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Customer Service  

What is a customer? 

It states the word “service” as: “A condition, status or occupation of being a servant 

or employee, especially of a specified person or organisation.  And.  “Expert advice or 

assistance was given by an employee to a customer after the sale of goods.”   

We must always remember that without customers, there is no business.  That is 

why the customer is the most important person to ever enter your business.   

 

1. They are visitors in your business. 

2. They require assistance. 

3. They require a certain product. 

4. They are there to spend money. 

5. They are there out of a free will, there are many other businesses like yours where 

they can go, but they chose to enter your business. 

6. Something inside or outside your business must have attracted their attention. 
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What Is Retail Customer Service? 

People ask, what is retail customer service? The answer is that retail customer service 

is those small interactions when an associate is waiting on a shopper that should make 

the shopper feel like they are the most important person in the store.  

Many retailers use customer service and customer experience interchangeably, but 

they are not. Customer service is one-on-one between a salesperson and a shopper. 

The customer experience is the customer’s entire event of shopping in a brick and 

mortar retail store, from the moment they arrive in the parking lot to the time they are 

back in their car. Note that the customer experience does not have to include customer 

service. 

With online retail growing every year, retailers with physical stores are discovering that 

they have let their excellent customer service decline over the years and, as a result, 

the entire shopping experience for their customers has kept them from coming back. 

The unique advantage of brick and mortar retailers have is that they can control the 

entire customer experience within their four walls. But how do you do it? That’s the 

key. 

While many retail organizations think that retail salespeople are the only ones who 

need to excel at retail customer service, anyone who answers the phone, who is at a 

buy-online-pickup-in-store desk, a warehouse worker or a driver—in short, anyone 

who serves a customer—needs to know not just a philosophy of others first, but the 

exact steps to deliver it again and again. 

Company’s Philosophy 

Mission -The mission statement is the fundamental, unique purpose for the 

existence of a company that sets your business or organization apart from others of 

its type and identifies the scope of its operations in: 

✓ Product 

✓ Market 

✓ and Technology 
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A mission statement, therefore, provides answers to the following questions: 

✓ What is our business, i.e. our product? 

✓ Who is our client, i.e. our market? 

✓ How will we provide this product or service (technology)? 

If we look at the following mission statement from a customer’s perspective: 

XYZ is committed to the provision of an effective, reliable and safe service. We commit 

ourselves to profitable growth to the benefit of the company, its employees and the 

community. 

✓ We are committed. Commitment is the key to success, especially in a fiercely 

competitive market.  

✓ Effectiveness. Not all customer needs require high cost. The company should 

always keep costs down to remain competitive, but friendliness, politeness and 

a caring attitude cost nothing. 

✓ Reliable and safe. This will give the company a competitive edge in the market. 

✓ Profitability. Without a profit motive, no company will be in business for long, 

but profits should not be the only motive. Remember that loyal customers play 

a key role in the profitability of a company.  

✓ Growth is essential to achieve our objectives and to serve the community. Our 

focus should be on the needs and expectations of those people we serve. 

Values 

Organisational values drive the way we influence, how we interact with each other, 

and how we work together to achieve results. Organisational values are not 

descriptions of the work we do or the strategies we employ to accomplish our mission, 

they are the unseen drivers of our behaviour, based on our deeply held beliefs that 

drive decision-making. The collective behaviours of all employees become the 

organisational culture – “the way we do things around here” – fulfilling the 

organisation’s promise to stakeholders. 

This promise lies at the core of the organisation’s brand, the essence of its identity, 

and must be fulfilled by employees.  Those employees who actively fulfil that brand 

promise by embracing and living out the organisational values are the true brand 
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ambassadors. The relative number of brand ambassadors in any organisation is an 

important indicator of organisational health. 

As an example, 

✓ Apple’s brand ambassadors are those who subscribe to the Apple values, as 

opposed to those who simply like the idea of being associated with Apple or the 

benefits of working for Apple.  The same holds for Harley-Davidson, 

McDonald’s and Ikea.  It is unlikely that someone will excel at an organisation 

whose values they do not subscribe to. 

Areas of customer service impact 

Expectations of a customer 

✓ Courteous service 

Never underestimate the value of common courtesy.  Saying “please” and “thank you” 

will go a long way towards keeping your customers happy. 

“Certainly Mrs Mokoena.  May I please have your account number?” 

“Good day Mr Naidoo.  How may I help you?” 

“Thank you for calling and for bringing this to our attention” 

“Thank you for your patience” 

“It’s a pleasure Mrs Niemann” – or – “You’re welcome.  Have a wonderful day” 

✓ Consistent service 

Whether a customer is dealing with you or with a colleague, the quality of service he 

receives should not differ.  He should be able to expect and rely on a high level of 

service, regardless of who he speaks to. 

✓ Establishing customer needs 

It is not merely a part of your job to listen to customers.  It is most likely the most 

important function you have to fulfil.  Communication immediately breaks down when 

one party to a conversation is not listening.  It will result in the customer repeating his 

request/information, etc., which will lead to annoyance. 
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The customer has a right to expect you to listen to his/her problems with the service 

your organisation is giving.  The customer also has a right to expect you to give him/her 

information if they request this. 

✓ Knowledgeable employee 

Customers expect and deserve, to speak to someone who is knowledgeable about the 

organisation’s products and services, and who won’t waste their time. They want an 

immediate response to their problem, rather than a call-back at a later stage. 

✓ Smooth transactions 

It is your duty to make sure that everything works smoothly for the customer.  When 

new policies are introduced, or other obstacles are presented to customers, you need 

to smooth these over with the customer.  It may mean taking extra time to explain 

something, but you will retain happy customers. 

“Don’t worry.  It’s not that confusing.  Let me explain it to you.” 

“I can quickly show you how the new policy will help you.” 

✓ Appreciated  

Recognise and reward good customer service  

Talk about who on the team is showing good form. Address issues with poor 

performers on a one-to-one basis in your office. Celebrate customer experience 

successes together. 

Here are a few ways you can reward staff members that show they care about 

customers: 

Raise awareness amongst the team in your weekly staff meeting, of who is delivering 

outstanding service 

Make delivering exceptional customer service fun by giving an award or reward to staff 

members who can remain professional (and keep their cool) when an irate or rude 

customer simply can’t be pacified 

Reward and encourage team members who are excelling at delivering customer 

service, to train new staff members as you hire. 
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✓ Professionalism 

Professionalism has to do with the way a person conducts himself or herself in the 

workplace. An individual who shows consideration and respect for others 

demonstrates a commitment to professionalism. Likewise, a person who keeps his or 

her word demonstrates loyalty and exceeds expectations is demonstrating 

professionalism. 

Four key elements demonstrate a professional attitude. These are: 

• Treat others with respect 

• Keep your word 

• Be loyal 

• Exceed expectations 

✓ Care 

Most organizations find it’s easier to teach employees the “hard skills” they need to do 

the job well than it is to improve their “soft skills.” 

But it’s the soft skills — signs of caring, empathy, listening and concern — that matter 

most to the customer experience. 

“Your best strategy is to teach your employees what caring about customers looks like 

in action,” says Jon Gordon, author of The Carpenter. “When they see how good it 

feels to care, and how good caring is for business, you’ll receive your team’s buy-in 

and continued participation.” 

Here are seven ways employees can show they care: 

• Be more present than ever 

• Extend the offer 

• Make it personal 

• Be positive and have fun 

• Go the extra mile 

✓ Value for money 

Retailers add value to customers by providing services and assisting in making 

product selections. They can also enhance consumers’ perception of the value of 
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products by making buyers’ shopping experiences easier or more convenient, such as 

providing free delivery or offering an online shopping option.  

Retailers can facilitate comparison shopping to allow customers to evaluate different 

options. For example, car dealerships often cluster in the same general vicinity, as do 

furniture stores. Product value is also enhanced when retailers offer services, such as 

technical advice, delivery, credit, and repair.  

Finally, retail sales personnel are trained to be able to demonstrate to customers how 

products can satisfy their needs or solve problems. 

✓ Always hire for (positive) attitude 

Something as simple as an authentic and caring ‘Hello’ and ‘Can I help you today’ 

from a fully-engaged, radiant shop assistant plays a significant role in building positive 

customer relationships. This is why hiring people with positive, pro-active attitudes 

toward customer service is essential to retail success. Sure, one of the key things you 

will have to look for when hiring is experience, but experience doesn’t necessarily 

deliver charisma or positivity. 

Review your hiring process: 

Keep an eye out for attitude and friendliness in the interview process 

Remember, you can always train someone on how to use a point-of-sale terminal or 

swipe a card, but you can’t train someone to be positive. 

Delivering memorable Customer Service 

S – Service     G – Greet 

M – Makes     U – Understand 

I – Individual     E – Eye Contact 

L – Lives      S – Solution with Speed 

E – Exciting     T – Thank the customer 
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Customer Service Mistakes to Avoid 

Lack of Training on How to Handle Issues 

The company throws the manual at new employees and that’s the end of the training. 

It’s exactly like when you are on an aeroplane, in the emergency row, and the flight 

attendant asks if you read the guidelines if there is an emergency. How often do you 

read that? Why would you treat your staff that way? Role-playing and real training is 

the best option. 

Reactive Instead of Proactive: Trying to Argue with Customers 

Trying to justify your company’s mistakes and issues, is not real customer service. 

You need to take responsibility for when things go wrong and not put the blame on the 

customer. You will lose customers very quickly. Deal with the customer to resolve their 

issue, don’t make them calling into an issue. 

Lack of Accessibility 

If customers can’t get a hold of you, their frustration builds up and the situation gets 

way worse than if you took 20 minutes and solved it. Being accessible solves this issue 

and it costs the business nothing. 

Lack of flexibility – hide behind rules  

This means dropping the, “We would love to help you out, but this is a protocol,” act. 

You will encounter situations with customers where it is more important to drop 

protocol than to dig your heels in. You can’t prepare for every situation, so you need 

to be able to pivot to make the customer happy. 

Broken Promises 

If you tell a customer you are going to do something, you have to do it. No excuses. 

Lack of Organization on Customer Complaints 

You need a system or a piece of technology, like a CRM, where you can keep notes 

on all issues and customers you interact with. If you don’t things will be dropped, 

customers will not get follow-ups, new people will come in and not know the history of 

a customer, and all sorts of other issues will arise. Documenting every interaction 
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allows information to be spread throughout the team faster and the supervisors can 

assess if more training needs to happen. 

Giving the Customer the Run Around 

Sending customers through a transfer merry-go-round is not customer service. They 

want to be treated like the valued customer they are. Do not say, “That’s not my 

department,” and pass the buck. Work with your team and the customer to find the 

solution quickly and save everyone’s time. 

Strictly Automation: Sending a Copy/Paste Scripted Response 

No one likes calling or emailing for help and getting a scripted robotic answer. That is 

for the FAQs on your website. Customer service is about having a real person reach 

out and help your customers. 

Disregarding Loyalty 

You always have to take care of your true believers. If you have a customer who has 

been loyal to your gym for the past 22 years, they have been doing free marketing for 

your gym for decades. Do not throw these people away. Their influence in the 

community is worth more than your marketing budget. 

Not Willing to Take Ownership Immediately 

By taking ownership of your company’s mistake, you can diffuse any frustration. Your 

customer service department needs to understand that the customer is looking for 

someone to make their issue better not to find out who is to blame. Taking ownership 

removes the tension from the conversation and allows for solutions to go into action 

faster. 

Assuming 

Don’t assume that you know what every customer has been through. Ask them how 

the issue happened and ask them how it makes them feel. It humanizes the 

conversation because it becomes about their experience not what you assume 

happened since you are a veteran service rep. Even if you have seen it all before, 

don’t treat your customers like you have. 
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Bad Attitude 

If your customer service people have a bad attitude, it is going to come through over 

the phone and in emails. It is fixable too. Take a moment and collect yourself. Don’t 

put your bad energy on to your customers. 

Not Building a Relationship 

When a customer calls your service department, it is a great opportunity to build a 

relationship. If your reps are kind and caring to your customers, your customers will 

show their love back. Take every customer issue as an opportunity to grow a 

relationship and fix a problem. 

Lack of Speed 

Speed on getting an answer to them, speed on getting back to them, speed on talking 

to a supervisor, it is all about speed. It may be unfair to businesses, but customers 

want an answer quick. Twitter has changed the game. People want answers 

instantaneously. 

Talking too Much Instead of Listening 

The customer speaks 80% of the time and the customer service rep only needs to 

speak 20% of the time. It is about the customer. 

Tone 

You want to speak to customers with a calm, relaxing tone because it relaxes them. 

Teaching your reps, the right tone can eliminate escalation issues because the 

customer is ready and willing to deal with a calm personality. 

Qualities/Skills of a Stellar Customer Service Rep 

Delivering exceptional customer service is paramount to your business’s success. And 

training your reps to develop the right skills is the first step to getting there. Here’s 

where you should focus your efforts: 
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1. Problem-Solving Skills 

The number one skill you need to excel in customer service is problem-solving. Every 

other part of the job is somehow related to problem-solving abilities. 

Ultimately, a customer service rep’s job is to keep your clients happy. That often 

includes navigating through a complex set of issues and problems to find a sufficient 

solution.   

2. Clear Communication 

Your team will have a hard time solving a customer’s problem if they can’t 

communicate the solution. However, clear communication isn’t as easy as it sounds. 

Effective correspondence means being able to put yourself in the client’s shoes and 

using concise explanations to get to a solution as quickly as possible. 

Often, that means cutting out the jargon in favour of language that even the non-

technical can understand. 

In addition to communicating well with customers, your customer service reps will 

need to be strong communicators with your team. This means following processes 

and protocols for entering information into your help desk software or CRM. 

3. Friendly Attitude 

People hate to be treated like a number. The majority of people prefer to interact with 

a human when faced with issues. However, in today’s fast-paced society, customers 

are often seen as numbers on a spreadsheet. 

The ability to stay genuine and show clients that they matter to your business can 

make a whole world of a difference in their customer experience. 

4. Empathy 

We touched on this already. A stellar customer service rep can put herself in the 

customer’s shoes and understand where frustrations come from. 

https://www.hatchbuck.com/blog/small-business-customer-service/
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Empathy is necessary to offer the right solution. Often when people complain they just 

want their problem to be acknowledged and to see that you care. Being empathetic 

can ease frustrations and maintain your brand’s reputation. 

5.  Product/Service Knowledge 

The best customer service representatives have deep knowledge of how your product 

(or service) works. Nothing is more frustrating for a customer than having an issue and 

ending up on the phone with someone who doesn’t understand their problem. 

This doesn’t mean that your customer service team should understand the inner 

workings of your product as well as your technical team. However, their knowledge of 

it should exceed that of its everyday user. 

6. Strong Time Management 

Your customer service team will likely deal with multiple customer tickets at one time. 

To make everyone happy will require a great deal of organization and superb time 

management skills. 

With that said, make sure your employees aren’t spread so thin that they become 

robots checking customers off their list. 

There’s a fine line between excessive and appropriate customer service efforts. The 

customer service reps you want on your team will possess all of these skills and 

become one of the most important parts of your business’s customer retention efforts. 

How to handle Complains 

Customer Service Complaint Process 

The Process to Follow 

When the Customer Contacts You 

1. The first thing to do is to calm the customer down by diffusing emotions such 

as anger.  The best way to do this is to listen and not interrupt, then tell the 

customer what you can do. 
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2. Take notes of what the customer says as this will demonstrate that you are 

taking him seriously. 

3. Say “uh-huh”, “umm” etc. as this will also indicate to the customer that you are 

listening. 

4. Practice honest empathy. 

5. Remain calm.  It is easy to get angry in return, but we need to recognise that 

the customer’s anger is directed at the situation and not at us.  Do not ever 

take a customer’s anger personally, as it is not aimed at you – the customer 

is simply taking his frustration out on you.  You might not like it, but it is the 

customer’s right to do this.  If you can sympathise and empathise with the 

customer in your mind while the customer is complaining, you will not take his 

anger personally.  Pass comments like “I can see this is a problem”. 

6. Admit the problem if necessary but do not compromise your organisation. 

7. While the customer is talking, make notes of the key points of the problem. 

8. Get agreement on the issue by summarising it.  “Let me see if I understand 

…” “Is there anything else we should resolve …?” 

9. State what action you will follow in detail.  Tell the customer what you will do 

to solve the problem, how it will be done and by when it will be done.  The 

customer wants to know the details of the solution and he has the right to 

know. 

10. Obtain final agreement on the solution.  Make sure that the customer agrees 

with your solution - “Will that correct the problem, Sir?” 

11. Record the customers complain about the company customer service system. 

12. If not, go back and start again.   

L - Listen 

A - Apologise 

S – Solution 

T – Thank the customer  
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How to handle difficult customers 

Types of Complainers 

When customers are dissatisfied with the service you're providing, they will be one of 

four kinds of complainers: aggressive, expressive, passive or constructive. So how do 

you identify which type of customer you are dealing with and the best way to respond? 

Aggressive complainer 

The aggressive complainer is an extrovert who is controlling, practical and decisive. 

To get on their wavelength, avoid small talk and get straight down to business. Give 

them options so they feel they're staying in control. Aggressive complainers are most 

difficult to please and are often more concerned with displaying their emotion than 

actually achieving a solution. 

Expressive complainer 

The expressive complainer is also an extrovert but they are also more sociable and 

impulsive. They will respond to an enthusiastic presentation style and need time to 

talk. Go for the big picture and avoid too much detail if you want to win over an 

expressive customer. 

Their social nature means that expressive customers are more likely to complain 

openly to others, but possibly not directly to you. They may use social media to 

express their dissatisfaction - which will give their complaint a public airing. You should 

consider responding publicly, swiftly and positively in return. 

Passive complainer 

The passive complainer is an introvert. They are friendly but can be indecisive. You 

cannot hurry with this type of customer. They hate sales pressure and need 

reassurance. 

Passive complainers are the most lethal to a business' success, as they will complain 

to everyone but the actual business. Since the business is left unaware of their error, 

they can't correct it, and the only thing a passive complainer succeeds in doing is 

depriving the company of potential business. 

 

https://www.marketingdonut.co.uk/social-media/social-media-overview
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Constructive complainer 

 The constructive complainer is organised and critical. They are perfectionists who 

can suffer from 'paralysis under analysis'. Give them plenty of detail and proof to win 

them over. Constructive complainers are most beneficial to a business since they are 

analytical and address their problem to the business in a calm, rational and detailed 

manner. This means you can identify the exact cause of the problem, making it easier 

to address and help you avoid future problems. 

Whatever type of complainer your customer may be, it's important to deal with all 

complaints with the utmost care. After all, the customer is essential to business 

success. 

Rules of customer service 

The first essential rule of customer service is that 

“the customer is always right”.   

This is true, even if the customer: 

1. Is angry 

2. Difficult 

3. Is not right 

4. Is shouting at you 

5. You did not make the customer angry – it’s not your problem, since it’s not your 

job. 

The second rule of customer service is: “It’s not what you think but what the 

customer wants”.  Put yourself in the customer’s shoes, so to speak, and imagine 

how s/he must be feeling.  If you were the customer, you would not care about the 

suppliers’ problems, only your own. 

Tips for calming difficult or angry customers:  

6. Let the caller have his say so that he 

has the chance of cooling down 

7. Don’t say anything which will feed the 

flames 

8. Apologise for the error or 

inconvenience 

9. Try to establish a relationship and show 

that you understand their problem 

10. Listen – do not interrupt 11. Question fully to obtain all the facts 

https://www.marketingdonut.co.uk/market-research/questionnaires-surveys-and-focus-groups/listen-and-learn-increasing-sales-through-customer-feedback
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12. Deal with the problem, not the 

personality 

13. Do not get personally or emotionally 

involved 

14. Take responsibility for the problem 

unless any action is completely 

outside your control 

15. Explain misunderstandings without 

being patronizing 

16. State what you are going to do and do 

it 

17. Stay cool and calm 

18. Remember, the caller is angry at your 

organisation, not you 

19. Use “I can hear you are very angry” 

20. Use phrases that show you care for 

the caller’s situation 

21. “I can imagine how you feel” 

22. “I would feel the same way too” 23. Use “Thank you for bringing this to our 

attention” 

24. Take action immediately and follow up  

• Remember, when dealing with a difficult customer, it is not so much WHAT you 

say but HOW you say it. 

• Don’t panic 

• Don’t try to conceal a mistake, at the risk of harming the department 

• Take responsibility for the error 

• Learn from your mistakes 

• Don’t brood over your mistakes 

Levels of Customer Contact 

Customer contact can be classified into the following main categories: 

First level contact 

• Receptionists,  

• Telephonists,  

• Sales staff,  

• Drivers making deliveries and  

Other front line staff have direct contact with the customer. This is a critical level where 

new customers can be secured, or lost forever.  
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Today, many companies are closing and become statistics. When a company is fully 

committed to serving its customers are those that will survive and prosper in the new 

environment.  

Secondary contact 

Supervisors and managers are very visible but their contact with customers is 

usually secondary after the customer has had contact with the frontline staff such as 

reception. They do have the first-level contact, but this does not happen often.  

Indirect contact 

Technical staff normally have indirect contact with the travelling public. They have, 

however, a critically important role to play to ensure that the service and products are 

reliable and safe.  

It should be stated that all personnel in an organisation should add value to the 

customer in some way or another.  

The efforts of people with secondary and indirect contact should therefore not be 

underestimated. If we compare large bureaucracies of the past, some of which still 

exist today, with streamlined organisations, we now see that more people are 

dedicated to serving customers directly.  

Today everyone should add value to the customer.  Our responsibilities have 

increased substantially. If we do not play by the new rules, we will be outperformed by 

the competition.  

Keep the fire Burning 

✓ Encourage a pleasant workplace 

Working in an office place that’s clean and engaging makes everyone feel good, and 

that’s always a start. You don’t need to spend a lot of money to make your office a 

more pleasant work environment, just think about what your team might appreciate 

and make that happen. 
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✓ Encourage self-development 

Your team members are more valuable to your business and themselves if they’re 

allowed to learn something new. As an employer or team leader, it is always in your 

interest to provide your team members with adequate training throughout the year, 

allowing them to fine-tune their skills as well as venturing into new areas of expertise 

that could benefit your organisation. 

✓ Avoid too many meetings 

Meetings can be as valuable as they are a waste of time, so striking the right balance 

there is crucial. When setting a meeting, create an agenda and distribute it in advance. 

Invite only those who need to be there, start on time, end as quickly as possible and 

go off to be productive. Keeping things brief always helps set the pace. 

✓ Be happy 

Happy employees or team members are also the most positive and productive ones, 

and good energy is catchy and spreads. Always keep an eye out on your team to make 

sure that they’re happy about the work, their employer, and you. Keep in mind that 

unhappy vibes spread just as fast as happy ones, it’s up to you to maintain the balance. 

✓ Never punish failure 

Everyone makes mistakes, and that’s OK. The key is to learn something from each 

mistake, to avoid repeating them in the future. Whenever a team member makes an 

honest mistake, don’t reprimand them; instead, encourage them to reflect on what 

went wrong and try again using a different strategy. 

✓ Set clear goals 

Very often, employees will waste time on a job, simply because they weren’t fully 

aware of what job priorities were. As a leader, it’s your job to make sure that you get 

the job done by setting clear, identifiable goals. Once that’s done, everyone should 

know exactly what those goals are, what priority they’ve been assigned, and how the 

team is going to get there. Learn more about working towards SMART goals. 

https://thinktalent.com.mt/services/training-skills/
https://thinktalent.com.mt/are-you-working-towards-smart-goals/

