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Introduction

Tom Peters, the business guru, rightly championed excellent customer service in the 1980s and highlighted cases where employees were empowered to meet customer requests. However, the customer service revolution never occurred- the general standard of customer service remains sub-standard. In unorganized companies where the focus is on external outcomes rather than internal processes, customers really are king.
Customer Service is the overall activity of identifying and satisfying customer needs. The term is used in three different ways: 
1. As a contrast to 'products' as products are tangible things. Service is intangible including things like a taxi journey, a hair-cut or advice on insurance. 
2. As an extra you get when you buy a product. You buy a plasma screen TV and the shop will 'service' it for you - that is, it will make sure the TV will continue to work well. 
3. As an overall description of the desired relationship between a supplier and a customer. 'Service' in this sense is based on the premise that every commercial transaction is a service.

When a customer visits a local retailer to buy furniture they are able to benefit in some cases from the additional service of having the furniture installed for them, for example. At the same time hopefully they will get a good 'service' from the retailer, who will be happy to help them with advice about the properties of different types of furniture, repayment terms, delivery etc. 

Customer Service is one of the most important ingredients of the marketing mix for products and services. High quality customer service helps to create customer loyalty. Customers today are not only interested in the product they are being offered but all the additional elements of service that they receive from the greeting they receive when they enter a retail outlet, to the refund and help that they receive when they have a complaint about a faulty product that they have paid for.
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Process:

	LISTEN 
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	ACT 
	
	DELIVER


Excellent Customer Service Defined

Excellent customer service should be the aim of all suppliers of products and services. It has the following characteristics:

Responsive: Excellent customer service is responsive. A timely response is important – the customer had a requirement when they contacted you and they are likely to have delayed expressing their need. If you delay responding they will solve their problem in some other way.  You will have missed an opportunity to serve that customer and the next person they call will probably be one of your competitors.

Reliable: Excellent customer service is also consistently responsive, with continuously high levels of customer service. The only surprises that customers find welcome and positive are those that improve the service they receive and exceed their expectations. Customers want excellent customer service and they want it every time.

Respectful: Informed, attentive, cheerful, polite and helpful customer service representatives should treat customers with respect. 
Excellent customer service is therefore reliable, respectful and responsive.
Case Study

‘Service’ in itself can in fact be very profitable if you charge for it. For example, the aircraft engine division of General Electric makes half of its revenue and two-thirds of its profit from post-sales ‘service (FINANCIAL TIMES, 20 JAN 97). 
In another instance, some thirty or more years ago, Coca-Cola fired its entire sales team and the next day re-hired them as service personnel. It felt that it had a big enough installed base of customers to increase the amount of business these existing customers did, as well as go after new business.
Conclusion
It does not matter how "busy" you are - being responsive and acknowledging the receipt of communication from a customer should be your premier priority. If you cannot respond in full immediately, let the person know. There is nothing as rude and frustrating as not knowing whether communications have been received and more important acted upon.

Competition has spurred a much wider variety of choices for customers. This has provided the incentive for companies to provide their customers with great services but still with varying degrees of success.
The Customer Service Theory – Brian B. McMillan, 2003
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