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INTRODUCTION

Meeting customer expectations plays a major role in experience. The gap between expected and actual
value that customers get is key to customer loyalty. It also influences propensity to spend and brand
perception.

Creating experiences that generate more value than competitor offerings helps to create unforgettable
memories. But, to meet customer expectations, businesses must first understand what their customers
expect.

Customer relation(ship) is a special bond created between buyers and a brand result of numerous

marketing, sales, and customer service processes.

provide and collate valuable information. But to see results, yo
knowledge, and offer good customer service skills.

Organisations today find themselves operating inan e
analysing the implications of these changes and modg anisation reacts to them is
known as business strategy.

‘Strategy is the direction and scope of an orga ] 8the long term, which achieves advantage in a

This information pack will assist you in a i er needs and expectations. This in turn will allow
you to reflect upon the cust i i ifferent ways to collect and interpret customer
feedback.
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GUIDANCE

This document is prepared to break the unit material down into bite size chunks. You will see the learning

outcomes above treated in their own sections. Therein you will encounter the following structures:

Purpose

Theory

Challenge

Video

Explains why you need to study the current section of material. Quite often learners
are put off by material which does not initially seem to be relevant to a topic or
profession. Once you understand the importance of new learning or theory you will
embrace the concepts more readily.

support the treatments

Conveys new material to you in a straightforward fashio
i hyperlinks, which may be

in this section you are strongly advised to follow the
useful documents or applications on the web.

sure you follow them all through. If you arg feeling confid u might like to
treat an example as a question, in which i e a go yourself.

Many of the examples given resemp i i hich will come your

Pns, in the order in which they are presented.
edge and confidence is built upon previous



Unit 205-Meeting Customer Needs
© 2020 UniCourse Ltd. All Rights Reserved

Contents
INTRODUGCTION ...ttt ettt et sttt ettt e e st e b e e s st e e as e e st e sae e e b e e ase e e abe e beeeas e e st e saseeabe e e emseeaseesanesnseenneenaneens 2
GUIDANCE ... ettt sttt b e st e bt e e ae e s st e b e e e e et e b e e e ae e e as e e abe e sas e e bt e e ae e et sheeear e e beeeneeeareennneenneenees 3
(0o 01 (=T | £ ST PP PP PPPPPPP 4
The PUIPOSE Of CUSEOMIEBT SEIVICE...ciiii ittt ettt e ettt e e e e e s et e e e e e e e sesasbaaeeeeaeseeaass e eesnsssseneaaeeannans 6
TYPES OF CUSEOMIELS .ereeiieeie ettt ettt e e e e et e e e e e e e e ee et aeeeeeaeesesasaaaeeeeaeeesaassssseaaaae ereaaeessaanssssnnaeasaannans 6
CUSTOMEE JOUINEBY ..iiiiiiiiiieie e e ceeeeitiicsie e e e e e eeteaaies s s e e s eeeeaaasaaesseeeeassesssssnsnseesseesesnsss o eeesseneeeeeeeennusunneseeeeeenenns 7
The Importance of a Customer Journey Map......cccccuviveeeeeeiieiiiiiiieeeeeeeeeecceveeee B e eaee e e e e e e 8
What is a Service Level AGreement? .......oooovoeciieeieeeeeecciieeeeeeeeeeeccvvveee e e e e, 11
What should be included in an SLA? ..o SO 11
HIgh Standards.......cc.uveeeiiiiiieiiieeee e e e et ae e ennrereeeeeeeennnrees W A 12
Know Your Competition. ...
Top Tips for Excellent Customer Service ......ueeeeeeeeccnne V.. SR ... ... A oo, 13
Identifying Customer Needs .......cccoecvvveeevveveeeencneee e A ettt ettt e et e e s aaaee s 14
Managing Customer EXpectationsS......ccoceeeveeeeeosdB oo S, .....ooiiiiiiiiiiiiiiiirerre e e 15
Create a Customer Profile ......cccccocveviiniencnd! N T TP 15
Recording Customer INformation ....... g ccvveeeere RO SO oo oo ettt e e eiteeeeeeateeeeesataeeeeenereeesesenreeeeannseneas 16
Complaints ..o B 17
HOW t0 handle COmMPIaints ..o S vvvrr s S 1 etvvvrerererererersreeessseesesssssssessssssssssseees asaasssssssssssssssnnes 17
Quality Assurance and QUal i BACORERBII . ........- NG -« o vvveeeerurtreeenttteeeaitrreeeasbaeeeesstreesessreeessnssesnneesssseeeesnns 18
Importance of Customer FeedBBICK ... EI..........ooiii et e e e e e e e e tber e e e e e e e e e saaare e s sarraeeeeaaeeenans 19
RO ) o AU (S URUR 20
Online SurveysH.......... B0 SR 20
Talking to CUSTORMBIEET. ... ¢ ... it ee e e e e e e st r e e e e e e e et aeeeeeeeeseaaasaaaeeeaaesseeaaeesasnssennnsaeesannnns 21
How to Interpret Fe (0 0 IO UTS) o] o 1= PSRRI 22
1. MONItOr SOCIAl IMEAIA. ...t e e nn e s 24
2. Create FEature REQUESE BOAITS .......cccuiriiiei e eeeciiteeee e e e eecttree e e e e e setrre e e e e e e e e e tnraeeeeeeeeeenssses ennnraneeens 25
3. Use CuStOmMeEr FEEADACK SUIVEYS .......uurieiieeieeieciteeeeee ettt e e e e e e e e e e e e et bee e e e e e e s e aabseee sanbraeeeas 26
O O T [y o] 0 0 1= a1V L=< AT =R 29
5. Quarterly Business REVIEWS (QBR)....cciicuuuiiiiriiiiieiiiieee e eiieee e este e e sire e e e s e e s sarae e e s eaaeeesssanaeaeaessnneeas 29
B. LIVE Gt .. it e s 30



Unit 205-Meeting Customer Needs
© 2020 UniCourse Ltd. All Rights Reserved

The customer journey is the complete sum of experiences that customers go through when interacting
with your company and brand. Instead of looking at just a part of a transaction or experience,
the customer journey documents the full experience of being a customer.

The Importance of a Customer Journey Map
Using a customer journey map to analyse user behaviour helps an organisation understand how their
customers travel through the entire sales process and how they feel during their time there.

This approach provides two major benefits:

e It allows decision-makers to stay focused on customers.
o It helps make each step of the buying experience easier for potentia

You can have the best marketing team, but if your customers are appy, you won't get anywhere.

The best way to explain the process of mapping the 4l¢ at it like a pinnable graphic
that everyone on the team should have on their wal

How to Map Out a Customer Journey Step-by-

ney map is to look at the process from the
earch to accomplish this goal:

The most important aspect of creati
customer’s perspective. You will nee

Analytical research

ell you exactly where the customers are, how much time they spend
are tools you can use to track user-generated content and place the
of information.

Using your websd
with you, and
dataintoane

Anecdotal research

Acquiring this data is tricky. How do you find out what the customer is thinking? Social media is useful for
gauging how customers feel or think. When someone is satisfied or upset about his or her experience with
a company, they could feel compelled to notify you on Facebook or Twitter.

Asking customers to fill out surveys about their experience can also help you collect anecdotal research.
Additionally, having tools to measure customer behaviour is a must for accurate planning.
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Step 1: Remember the Customer is #1, Always

Putting yourself in your customer’s shoes and doing all your planning around that motto will take you a
long way. The customer is the reason you exist.

Many times, executives forget this important detail and focus on marketing, SEO, social media, and
branding. Yes, these are all critical aspects of running a business, but you cannot forget about your
customers and how they interact with your brand.

Are they satisfied with the experience? Is your website easy to navigate and it have all the

information a customer wants?

Step 2: Identify Customer Touch Points

Every time a customer comes into contact with your brand wh uring (visit to a
store or website), or after (positive or negative feedback, return e ience, newsletters) you have a
chance to increase your sales.

These interactions are known as touch points.

With this information, you can identify obstacle
process where the customer is in and
services. Having satisfied customers

he customer’s journey. A seamless sales
ortant as offering high-quality products or

Step 3: Create a Graphic

strategy.

There are cou
scenario. But understanding
behaviour, fixing the
or excited) is helpful to

given transaction, so it’s impossible to anticipate every possible

re the blips are is crucial. A graph is handy to understanding customer

, and identifying successes as well. Using emojis (sad, angry, neutral, happy,
ickly visualize the customer’s state of mind at any time.

Example 1: Fantastic User Experience (UX)





