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Principles of Customer Service Delivery


Customer service is paramount to any organisation especially within the retail industry as the majority of business comes from contact with customers.  Customer service is so important to any service provided because it will determine whether a sale is made and whether business is retained.

What is meant by customer service?
It is meeting the needs and expectations of the customer.

All customers are different and they all have different levels of expectations about the organisations service and product therefore this is another reason why it is important to have a high level of service so that all needs are met.

Customers expect good customer service.  They expect the service provider to have:

· A thorough knowledge of what the organisation has to offer in regards to services and products
· The ability to project a positive image to all customers and meet their needs within the organisations’ limitations
· Good communications skills regardless of form or mode
· Staff that can help customers with any questions or queries they may have promptly.

· An excellent understanding of the organisation’s procedures that specify how customers can be dealt with
· The product/service that is being advertised readily available and to be sold at the stated price.
It is important to be efficient as you may be first point of contact for the whole organisation and this can create a lasting impression.  You do not want to seem unprofessional as this will not give customers any confidence in their dealings with your organisation.  It is essential that you gain your customer’s trust.  

	Different sectors within customer service


There are different sectors within the customer service environment which will impact on the way customer service is delivered.  Depending on the sector you work in, will depend on the delivery of your customer service.

Some examples of the similarities and differences in planning customer service offers for the commercial (private), public sector and private sector non-profit organisations (voluntary) are:

· Charities run alongside private companies, however it is important that charities do not make a profit, as this is illegal
· A private company running alongside a charity will put money into the company and this allows a charity to be able to sell new products to their customers
· Public sector receive a lot of their money through various funding routes

· Complaints – these will be monitored by a public sector company by a specific department within the organisation whereas in a private company these may be more serious and the number may be less

· Customers cannot choose whether they want to use the public sector, this is something which they have to use.
	Unique Service Offer (USO)


There are some products and services that we choose not for the product itself but for the additional products or services which are also available.  These can be optional features which can be added to the initial product such as Nokia mobile phones and their changeable covers logos and ring tones or additional products which can be purchased at the same time as core products, like Tesco’s clothing range available in supermarkets.  

So what makes your service offer unique? Are you offering an additional service that your competitors are not?  Are you pushing yourself to go that extra mile?  

When you do have your offer you then need to think about how you are going to sell it.  
	Unique selling point (USP)


A unique selling point is something which sets your product or service apart from your competitors' in the eyes and minds of your prospects. It can be an actual fact or a perceived difference or specialty. Every business needs one.

If you have a good, clear (and honest) USP, there is a good chance that you will be able to compete on factors other than price. And that means that you will be more profitable.

Your USP may be expressed as a summary of what you do and how you do it better or differently than others. Often, a USP can be summed up in just a few words that become something of an advertising jingle or catch-phrase. No matter how you express it, your USP should focus on how it benefits the customer.

So, what makes a killer USP?

· It should single you out from the opposition in just a few words 

· It will often have the words "the only...” or "no-one else can...” 

· It will be a proposal that will appeal to your prospects.
Don't try to fool yourself by using words such as "we offer good service" or "our staff are friendly". Firstly, how can you prove this? And secondly, who is not going to say this?

Here is an example from Burger King: Have it your way
They build on the promise that it's easy for a customer to request changes. The benefits to the customer are satisfaction, no hassles (for trying to change the standard burger offerings) and a hamburger that's just the way you like it.
	How do customers form expectations and what influences their expectations?


Every customer has expectations of a service they are receiving by an organisation and they all differ depending on their needs and experiences in the past.  It is the responsibility of the customer service deliverer to ensure that they can identify what expectations their customers have and to ensure they meet their expectations.
	Expectation
	Customer with high expectations
	Customer with average expectations
	Customer with low expectations

	Friendly staff
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	Reasonable price
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	Smart staff (wearing uniform)
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	Good quality products

	(
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	Fancy packaging for products
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	Staff who go the extra mile
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	After-sales service

	(
	
	

	Discount for loyalty

	(
	
	


If you ensure that you deliver your service to meet the needs of customers with high expectations then you can guarantee that you will meet the needs of all your customers.  It is also important that you ensure to capture a balance between customer expectations and satisfaction.  It is all well and good meeting the expectations your customers have of your organisation but your main priority to ensure that you retain their business is to make them happy.  Going the extra mile and offering them more from the service will ensure this.

Here are a few ways in which you can identify customer’s expectations:

Reputation/previous experience
We all know that if a friend says they have had a good or bad situation with an organisation it can alter our own opinion and make us decide whether to use a service or not.

Advertising/Media
This must realistic reflect the services that the organisation can offer.  False advertising can breach many of the consumer laws.  

Competitive companies
Customers want a bargain and if a similar company is offering the same service for less where do you think they will go?

Reliability
When customers place an order or book a service with you they expect that service to be delivered not only on time but of the agreed standard. Customers expect promises to be kept.

Customers’ values and beliefs

More and more people are likely to use companies that take environmental issues seriously.  For example using companies that are known for recycling or not testing products on animals (the Body Shop is famous for this).

Service chain
Knowing what their own customers want will influence what they need from the next organisation in the chain.  For example if a new piece of technology is available, manufacturers need to know if their customers wish to purchase the product to sell in their organisation to their customers.  

Not only will the success of an organisation make a customer form an opinion but also the reputation and reliability of the product itself.

For example: if a customer promises to deliver an order to you within 24 hours and it arrives 48 hours later you are unlikely to be impressed and use another company the next time.  Also if the organisation states that the product is of a high standard and you feel the product does not meet this promise when it arrives, then again you are unlikely to use this organisation as you will consider them unreliable.  

Practising these values throughout your dealing with customers will help instil their confidence in your organisation.  This will in turn ensure that they will become repeat customers and maybe even recommend your services to their customers.

	Balance between customer service and organisational goals


When making commitments with your customers you must ensure you do not under promise or over deliver as you will be jeopardising your organisation’s goals.  There must be limits in place otherwise services could escalate out of control. 

You should never promise or raise a strong expectation for anything unless you are certain you can meet that expectation.  If you keep your promises and your commitments to customers you will build trust and loyalty between the customer and your organisation.

When making a commitment to your customers it is sometimes better to under-promise.  For example if you know you can deliver a service or product within a week but you might tell your customers that it will take two.  That way, if something goes wrong you are covered and the customer is not disappointed.  The customer will also be very happy if the product turns up earlier than promised.  

Organisational limits

When delivering customer service you must adhere to your organisation’s limits.  Limits are there for a reason.  If you do not limit what you offer to one customer then other customers will expect the same.  If you continually exceeded the limits, the organisation could incur a cost they cannot afford.  

Looking at the greater impact if you then had to withdraw what you had offered to your customer because you had over exceeded the limit, then this would make your organisation look unprofessional and deter customers from using your services again.

Do you know what your organisation’s goals are?  

All organisations’ goals will be specific to the type of services they provide.  However, all organisations need to take the following into consideration:

· Financial 

· Service offer

· Service delivery 

· Timescales 

· Customer satisfaction

· Overall product or service experience

Not only must you meet your organisation’s goals, but also your customer service goals to achieve customer satisfaction.

	Customer complaints and problems


At some point you are going to come across an unhappy customer.  They could be unhappy for many reasons but your main priority is to find a way to satisfy your customer within the means of your service offer.

This means that you would go the extra mile to ensure that your customer leaves happier than when they entered but you wouldn’t do everything they ask you because this may not always be viable within your companies rules and procedures.

Example:

A customer enters your store and is really unhappy about a TV they bought from your company 6 months ago.  They explain to you that the TV base has cracked when they were moving it and want a replacement.  You follow all the steps to remain calm and listen to your customer so that you do not cause them to get more irate.

You then ask your customer if they took out any insurance when they bought the TV to which they replied they did.  You follow the procedures through for getting them a replacement TV but notice that the model they bought has been discontinued.  You then give your customer some options by explaining that they can send the base off to be fixed under their insurance or they have bring the TV back and have a store credit for the value of the TV.  This meaning that they would be able to get a newer model.  Your customer is happy that you have given them these options and helped them through the process making it easier for them.  You then realise that the customer starts to calm down.

In a customer service role you will take the brunt of all complaints especially if you are working on the front desk.  You may feel like the customer is taking it out on you and end up taking this personally but the customer is merely frustrated with the service they have received and it’s easier for them to vent it at you.

Your duty is to be able to calm your customer down and follow the necessary procedures to help your customer and satisfy them within your service offer.

To do this you must:
· Keep calm

· Listen to everything your customer is saying

· Smile at your customers when it is appropriate
· Have open, positive body language
· Don’t shout back at your customer in retaliation.
By following these steps there will be more chance that you will have a satisfied customer.  By keeping calm, naturally your customer will lower the tone of their voice and will respond to you in a positive manner.  However, if you start to raise your voice and act very negatively towards them, they will pick up this vibe and feed their anger off of it.

It is important to listen to your customer to establish the reason why they are unhappy.  Don’t interrupt them whilst they are talking.  Let them say what they have to say even if you feel that it is untrue as any interruption will cause them to shout and get more annoyed.

Smiling and being polite and positive is another way of calming down your customer.  Of course, don’t smile at inappropriate times as this could be seen as you not taking your customer seriously.

DO NOT agree with your customer as they could be wrong and they could use this against you in future.
DO NOT tell your customer you will offer them something if you do not have the authority to give them this as this will make them unhappy when they realise that they cannot have it.
If for any reason you cannot satisfy your customer and they demand to speak to a manager then pass on the complaint immediately.  Do not keep the customer waiting too long as this frustrates them.  If you are going to pass on a complaint, inform your manager what the complaint is about as there is nothing worse than a customer having to repeat themselves to various members of staff.

It is important to keep a record of complaints to aid improvement in the future and to identify repeated customer service problems.  If a problem/complaint is documented then it can be referred back to and monitored to make sure the situation has been dealt with.
	What is meant by ‘effective communication’?


Effective communication or successfully communicating a message to another helps you to sustain healthy relationships by developing trust and respect for others.

There are different ways to communicate with others such as:
· face-to-face
· telephone

· email

· fax

· text message

· internet/intranet

· in writing.
It is important that you use the right form of communication when trying to get information across to someone in order for it to be effective.

For example, if a colleague has made a mistake with a process, it is far better to explain how they can do this correctly by telling them face-to-face.  That way you can show them what you mean and check that they fully understand.  It would be completely inappropriate and ineffective to send your colleague an email/text message explaining this.

When communication isn’t fulfilled correctly things go wrong.  Have you ever thought to yourself that you didn’t understand something and you feel that you would have understood better if someone had just explained it to you?  Have you ever wondered why someone didn’t tell you about a problem when it happened and instead you have had to find out after the problem has got worse?

Situations like these occur because there has been a break down in communication at some point.  There are 5 steps to the communication process all of which is thought of psychologically without you even thinking about it.  When there is ineffective communication it means that one step in this process hasn’t been fulfilled correctly.

1. you think of what you need to communicate

2. you communicate the information to the recipient

3. the recipient takes in the information

4. the recipient responds

5. you process the response.
Example: You take a call from a customer who wants information about a particular product.  Your colleague isn’t in that would normally deal with this so you take a message.  When your colleague arrives you decide to relay this information to them face-to-face because it is quick and effective.  You tell them they need to phone someone about product information and give them the telephone number, they ask you who called and you tell them you can’t remember.  Somewhere along the line there has been a breakdown in the communication because you haven’t taken the message correctly in the first place to effectively pass on the communication to someone else.  This is when problems occur.

Having the inability to communicate effectively with team members and others can have a detrimental affect on the team as a whole.  One person can ruin the processes within the team because of their inability to communicate therefore, it is very important that you choose the best method suited to the communication you need to relay and that you listen to what is being said to you so you take it all in.

In certain circumstances, it is understandable that you might not understand something and that you haven’t taken all the information in but in these situations you must ask someone to explain it again to you.  The method of communication they have used obviously wasn’t effective for you so they would choose an alternative method.

Establishing an effective relationship with customers is all about your behaviour towards them and their behaviour towards you.  Customers will always appreciate behaviour that shows that you care.

Behaviour refers to everything you do and say.  Everyday we all draw conclusions about others based on their behaviour.  We all wear an invisible ‘behaviour blanket’, this soaks up bad or ineffective behaviour which we then copy back.  It can also give out good behaviour that can be mirrored by the people that we are with at the time.  Your behaviour will contribute and influence what products and services your customers will use.

For example, when you are confident about what your organisation is offering and show your customers that you care, they are more likely to have confidence and trust in the product or service you are selling.  On the other hand if your behaviour is sloppy, this will not show that you care, you are unlikely to spend enough time with your customer which means you will not achieve customer satisfaction.  Neither will you ‘sell’ your product without demonstrating product knowledge.

Non-verbal communication can have a huge impact on your customers.  Standing with your arms crossed and not looking at your customer will imply that you are not interested.  If you don’t stop what you are doing when a customer asks a question, this will show disinterest and come across as rude.
As well as behaviour you have to think of your personal presentation too.  Image is an important factor in delivering customer service.  If you don’t look the part then customers lose respect and treat you differently.  Not only is it important to wear the company’s uniform but also to ensure that your personal hygiene is of a satisfactory standard and that you look professional in appearance (minimal piercings, hidden tattoos, minimal jewellery, sensible footwear, tidy hair and short facial hair).
You now need to reverse the role and think about how the behaviour of your customer will impact on the level of customer service achieved.  When you are dealing with a customer who is very pleasant towards you, you are more likely to go the extra mile.  However, when dealing with a customer who is demanding, impolite or rude towards you, you are unlikely to go out of your way to offer additional products or services. 

Managing different customer behaviours and personalities can be difficult.  As a customer service representative you need to be able to vary the techniques you use to deal with a diverse range of customers.

Your customers’ behaviour will also depend on their personalities.  Some customers may be assertive (confident), aggressive (angry) or submissive (shy).  Recognising these different types of personalities will enable you adapt your techniques to suit each individual customer.

For example, dealing with:

Assertive customers
You have to show assertiveness yourself to avoid agreeing to commitments your organisation cannot keep.
Aggressive customers
Your natural instinct may be to fight or to take flight, however, you must stand your ground, be firm, stay calm and do not let the customer take control.
Submissive customers
Take your time with the customer as they may not know what they want, or they may be just shy.  Adapt your approach so you do not intimidate or over power them.  

	Why is teamwork important when delivering customer service?


Teamwork is the concept of people working together cooperatively.  Projects often require that people work together to accomplish a common goal therefore, teamwork is an important factor in most organisations.  Effective shared skills are necessary to work well in a team environment too. Many businesses attempt to enhance their employees combined efforts through workshops and cross-training to help people effectively work together and accomplish shared goals.

There are many benefits to the whole organisation when people work together as a team such as:
· more creativity leading to more ideas and better results

· increased employee satisfaction

· the opportunity to develop and acquire new skills

· the speed at which things can be achieved

· a sounding board for testing out ideas and thoughts

· a support network that you can draw on.
Everyone has the ability to act and work as part of a team but not everyone is willing to.  In order to be an effective team member you must portray these skills:

· demonstrate reliability

· communicate constructively

· listen actively

· function as an active participant

· share openly and willingly

· cooperate and pitches in to help

· display flexibility

· show commitment to the team

· work as a problem solver

· treat others in a respectful and supportive manner.
It is really important to remember that you and every member of the team play your own part in achieving excellent customer service.  The success of the whole team depends on everyone involved being accountable to each other.  

You may think that you only have a small part to play in the company but in fact every person’s actions impact on the success of the team, which leads to the overall satisfaction of the customer.  Gaining the respect from your colleagues is an important aspect of teamwork.  If you deliver what you promise then you are likely to be viewed as a reliable and trustworthy member of your team.

Everyone depends on everyone else to make customer service a success!

	Legislation which supports the customer service process


Depending on the nature of your workplace you may need to be familiar with the following Consumer Protection legislation:

· The Sale of Goods Act 1979

· The Supply of Goods and Services Act 1982

· The Trade Descriptions Act 1968

· The Consumer Protection Act 1987

· The Consumer Credit Act 1974

The Sale of Goods Act 1979

Goods bought or hired from a trader, this could be from a shop, market or mail order, are covered by this Act.  This Act aims to prevent customers being deceived into purchasing goods that are not fit for sale. Products for sale must be as follows: as described/advertised, of merchantable quality (appearance, finish, safety and durability) and fit for the purpose for which they are intended. 

Remember it is the seller who is responsible under this Act, not the manufacturer.  It is the customer’s responsibility to follow the seller’s returns policy if they are not happy with any products they have bought within the specified timescale.

The Supply of Goods and Services Act 1982

Anyone providing a service must abide by this Act.  The aim is to protect customers from receiving shoddy workmanship, delays and exorbitant charges.  The Acts states that work must be as follows:  carried out with reasonable care and skill, carried out within a reasonable timescale and charged at a reasonable price.    This Act also extends back to the Sale of Goods Act, as the goods used to provide the service must follow the guidelines mentioned earlier.

The Trade Descriptions Act 1968

This Act aims to prevent people giving false or misleading information about goods or services.  This includes: selling goods that are incorrectly priced, wrongly described by the manufacturer, implied descriptions and false descriptions of other aspects of the goods, including quantity, size, composition and method of manufacturer etc.  

The Consumer Protection Act 1987

This Act provides for liability for the damage caused by defective products.  It is an offence to supply consumer goods that are not reasonably safe.  It is also an offence to offer or agree to supply unsafe goods or to possess them in order to supply.  This Act also deals with the pricing of goods and services.  It is an offence for a person to give a customer a misleading indication of the price if which any goods, services, accommodation or facilities are available.  

The Consumer Credit Act 1974

This Act regulates consumer credit and consumer hire agreements for amounts of up to £25,000.  It does not apply to agreements made between traders and corporate bodies, such as limited companies.  The object of the Act is to protect the customer (i.e. the borrower), by providing the fullest possible information about his or her legal rights and obligations.

There are three main provisions for this Act:

1. A credit agreement must be issued to the buyer in a form that complies with regulations made under the Act
2. Customers who but goods on credit may have the right to cancel the agreement with they change their minds, provided they have signed the agreement anywhere but on the trader’s business premises or bought the goods face to face with the dealer
3. If your customer agrees a credit agreement at home, he or she must be given a copy immediately.  Every copy of a cancellable agreement must contain a box labelled ‘Your right to cancel,’ which tells the customer what to do.  About a week later, a further copy or separate notice of cancellation rights must be sent to the customer by post.  Starting from the day after this second copy is received the customer has five days to cancel.
Contracts
With certain specific exceptions, contracts do not have to be in writing to be legally binding.  However, signed written contracts are usually the most desirable form of contract, especially when it comes to business arrangements.

After all:

· The contents ('terms') are in writing for all to see

· They can ensure that precise language is used in describing the terms of the agreement

· There is, therefore, less opportunity for misunderstandings and conflicting assumptions

· There is less need to rely on memories of what was originally agreed

· The individuals involved in the transaction may change over time.

In fact, the law recognises a number of different types of legally binding contracts:

	 Written
	 Verbal
	 Mixture

	Formally agreed
	Verbal agreements are generally just as binding as written agreements
	Quite often contracts are a mixture of verbal and written agreements


Verbal agreements may be difficult to prove, difficult to remember precisely, and open to misunderstanding. In resolving a dispute on this issue, the conduct and statements made by each party leading up to the contract under challenge will be the critical issue.
Contracts can be a mixture of written and verbal agreements when the written agreement does not contain many terms.  If a written contract does not appear to be complete, verbal undertakings and conduct will be considered.  It is a rule of law that when a contract has been put in writing, and it appears to be complete, it will be accepted against a contradictory verbal agreement.

In business arrangements, it is usually preferable to have a full written contract in order to avoid all the pitfalls of:

· Proving a contract existed

· Proving it to be a complete or incomplete document

· Proving verbal undertakings

· Interpreting people’s conduct.
Summary of important issues

Written contracts

· If the contract has been formally written and signed by the parties, there is an assumption that all the terms of the agreement are contained in the written document regardless of what may have been verbally agreed
· Contracts can be a combination of written and verbal agreements when the written agreement itself covers very few terms
· When a contract is signed, it is assumed that all the terms have been read and agreed to
· If unsigned, a written contract must:

· Be presented to and understood by all parties to be valid

· Be recognised by all parties as a contract, that is, it must look like a contract and not simply a receipt or docket
Verbal agreements

· Verbal agreements rely on the good faith of all the parties and can be difficult to prove.

· Conversely, in some situations, insisting on a detailed written agreement may be counter-productive if:

· The value of the transaction is not particularly high

· The presentation of a substantial document, possibly with many provisions, may raise more questions and uncertainty in the minds of the parties than it resolves, ending in the transaction not proceeding. If you are confident of the good faith of the party, a less intimidating form of written arrangement may be the best course of action
· Do not automatically think that because it is not in writing, it can never be proved. Verbal agreements can be supported by:

· The conduct of the other party both before and after the agreement

· Specific actions of the other party

· Past dealings with the other party

	Equal opportunities and the law on discrimination


Most organisations today have equal opportunities policies and include a statement in their job advertisements and employee handbooks which sates that they do not discriminate against anyone ‘on grounds of colour, race, nationality, ethnic or national origin, sex, being married or disability’.  Although it is not a legal requirement there are several benefits to having one.

· the policy enables a company to state its commitment to equal opportunities and to operate a workplace free from discrimination

· the policy helps to promote good workplace relations

· all managers and staff know the standards they must uphold

· the policy helps to protect the employer against claims of sex, race or disability, discrimination or bullying and harassment or victimisation in the workplace

· an employment tribunal will look more favourably on an organisation which has such as policy, and keeps to it, than one which does not.
You should note that discrimination is not just unlawful when people apply for jobs.  It is unlawful at anytime, such as when training is being planned, if people are applying for promotion or if employees are being dismissed through redundancy.

As of October 2010 the Equality Act became law.  The employers’ obligations remain the same but the Act replaces previous legislation such as the Race Relations Act 1976 and the Disability Act 1995 and ensures consistency in what is needed to make a workplace a fair environment and to comply with the law.  

The Equality Act covers the same groups that were protected by existing equality legislation; age, disability, gender reassignment, race, religion or belief, sex, sexual orientation, marriage and civil partnership and pregnancy and maternity.  These are now called ‘protected characteristics.’ For more information on the changes please look on the Internet.  

	The law on equal pay


For many years it has been a government aim that men and women who do the same or equivalent work are paid the same wage.  The Equal Pay Act 1970 was introduced to make it unlawful to offer different pay and conditions just because one person is male and another is female.  However, it is necessary to ensure that the jobs are ‘equal’ especially when the duties of each person may be different.

· if a woman and a man are both administrators and she mainly produces word-processed documents whilst he produces spreadsheets, they must both receive the same rate of pay as they are doing ‘like for like’ jobs

· equal pay must take place if the jobs of both a man and a woman are rated the same under a job grading study (or scale band).
If men and women are paid at different rates an employer can defend this on two grounds:

1. there is an important difference between the two workers which has nothing to do with their gender.  The man might have worked for the company much longer or be better qualified
2. there is an important difference between the two jobs.  A man is expected to do heavy cleaning jobs therefore cannot be compared to a woman who does light cleaning duties.
	Equal Opportunities Commission (EOC)


The EOC is the official agency which was established in 1975 to help eliminate sexual discrimination.  It works to promote and monitor equal opportunities, provides advice and information and helps to resolve cases for employees who suffer from sex discrimination.  Its equivalent bodies are the Commission for Racial Equality (CRE) and the Disability Rights Commission (DRC).

According to EOC research, despite the Equal Pay Act women who work full time still only receive 17.5% less than a mans earnings.  35% of this is part time workers.

Both men and women can complete a questionnaire to give to their employer if they have concerns that a colleague is earning more than they are for doing the same job.

Your other main statutory rights
There are a large number of employment laws that give you rights at work. The key ones you should be aware of for your own protection are as follows:

· the right to be paid a salary at or above the minimum wage rate if you are over 18

· the right not to be forced to work more than 48 hours a week, averaged over a 17-week period or to be asked to work more than 40 hours a week or do night work if you are aged 16-18

· the right to choose whether or not to work on a Sunday

· the right to receive maternity/paternity and parental leave in accordance with the law and the right to take time off in a family emergency

· the right to receive redundancy pay if you are dismissed because there is no work for you to do

· the right to apply to work flexibly if you have a child under 6 (or disabled child under 18) providing you have been working for at least 26 weeks; the employer can refuse your request but only for certain specific reasons

· the right to see computer records about you or paper files which contain your personal details under the Data Protection Act 1998; your employer can request a small charge from you for providing this information

· the right to be given reasonable time off to study or train for a qualification up to NVQ2 if you are 16/17 and working, or the right to complete training you have already begun if you are 18 when you first start work the right to be paid if you go for an interview during working hours.
The Health and Safety at Work Act 1974

All employees must:

· Take reasonable care of their own health and safety, e.g. by obeying rules
· Take reasonable care for the health and safety of others who may be affected by their activities or actions.

Cooperate with their employer or anyone acting on his or her behalf to meet health and safety requirements.

All employers must:

Ensure the health, safety and welfare at work of their employees’ as far as is reasonably practicable´.  Specific aspects include:

· Safe entry and exit routes e.g. emergency exits not blocked

· A safe working environment and adequate welfare facilities, e.g. ventilation, toilets and drinking water

· Well-maintained, safe equipment, e.g. safe wiring 

· Safe storage and transport of articles and substances

· Provision of protective clothing

· Information on health and safety, instruction, training and supervision
· Undertake the preparation and continual updating of written statements on the health and safety policy of the company, where there are five or more employees.  This must also be circulated to all employees
· Allow for the appointment of safety representatives selected by a recognised trade union.  Safety representatives must be allowed to investigate accidents or potential hazards, follow up employee complaints and have paid time off to carry out their duties.

In all organisations you will find a person responsible for health and safety in your workplace.  When you first start your job you should familiarise yourself with who this person may be. The person responsible could be a Health and Safety Officer or a Health and Safety Representative. As you are required to cooperate with your employer to meet health and safety arrangements then you need to know who to report health and safety matters to.  You need to know how to contact them, whether it is best to send e-mail, memo or report to them face to face should the matter be urgent.

It is important to find out if you should be reporting directly to the Health and Safety Officer or if your first point of contact should be your line manager or supervisor. Most organisations have a procedure to deal with or report risks; do you know what yours is?

Some organisations have fire officer, their duties may include making sure that fire exits are not blocked regularly testing the fire alarm and to ensure everyone is aware of what procedure to follow in the event of a fire.  

Your organisation may have an appointed first aider or a qualified first aider.  These persons should be your first point of call should you or another person need medical assistance.  An appointed first aider must not administer first aid, their duties may include ensuring the first aid box is adequately stocked and calling for the emergency services.  There should be one qualified first aider for every fifty employees.  In some cases there are more.
RIDDOR
Reporting of Injuries Diseases and Dangerous Occurrence Regulations.  Should you have an accident at work resulting in immediate hospitalisation of more than three days off as a direct result then it is the responsibility of your employer to report this to the HSE.  This can now be done on line.

COSHH
Control of Substances Hazardous to Health.  It is the responsibility of your employer under the Health and Safety at Work Act 1974 to safely store, transport and use hazardous substances.  PPE (Personal Protective Equipment) must legally be supplied when necessary.  

Remember that it is the responsibility of you and your employer to take reasonable care of anyone who comes onto your premises, whether this is a member of the public, service persons or a sub-contractor.  Your organisation should be covered by insurance.  There is employee and public liability insurance, the first one is to cover you and the second to cover non employees.  You should find a copy of this insurance certificate on display in your workplace.

	Confidentiality 


Part of your role as a customer service representative may involve dealing with information, much of which is regarded as being confidential. The exact nature of that information will vary from job to job.

All organisations have some records and other types of information which are not meant for everyone to see. Such information may be marked "private", "secret", "confidential" or "restricted". These words do not mean the same thing in every organisation, and you need to find out, for instance, whether in your organisation "Confidential" means "not generally available to most people" or whether it really means only a very few designated people can see it.

It is very important that you know your organisation’s rules about such information, and that you keep to them. You must make sure you do not let someone see information when they are not allowed to do so, and also that you yourself do not look at information which you are not supposed to see, even if it accidentally comes your way. If you break your organisation’s rules, you may cause great problems for other people, or the business itself, and at worst you may lose your job.

Information which is usually confidential:

· There are some sorts of information which are almost never freely available to everyone. These include:
· Personnel records: all information relating to staff 
· Customer information: customers’ personal details, account details etc

· Information about a company’s products and finances which may be useful for their competitors 
· Security information e.g. information about passwords, safe combinations, where keys are kept and so on
· Details of complaints, disciplinary actions and any formal customer complaints
· Any legal actions that the organisation is involved in.
In the last decades of the 20th century, information technology made possible a huge increase in the amount of information held about individuals by public and private sector organisations, as well as making it much easier than ever before to process that data, and store it in a form that made it easy to pass it on to others. Concern grew about the way in which this information could be used, and the control which people had over the information held about them. In 1998 the government put into place the Data Protection Act, to safeguard the privacy of this information. 

Employees need to know what an organisation has to do to comply with this Act, and what sort of information is protected by it.
	The Data Protection Act


The Data Protection Act 1998 came into force on 1 March 2000, to protect personal data about individuals. The central principle of the Act is that all information relating to an individual remains the property of that individual, even when it is held by a business. Therefore that person should have full rights over that data, should be able to see it at any time, and should be able to seek compensation if the records are incorrect or damaging to them, even if they have not been shown to a third party.

The Act applies to information kept as computer records and also to manual (paper) records or organised filing systems that are structured by reference to individuals (for example a card index or filing system).

A company or organisation (under the Act), which keeps such personal information, is known as a data controller, and is responsible for the purposes for which personal data is used, and the manner in which that data is processed.

Organisations that have computer-based records containing the types of information covered by the Act must notify the Office of the Information Commissioner. Failure to notify this office that you keep such records is a criminal offence. Organisations must also comply with the principals of the Act with regard to paper-based records. 

After the Act became law, organisations were given until October 2001 to check that they were complying with it. This date was later extended to October 2007 in relation to old manual data (for example, any held in filing systems prior to October 1998).

The Eight Data Principles
Organisations, or data controllers, must comply with the eight data protection principles, which state that personal data must be:

1. Processed fairly and lawfully 

2. Obtained only for specified and lawful purposes 

3. Adequate, relevant and not excessive for the purpose 

4. Accurate and up-to-date 

5. Kept no longer than necessary 

6. Processed in accordance with the rights of the data subject 

7. Protected against unauthorised or unlawful processing, and against accidental loss or destruction 

8. Not transferred outside the European Union unless an adequate level of protection is ensured (i.e. it is the organisation's responsibility to check that organisations in other countries will protect personal data, before giving it).
The Rights of Individuals 
The Data Protection Act entitles people to have access to information held on them by an organisation. They are entitled:

· To know if personal information is being kept about them, and what it is 

· To ask what the information is to be used for 

· To ask whether it will be made available to anyone else, and if so, to whom 

· To ask for incorrect data to be corrected 

· To ask that personal information is not used for direct marketing 

· To ask that information is not used that is likely to cause damage or distress 

· To ask that decisions are not based on automated processing of the data 

· To be granted compensation for any damage or distress due to the failure of an organisation to comply with the requirements of the Act

An organisation must ask for a person's consent to the use of information about them when:

· The organisation is going to process data about that person for purposes other than those that are required by law 

· The organisation intends using information that was acquired for one purpose for another purpose

Requests for Information

If a person wishes to see any information that an organisation keeps about them, they must ask in writing to see it – this is known as a ‘subject access request’.

An organisation may charge to provide this service, but they must provide the information within 40 days. 

The person who requested the information must be given a copy of it in a form they can understand. If they think that it is incorrect they can apply to a court to order that the information is rectified (corrected), blocked (i.e. the company cannot release it), erased (for computer records), or destroyed (for paper records).

	Ethics, codes of practice and values of customer service


Ethics are about making choices and decisions that may not always feel good but are the “right” choices to make. Ethics is a personal choice and therefore, how workplace ethics are governed depends upon the principles of those who are in authority over the workplace and those who work in that environment.

The ethics within a business will have an impact on both staff and customers.  Ethics will influence whether you seek employment with a particular company, or whether your customer decides to use companies’ products or services.

For example a customer who is against animal testing is more likely to purchase their beauty products at an organisation such as the Bodyshop, who are well, know for their ethical values with regards to animal testing.

Ethical companies are more likely have better staff retention.  This will ultimately lead to improved customer service.  When staff are happy in their work it gives a positive impression to the customers. 

Think about your own ethical values (morals).  Do you treat others in a way you would like to be treated yourself?  Do you value working for an organisation where the staff are considered as just as important as the customer?

Following the code of practice for your organisation ensures consistency.  A code of practice is there so everyone knows how to behave and what is expected of them.  It may contain information such as; the dress code, how to handle complaints, how to deliver customer service and how to update knowledge on products and services.
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