer satisfaction by a score (out of ten, say) by
analysing customer satisfaction questionnaires. However you do it, it is vital that you and
your organisation know how satisfied your customers are, and always try to “go the extra

mile” to delight your customers.

© Customer 1% International
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Listening to~ our customer

Be aware that customers are changing. Th. > £ \pect.more than they used to, especially in

terms of the service they receive. Study and . =r discuss with your colleagues the

following statistics.

jsfaction facts and figures

Here are some  2<ts and figures about customer satisfaction in the UK.

\d

e Custom< r satisfaction in the UK is running at 69%; customers’ needs are still not
being met. ( UK Customer Satisfaction Index [UKCSI] 2008)

e 71 % of respondents said they expected a higher standard of service.
(Accenture Global Customer Service Satisfaction Survey Report 2007)

o Customer satisfaction is the biggest single factor determining future growth of
the economy and the profitability of companies.
(American Customer Satisfaction Index [ACSI] 2006)

o 69% of customers would be willing to pay up to 20% more for exceptional
customer service (Hicks, ICS National Complaints Culture Survey 2006

© Customer 1% International
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1.4 Customer expectations

You cannot plan properly to satisfy or delight your customers until you know something

about their expectations. To understand the expectations of the customer, try to see it

from the customer’s point of view.

Remember that customers are individuals. Each one has a set of expectations of the
service that you will provide. It is a vital part of your job to try to live up to and exceed

those expectations. To help you do that, think like a customer.

Your organisation could “see it from the customer’s point of view” on a regular . asis. For
example some organisations (such as shops, restaurants and hotels) . se mystery shoppers
to experience the level of service first hand. The mystery shopper roes 7y the
organisation unannounced and checks the levels of service gi. 2n aye... : certain criteria.
Feedback is then given to the staff and/or managers '« orde. o 'entify where

improvements can be made.

Activity

ectations

Think of an example of p’ ar cu > .omer service that you have experienced personally. In
that organisation the custc mu = sei vice did not meet your expectations. Describe what
went wrong, then lisc tric:th ngs that would need to improve so that the service would

meet your exp. Lotions.

© Customer 1% International
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Quote from ... “I think in here they all know we offer help and a happy
cheery smiling face at the check-out or at the customer
service or the petrol station. That is what they expect,
and that is what they get.” (Johnston, 2003)

Definition Customer expectations are what people think should
happen and how they think they should be treated
Customer when asking for or receiving customer service.
expectations
Customer expectations can be complex. Think about how your cusu mers’ expectations

are formed. Why do customers expect what they do of your produ ts a. 1.7 rvices? Try to

see things from the customer’s point of view in the next acti ‘'vy.

“70 % is about fixing the person, 30 % is about fixing the car”

© Customer 1% International
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Activity

Your expectations as a customer

Pick a commercially available product or service that you buy. Choose one which has
other competing products/services in the marketplace.

Name of the product /service

How your expectations are formed

What do you look for in this
product/service?

Why do you choose to buy it from
this particular business?

How do you know what to expect
from the product/service?

Describe briefly your expectations as
a customer

How do the competing
products/services compare.” s the
one you choose?

What ideas do you get frc i ‘oul
family, friends or ¢<''eagui s a out
the product/service:

Describe briefi : ar, ~dve. tisements,
brochures.web. ts or vther media
that in”orm you < hout this product

Price and value

How does the price compare to its
competitors?

How does the value for money
compare to its competitors?
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Now you can see that the expectations that customers have of a product or service are
built up from a variety of sources. A customer’s expectation is a complex issue. It is very
important that you and your organisation try to understand the customers’ expectations,
and how to meet them. So the next question is - how do we know if the customers’

expectations are being met?

Activity

Check their expectations are met

Write down up to ten ways of finding out how well your products or se. . “22s meet your
customers’ expectations. Two examples are shown below to get vou started. L2 not
limit your list to the things you already do. Think of new meti‘ads « € findiz'g out this

important information. (Include internal customers).

1 Ask customers verbally how satisfied they ar7 wiu. arocicts/services

2 Give your customers a customer satisfaction “uestio! naire

10

QUOte from ... “The job is dealing with customer needs. 70% is about
fixing the person, 30% is about fixing the car.”
(Johnston, 2003)
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1.5 Excellent and poor customer service

One great way of understanding what customers expect is to see it from their point of

view. Put yourself in the customer’s shoes. Think about what you expect as a customer
yourself. You can try this with virtually any product or service that you use - it could be in

shop, a restaurant or even a hospital.

Activity

Excellent and poor customer service

See it from the customer’s point of view. Think of two organisations that yu. have
dealt with (as the customer), where one has had excellent custor: ~r service, and one

poor customer service.

Excellent service © \ ®

Now th. >k of 8 organisation that
Jdisappoinwcyu you when you were a
customer

Give an example of an organisation that
impressed you when you were a customer

What w'.s it that . npressed you? What was it that disappointed you?
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From the last activity you have seen the difference between good and poor customer
service. Now we need to think about the levels of customer service that we can provide.
It is easy to say that we should provide excellence, but what does “excellent customer

service” actually mean? Complete the next activity to find out.

Activity

What is excellent customer service?

Think about the level of customer service that your organisation provi:'2<. ' low good is
it? Here are some ideas of what excellent customer service means:

Meeting customers’ needs

Exceeding peoples’ expectations
Delighting the customer

Making a good first impression

Going the extra mile for the customer
Providing a first class product and service

All of these ideas are good ideas. But for y7 . in your oryanisation it is vital that you
discover what your customers expect, ar. - ther rind ways of meeting and exceeding

those expectations.

Now be specific about your ov i or_ani.>tic 1, or one that you are familiar with. What
would excellent customer.ser ice .00k like to one of your customers? Write down three

ways of providing exceller £ . 2rvic > to your customers.
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Views of service excellence

Here are some quotes from people who work for organisations that have been
recognised for the high level of customer service that they provide. Employees were
asked what they thought excellent customer service means. The quotes show how

customer service professionals think. (All quotes from Johnston, 2003).

Quotes from First Direct employees:

o Good service means that calls get answered promptly; customeis ¢ aeir issues
dealt with on one call wherever possible. They get an efficient service, *hey can
trust us to carry out their instructions as and when they re. ‘tire them

e By being there in the first place and picking up the calls qu. ~ker *".an any other
organisation

Quotes from Shangri-La Ho @ ees:

o When | meet them, | give them smil<.. | greet them with friendliness, with
sincerity, and hospitality. | give t* :m a-.arm welcome

e Customers expect good and.simple ser ic s without fussiness

e If a customer cried Wo : 11, afte »hic or her first time tasting of my food, it would
be the best. It was b rond.’ (s or Ier expectation. Food should always look
tempting and sme’ qrec*®

e When we giv' them no. > than they asked for, this will impress them

‘ Quotes from Tesco employees:
_“

rhe f~=- I¢ ks good, the way that it is set out. The freshness is obvious
e Smi'e =d be friendly towards the customers

e Generally they are dealt with straightaway

e Always give the best service possible

o Well, | always try to be pleasant. | always try to be as helpful as | possibly can
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But why should we provide excellent customer service? Perhaps we should just do the
minimum. No! If you and your organisation do not excel in customer service, the

customers will go elsewhere.

Give the « 'stomer.a warm welcome

1.6 Customer servig tgnsattions

\ A customer service transaction is a single exchange of

- information, product or service between a customer
Customel s<rv.ce and a service deliverer.
.ransac ion

Your custonic.s link up with you through customer transactions. Your organisation carries
out many different transactions with customers. During an individual transaction, the
customer may do, for example, one of the following:

o Request information from you
o Buy a service or product

o Make an agreement with you
o Log a complaint

o Book an appointment

o Return an item for repair
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Your customers form their opinions of you and your organisation during these customer
service transactions. They may get opinions from elsewhere, such as from friends,
colleagues and relatives who have dealt with you, but they will make their judgments
mainly on the basis of these transactions. Therefore, you have to get these transactions
right! The transaction should be for the customer an easy, pleasant and positive

experience. Aim to provide excellent service during every single transaction.

1.7 The service offer and added service value

The actual services that a customer is offered when he or she considers A pburc¢ 1ase varies

from one product to another. They also vary from one organisation to another.

The service offered by a luxury, five-star hotel is considerably mor. tha. *.at offered by a
basic bed & breakfast business. The customer takes his or he > cnuicc. in the same way, a
customer expects a much higher level of service at a/.igh-ci. =s . ~taurant than from a

burger bar!

Definition

A service ofi v F_fines the extent and limits of the
cus. mer service that an organisation is offering.

Service Offer
1

Price and the service offer

The higher the price ¢ U.&hesic product or service being purchased, the greater the
service offer tei u.*a be. This is not always the case though. For example, if you buy an
inexpensive smali -7, you expect more or less the same level of service as if you had
bought [ n ex==siv, luxury car. In general though a higher price tends to mean that the

organisation can ifford to provide extra services.

Look at similar products offered by different organisations. As an example, in the UK,
everyone pays towards the running of the National Health Service through National
Insurance contributions and taxes. When you become ill and have to go to hospital for
treatment you can choose to go to an NHS hospital. Or, if you can afford it, you may
choose a private hospital. This costs more. You pay the hospital fees or medical

insurance in addition to the NI contributions and taxes. However, you will expect to
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receive a better level of service. The service offer is greater because of the higher price

of the product.

Other organisations and the service offer

Your organisation might choose to improve the service offer in order to win more business
(if it is in competition with other organisations). For instance Starbucks, the global coffee
shop, provides a unique service offer by providing more comfortable surroundings in an
atmosphere that encourages customers to stay longer. They don’t just drink coffee; they

enjoy a much wider “experience”. Starbucks made this service offer a succe s.

Starbucks shops in the United States also provide wireless internet connections. * “ustomers
with a laptop computer equipped with a suitable “Wifi”” wireless:con: ~ction ~an connect
up to the internet to check their emails and surf the web. This serv ~e i .ovation

extended the Starbucks™ service offer.

O

-
-

~
TGO TIP

Don’'t e afra. !, of making suggestions to your
M. uager -\ you are the one who knows best what

the problems and solutions are!
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Now complete the next activity.

Activity

Extend the service offer

Choose three well-known organisations. For each one, think of one way of extending

the service offer, which may benefit the business.

Name of organisation How the service offer co

Now do the same fo

Name of organisation e service offer could be extended

Another way of ensur. y “hat a nuc-for-profit organisation is performing well is to look at
the added servic ovalue o at it provides to its customers. Look at this definition of added

service value.

Added service value is the extra, over and above the
basic product or service provided, that an organisation
offers to its customers. This added service value

Added . | represents extra service benefits that can truly delight
€0 Service value | he customers and keep them loyal.
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Added service va le

1.8 _Benchmarking (o

Whatever an organisation’s aims are customer . (vice is very important to achieving
them. Customer service can er'an @ re 2ute’.on and give added service value.

Benchmarking should be used  ~ er.ure that the level of customer service is as high as

possible.

Performance Benchmarking is the process of trying to
reach target levels of performance that are achieved by
P<riorm.ance the best organisations. The organisations could be in
) the same sector, or another sector.
Bomenn arking

Benchmarking is good for you and good for your customers. If you benchmark your levels
of customer service against other organisations (or other sectors, or even other countries)
you will be aware of the best practice. You will be inspired to copy elements of that best
practice to your own situation. Benchmarking is not simply reaching the same standard
that others have reached. It is really about raising the level of service that you provide to
the best possible. If you can do that then you will delight your customers and establish a

reputation for excellence.
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Benchmark against the best organisation that you know of. Think of businesses that are
well known for their excellent customer service. Now try to transfer that excellence to
your own organisation. This is how to excel at customer service - be different and

innovative. Think of ways of delighting your customers that no-one else has thought of.

Now complete the next activity.

Activity

Case Study : Performance benchmarkigg

Look at this sample case study from the care sector. Read the.casc ~tudy and write

your answers in the spaces provided.

Pro-Care Home .

Pro-Care is an organisation that runs 15 car® homes tu: ciderly people. It is a not-for-

profit organisation. It has charitable sta us. !'"is funded by a number of charities, plus

some direct donations from the public.

Chrissie Clarke is the Operatic.is | ‘anc er.“or Pro-Care, and she works at Head Office.
She oversees the manageme: * of zach of the 15 care homes, making sure they provide
the best possible level 9. ser ice to the customers. Chrissie uses performance
benchmarking to se. :cmaets for the care home managers. She uses information provided
by researchers«in the c.ve sector, who provide statistics on a range of service levels in
UK care homes  f.c uses the service levels of the country’s best care homes as
perforr ance ben hmarks. In this way she knows that, if Pro-Care homes achieve their

targets ...cy wil' be some of the best homes in the whole country.

One service that she wants to improve is how the staff in the homes respond to requests
from the relatives of the elderly patients. Chrissie has set the following targets for the
year ahead. Care home managers must do whatever is needed to try to meet these

targets.
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. Current Pro- Pro-Care
Performance aim Benchmark : —
Care figure target

1 To inform relatives quickly of any 3 hours 7.5 hours 3 hours
change in the patient’s condition

2 To increase the maximum visiting 20 hours 8 hours 15 hours
hours per week

3 To reduce the average time to 45 minutes 2.5 hours 1 hour
respond to a telephone message

Questions Your answer -

What might the Pro-Care home

managers need to do to achieve

Target 1?

If the homes achieve Target 2, what
will the customers think of this?

What problems might the managers and
staff come across in trying to achieve
Target 3?

Do you think all targets can be
measured as numbers, like the one
above? If not, what other ki’ ds of
targets can be set?

How could Chrissie f2d out the aeneral
level of customer sav.tac o, with
each of the Pre-Care hc 2es?

1.9 Measwling service standards

To benchmark against others you need to measure your own performance. Think of ways
of doing that. You may have questionnaires or other methods of getting feedback. Here
are some ideas on how to use service standards:

) Use customer satisfaction questionnaires
o Analyse your questionnaires - and do something with the results. Action plan your
improvements, so that your customer feedback is used to make a difference

o Keep track of your performance (that is your own and your team’s performance)
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o Publish the results of your performance measurement - make easy to understand
graphs and put them up on notice boards - let everyone know how you are doing and
how you can improve

o Show your results to your customers - they are interested in how you are doing

. Show your results to your other stakeholders - managers, shareholders, directors,
suppliers, and everyone else who is interested in the success of your organisation

o Track improvements over time - put up on the notice board a graph showing progress

against planned improvements

1.10 Moments of truth - |

In dealings with customers there are moments of truth. Here is.2 de nition:

Definiti A moment of truth is 2===iticc 'y important point in time
eriniton when a customer f¢' ms an« »in. »n about the
organisation’s leve. of servic :. At a moment of truth
the customer will el er de‘de to stay loyal to the
Moment of Truth organisatior, or go elsewnere, perhaps to a competitor.

Here are some examples of moments of truth. Stiv.y them before you tackle the activity

that follows.

Activity

dments of truth

A moment of truth

The point when the customer logs into the
company’s website. The potential customer
will move onto another site unless this one
seems easy to use.

A packayc holid y company

The point when the shopper asks an assistant
for help in finding a product. The assistant
needs good product knowledge - if not, the
moment of truth is not a good one!

A superstore
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In the next activity you get the chance to think about the moments of truth that you have

experienced as a customer.

Activity

Moments of truth for you as a customer

Remember a situation when you were a customer. Perhaps it was in a restaurant, a
public house or hotel. Think of three moments of truth that made a big impression on

your view of the organisation’s customer service. (They could be positive ¢ negative).

You understand what moments of *ruti are. They can be different for every person and
every organisation. What yow can b’ sure _r, though, is that the customers of your
organisation do have their . »n . 'ments of truth. In the next activity you will be able to
identify some momen#s of ti 1ti. n your own organisation, or one that you are familiar

with.
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Activity

Moments of truth in your organisation

Now find three moments of truth for your own organisation. Briefly explain each one.

My organisation 3 moments of truth
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1.11 Self-assessment

Module 1 Self-assessment

In each case tick the answer that best fits the question.

Smiling at the customer

your customers by:

1 Customer satisfaction is:
The feeling of being happy with the
service provided
Filling in the satisfact’an
guestionnaire

2 You can get feedback from Showing them the aew v oure

Handling/ heir con Hlairics

Taking then =~ ent

3 Mystery shoppers:

| Ches .\ service given against certain
o ceria

Are .l buyers of products

Are customers who buy on impulse

4 A good way 0i
unders’ 2ding vha
customer exg2 s to:

Tell them all about your products and
services

Read the newspapers

Put yourself in the customer’s shoes

5 ’ e e s of truth are when:

The manager carries out your
appraisal

Customers form an opinion about
your level of service

The company has financial problems

OO0 0 0 00000000000
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1.12 Learning log

Now complete your learning log.

Activity

Learning log for Module 1

Add items to your learning log. When you get to the end of the programme you will
need to refine these items to produce a clear action plan.

Actions [Ng Target date
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Module summary

Well done - in this Module you have learned about the basic meanings and
concepts of customer service. You have identified what “customer service”
means, and you have discovered what customers expect in a variety of
organisations. Moments of truth are important because they help customers to
judge your organisation. There is a clear difference between good and poor
customer service and you have seen some examples of excellent service from
very successful organisations. Benchmarking is used to learn best p actice
from, or share it with other organisations. These might be sim:..Z:n2t 1anisations

- or very different ones - to your own.
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Answers to Self-Assessments

Module 1 Self-Assessment: Basic Concepts of Customer Service

1 B 2 B 3 A 4 C 5 B

200 — Q]
1 B 2 c 3 A 4 ‘ | 5 A
1 B 2 c 3 ’ B | 4 A 5 B
1 B 2 Bl w3 oA 4 c 5 B
.V .
Module 6 Self-Assessme@i. D@iver Service Excellence Through Teamwork
1 c AW 3 c 4 B 5 A

Module 7 Self- ?
1

o 2 A 3 B 4 A 5 C

1 A 2 C 3 A 4 C 5 C
Module 9 Self-Assessment: The You Factor
1 A 2 C 3 A 4 C 5 A
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S/NVQ Knowledge Matrix

This matrix shows the where the knowledge and understanding requirements of the U.K.’s
Level 2 NOS for Customer Service are covered in this Best Practice Guide.

S/NVQ Knowledge Matrix

This matrix shows where to find the knowledge items of each S/NVQ Unit in this Best

Practice Guide.

Unit 1 Prepare yourself to deliver good customer service

201
Knowledge item Section
la | what the organisation does A 3.24.2
1b | what services or products the organisation providc 1'2 2'2
1c | what the key features of the organisatic’. s services or products are 4.3
1d | what the key benefits of the organisa «on’s< zrvices or products are 4.3
le | what the structure of the organisation 1 2.4
1f | what a customer is N/ 2.2
1g | who the organisation’s cust=rers re 4.3
1h | what building an organi< «tion’ @u‘ 10N means 2.3
1i what can damage ar:orge hie'.cion’s reputation 2.5
1j what customer servivs = 1.2
1k hovy customeratisfac ior. lepends on customer expectations and service 1.4
delivery
1 how cust~mer set . e airects the success of the organisation 2.6
Im | the key C 'stor. wselvice requirements of the job 2.4
1n hr‘"'.".omp\'—, procedures contribute to consistent and reliable customer 73
ervice
lo hounds Hf information the organisation keeps about its customers 8.4
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Unit 5 Provide customer service within the rules

Knowledge item Section
5a | organisational procedures that relate to your job 8.28.11
5b limits of what you are allowed to do 8.2
5¢ | what might endanger customers or their property 8.7
5d | what health and safety risks and hazards might be faced by your customers 8.7
5e | why it is important to respect customer and organisation confidentiality 8.4
5f the main regulations that apply to your job 8.2

the main things you must do and not do in your job under laws covering:

e equal opportunities 4.5
o disability discrimination 8.6
5¢ e data protection 8.4
202 e health and safety 8.7
e employment responsibility and rights 8.2
e consumer protection N 8.3
5h the security arrangements of your organisation and how 1. 2y ap., > your 8.7

job role A '

v And your organisation

Knowledge item \ Section

s, ) v . 5.65.8
9a | your organisation’s standards 1. » appearanc.. and behaviour 93
op | your organisation’s guide’’.ies or h_w t recognise what your customer 43
wants and respond apg  priats .y ;
gc | your organisation’s »tles . 2« procedures regarding the methods of 5.35.4
communication you «sc. 5.95.10
9d how to recogr .>whel a ¢ stomer is angry or confused 5'3 2'3
your organisatior. - sta.. ards for timeliness in responding to customer 1.94.4
%e - . - -
questior. «. ' requc ts for information 8.4
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Unit 10 Promote additional services or products to customers

Knowledge item Section

10a | Your qrganisati_on’s procedures and systems for encouraging the use of 46
additional services or products )

10b | how the use of additional services or products will benefit your customers 4.6

10c how y_our_customer’s use of additional services or products will benefit your 46
organisation )

10d | the main factors that influence customers to use your services or products 2.44.6
how to introduce additional services or products to customers outlining their.

10e | benefits, overcoming reservations and agreeing to provide the additional 4.6
services or products A
how to give appropriate, balanced information to customers about service.

10f 4.34.6
or products

Unit 11 Process customer service information

\\/

Knowledge item \ Section

your organisation’s procedures and guidelines for “ollectinr , retrieving and

1la . Co . 7.118.4
supplying customer service information

11b | how to collect customer service inform~ _ion efficiently and effectively 7.11

11c | how to operate the customer service' aforr ation storage system 7.11
why processing customer service inform.. (on ce’ . ectly makes an important

11d — - , . 7.11
contribution to effective customer service

11e the importance of attention to ¢ tail when processing customer service 711
information , )

11f | legal and regulatory reC rictior s on the storage of data 8.4

Knowledge itc .. \ Section

e ney fec ures, moments of truth (those points in the customer service
Jroce” hat have the most impact on the customer experience) and

12a - - O . - 3.21.10
v_womer! :xperiences that define the organisation’s service offer, vision and
promiSf‘

1op | WaysIn which staff can contribute to communicating the service vision or 24
promise to customers )

12¢ sales, marketing and/or public relations reasons for defining a service offer, 24
vision and promise )

12d how words can be used and adapted to reflect a defined service offer, vision 4.4
and promise )

12e how actions can be used and adapted to reflect a defined service offer, 4.4
vision and promise )
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Unit 13 Make customer service personal

Knowledge item \ Section
13a | how use of your customer’s name makes service more personal 2.44.6
13b | personality types and their receptiveness to personalised services 5.89.3
13c types of personal information about customers that should and should not be 8.4
kept on record )
features of personal service that are most appreciated by customers with

13d | ... 4.5
individual needs

13e pody language and approaches to communication that are generally 55
interpreted as open

13f | Your organis_ation’s guidelines on actions that are permissible outside of the 8.28 11
normal routines and procedures T

13g your own prefert_ences arld comfort levels relating to how you are willing and 5.89.3
able to personalise service B 9.7

A
Unit 14 Go the extra mile in customer service ﬁ
ﬁ

Knowledge item \ Section
14a | your organisation’s service offer 1.7
14b | how customers form expectations of t' = service they will receive 1.4
what types of service action most cus. M7 s will.see as adding value to the

l4c : 1.7
customer service they have already had B
your organisation’s rules and . ~cedures th. . determine your authority to go

14d : 8.28.11
the extra mile s N

—— — -

14e relevant_ legislation and .+ -gula ‘on v ?* .mpact on your freedom to go the 8.28 11
extra mile B
how your organisati. rec.  .es customer service feedback on the types of

14f - i . 1.97.7
customer experience ti. 't ha impressed them

14g | your organisa* ’s pru ced ves for making changes in its service offer 7.6
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Unit 15 Deal with customers in writing or using ICT

Knowledge item Section

15a | the importance of using clear and concise language 5.2
the additional significance and potential risks involved in committing a

15b N 8.4
communication to a permanent record format

15¢ the effects of style and tone on the reader of a written or ICT 510
communication )

15d the importance of adapting your language to meet the needs of customers 5.107.11
who may find the communication hard to understand 8.6
your organisation’s guidelines and procedures relating to written

15e - . 5.10 8.4
communication and the use of ICT to communicate

15f how to operate equipment used for producing and sending written or<c 711
communications )
the importance of keeping your customer informed if there is likoly to be any

15¢ . - o 7.87.11
delay in responding to a communication

15h the risks associated with the confidentiality of written or ICT 8.4
communications . Q )

Unit 16 Deal with customers face to face _

Knowledge item \ Section

16a the importance of speaking clearly an. sle vly when dealing with a customer 54
face to face - )

16b the importance of taking the t. ae to listen .refully to what the customer is 54
saying A ]

16c | Your organisation’s proce .ures that M act on the way you are able to deal 54
with your customers fac > to f< Ce )

16d | the features and be fits« your organisation’s services or products 4.3
your organisation’s st *v. e o1 > and how it affects the way you deal with

16e . 1.75.4
customers fag *n face.

16f the _principles 0. hou nle nguage ’_chat_ enable you to interpret customer 55
feelingswithout v< tbal communication '
how indi\ ‘'dua. "manscctions between people can be understood by using a

169 . . . 5.8
behaviour. ! “"iodel such as transactional analysis

16h |2y the ex, =2ctations and behaviour of individual customers will demand 53
Jiffe _iic cesonses to create rapport and achieve customer satisfaction )

16i e agree | and recognised sector cues in customer behaviour that indicate 5.45.5
tha” 2. customer expects a particular action by you 5.78.11
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Unit 17 Deal with customers by telephone

Knowledge item \ Section
the importance of speaking clearly and slowly when dealing with customers

17a 5.9
by telephone
the effects of smiling and other facial expressions that can be detected by

17b . - 5.9
somebody listening to you on the telephone
the importance of adapting your speech to meet the needs of customers

17c . 5.9
who may find your language or accent hard to understand

17d your organisation’s guidelines and procedures for the use of telephone 59
equipment ’
your organisation’s guidelines and procedures for what should be said

17e . . . 5.9
during telephone conversations with customers

17f what details should be included if taking a message for a colleague 5.9

179 how to operate the organisation’s telephone equipment  Q 5.9

17h the importance of keeping your customer informed if they are 1 hc 59
during a call B )

17i the importance of not talking over an open telephone 5.9

17j your organisation’s guidelines for handling abusive < ... A 5.9

Unit 21 Deliver reliable customer service ';

Knowledge item \ Section
21a | your organisation’s procedures ad systems or delivering customer service 8.28.11
methods or systems for me " _" ~iny n ore aisation’s effectiveness in
21b S 1.97.7
delivering customer sen ce
21c | your organisation’s proce Yur< s and systems for checking service delivery 2.47.7
21d | your organisation’s | \;'ireL‘nts for health and safety in your area of work 8.7

Unit 22 Deliver custygi® \ prvice on your customer’s premises
Knowledn~. iter Section
223 _~ «mpol ance of sensitivity to people’s feelings about their own premises 8.7
and.pos7 _ssions )
the regulatory and legal restrictions on what you can and cannot do in all
22b 8.28.7
aspects of your work
22c¢ | the insurance implications of working on your customer’s premises 8.7
224 the organisational procedures you would take if any accidental damage is 8.7
incurred by you on your customer’s premises )
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Unit 23 Recognise diversity when delivering customer service

Knowledge item Section

the importance of recognising diversity in relation to age, disability, national

23a | origin, religion, sexual orientation, values, ethnic culture, education, 4.5 8.6
lifestyle, beliefs, physical appearance, social class and economic status

o3p | Feasons why consideration of diversity and inclusion issues affect customer 45
service )
organisational guidelines to make customer service inclusive for diverse

23c 4.58.6
groups of customers

23d | legal use and meaning of the word ‘reasonable’ 8.6

23e | how to observe and interpret non-verbal clues 4.5
how to listen actively for clues about your customer’s expectations anu

23f needs 5.55.7
techniques for obtaining additional information from customers < ~rough 4.55.4

239 .
tactful and respectful questions B U 5.7

23h behaviour that might cause offence to specific groups of people 2 wi. 7 you 4586
regularly provide customer service e T

23 how to impress specific groups of people to whom you regu 2rly provide 4586
customer service A T

Unit 6 Recognise and deal with customer q

.w equests and problems

Knowledge item \ Section
6a | who in the organisation is able > give help nd information 4.2
6b limits of what they are al’” we "to 2 8.28.11
6c | what professional behe ‘our is 9.2
6d how to speak to pec .. > whe are dissatisfied gg gg
6e how to deal V\”_\ difficult eople 5.87.9
69 what customers ~or. 2l r expect 1.47.4
6h how to i -conise a ~roblem from what a customer says or does 5.79.3
6i what kinc . of Le.. viours/actions would make situations worse 5.89.3

. ' C crganis donal procedures you must follow when you deal with problems
6j . 7.77.8
or cont ain.
6k | understa: d the types of behaviour that makes a problem worse 5'8 2'3
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Unit 31 Resolve customer service problems

Knowledge item Section
31a organisational procedures and systems for dealing with customer service 78
problems )
. . . 5.87.8
31b | how to defuse potentially stressful situations 95
31lc | how to negotiate 5.87.8
31d | the limitations of what you can offer your customer 7.8

Unit 36 Develop customer relationships !

Knowledge item \ Section
36a | the importance of customer retention _— B 2325
36b | how your own behaviour affects the behaviour of the custc mer 5.8
36¢c | how to behave assertively and professionally at al' .imec 9.5
36d | how to defuse potentially stressful situations 5'3 2'8
36e | the limitations of the service offer 1.7 3.3
36f | how customer expectations may chang: as they deal with your organisation 2.5
the cost and resource implications o1 1 e ension of the service offer to

36g ) 2.54.6
meet or exceed customer expectations

36h the cost implications of bringir in new cu. "< ers as opposed to retaining 25
existing customers A )

36i | who to refer to when cor «der. \g a. * v<.1ation to the service offer 4.6 8.2

Unit 37 Support custo

Knowledge item \ Section
37a | how custc 1e" experience is influenced by the way service is delivered 1.425
37b | /.ow custon or feedback is obtained 1.97.7
37¢ | QoW rk'with others to identify and support change in the way service is 7.47.6

deliverer 7.7

why .. 1S important to give a positive impression to your customer about the 5.29.6
37d P . . .

changes made by your organisation even if you disagree with them 9.9
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Unit 38 Develop personal performance through delivering customer service

Knowledge item Section
382 | Your organisa'_[ion’s systems an_d procedures for developing personal 9.2
performance in customer service
38b | how your behaviour has an effect on the behaviour of others 6.49.2
38¢ hOV\_/ ef_fective learning depends on a process of planning, doing and 24
reviewing
38d | how to review effectively your personal strengths and development needs 9.8
how to put together a personal development plan that will build on your .
- . Learning
38e | strengths and overcome your weaknesses in areas that are important to logs + 9.8
customer service ~
38f | how to access sources of information and support for your learning 9.8
38g | how to obtain useful and constructive personal feedback from o*2ers 6'3_2'6
38h | how to respond positively to personal feedback 33 gg
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close the sale, 81

closed questions, 103

codes of practice, 155
communicate, 86

communicating on the tele~hor.»<.00
complaints, 141, 143

consumer laws, 156, .=/, 74
consumer proted .o 157
copyright, 170, 1. 4471

Credit A" .t, 157

customer charte’, 68

customer expectations, 17, 18, 130
customer feedback, 138, 139
customer loyalty, 44, 45, 46
customer preferences, 132
customer relationships, 38, 39
customer satisfaction, 15, 16
customer service, 12, 13, 51, 53, 210

customer service procedures, 129

customer service professional, 4, 179,
182, 192

customer service transactions, 24, 40

data protection, 158, 159, 161, 174

difficult customers, 146

disability, 72, 163

Disability Discrimination Act, 71, 163, 174
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internal communication, 86
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laws and regulations, 155
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