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SERVICE EXCELLENCE
HANDBOOK




Letter from the Chief Executive Officer

You are among the growing group of people who have joined a service organization where the customer is the central focus. The expectations are high because customer’s expectations have increased tremendously over the years therefore customer experience is the single greatest opportunity to differentiate ourselves from our competitors. 
Good service is the service each of us delivers to our customers whether they are internal or external customers. We must provide the best service and take care of our customers. We must:
· Make the customer feel important
· Hear what the customer has to say
· Make the customer feel respected
· Respond to the needs of the customer
· Interact with the customer with trust and honesty
Occasionally things may not go according to plan and even on those rare occasions when we have fallen short of our very high standards we must ensure we correct this with our customers in a caring manner. We change the way the world works and lives when we do one simple thing – putting customers at the center of everything we do.
The PSP (people, service, profit) principle is the foundation of SMSA. You cannot deliver the impeccable service that is expected unless you are committed. At the end of the day SMSA is not about its logo or its advertising or its sales force. To the customer SMSA is the person who comes to the door and doesn’t let them down. So deliver on the purple promise, focus on the service and absolutely, positively deliver on the promise.
Thank you for your continued hard work and for striving for customer service excellence.

Naif Sultan Al Athel
Chief Executive Officer 



 
PREFACE
Everyday each of us interacts with customers both internal and external and this handbook has been written as a guide for all employees to achieve customer service excellence. The handbook contains customer service standards, customer service principles. This information should be read in conjunction with the processes, policies, customer charter and the customer service training you have been given. In this way we can all achieve service excellence. All the information can also be found on the internal quality management system ‘GUIDE’
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OUR VISION
To be a pioneer amongst the top global logistics and transportation companies with value added multi product line that meets every customer needs by utilizing existing and emerging technologies to the highest ethical and professional standards.
OUR MISSION
To be a pioneer amongst the top global logistics and transportation companies by: 
· Providing maximum reach around the world with highest quality of service
·  Empowering and investing in our people 
· Being a dynamic and market oriented service provider utilizing emerging technologies
· Maintain sustainable growth
OUR CORE VALUES
People – Thinking and showing special concern for the interest and well being of others, especially on matters affecting their compensation, welfare,  work environment, professional development and growth. 
Customers Service – Identifying and responding to current and future client needs; providing service excellence to internal and external clients
Integrity – Fostering and supporting the principles and values of the organization and the public service as a whole.
Innovation – The proactive generation, identification, and implementation of new and improved ideas, solutions, or opportunities to increase the efficiency, effectiveness, and competitiveness of the company's products, services, business systems & processes, and managerial methods
Passion for results – Focusing personal efforts on achieving results consistent with the organization’s objectives
Loyalty – The manifestation of attitudes, behaviors, and actions that are consistent with the organization's interest, work values, and public image.




Introduction  

‘’There is only one boss’’, and whether a person cleans cars for a living or heads the biggest corporation in the world, the boss remains the same. It is the customer! The customer is the person who pays everyone’s salary and who decides whether a business is going to succeed or fail. In fact, the customer can fire everybody in the company from the chairman (CEO) on down, and he can do it simply by spending his money somewhere else. 

Remember the quality promise – ‘’I will make every SMSA experience outstanding’’ that means putting the customer at the centre of all we do.

Our Customers, want to pay a fair price for a quality service, and feel satisfied they have paid for a service and received what they have paid for in return. They also want someone to take care of them. They need someone to understand their needs and help answer them. They need someone to hold their hands and walk them through a process. Customer service starts with the ability to listen to the customer and find out through polite questioning what he/she needs or wants. Customer service and contact with a client mean that the customer will be heard and his/her problems will not go unanswered or ignored. It also means getting to know our customers’, likes-dislikes, needs, background, so that the customer gives us loyalty and comes back to us time and time again. 

When our customers walk through our doors they need to see a clean and safe environment. Our entire premises layout should follow the same standards where applicable.

Good customer service also means our companies continued success, increased profits, higher job satisfaction, improved company morale, better teamwork, and market expansion of services/products. 
 







Professional Qualities in Customer Service 

Customer Service = Accountability + Delivery

Whether you are working in sales, call centre, operations, SMSA Service Center (SSC), mail room, or special delivery channel, we must all constantly deal with customers to strive for certain qualities to help fulfil our customers’ needs. 
While there are a multitude of customer needs, there are six basics needs that need to be met. 

These are: 
• Friendliness – the most basic and associated with courtesy and politeness. 
• Empathy – the customer needs to know that we appreciate their wants and                  circumstances. 
• Fairness – the customer wants to feel they receive adequate attention and reasonable answers. 
• Control – the customer wants to feel his/her wants and input has influence on the outcome. 
• Information – customers want to know about our products and services. 

It is very important that front line customer service employees to have knowledge & information about our products or services.  When we answer, “I don’t know” or “It is not my department” then we are automatically demeaned and demoted in the mind of the customer. These employees can end up feeling hostile as well as unequipped. Customers want information, and they disrespect and distrust the person who is supposed to have information but does not.

Remember: External customer service starts with good internal customer service.  








Our Product & Services
We have several products and services which cater for different needs of the customers.  The products and services are reviewed periodically to ensure quality and service.  We are committed to deliver the highest level of service.  Each product has its own delivery commitment. We must ensure that the commitments are met.  The company measures the objectives on a daily, weekly and monthly basis.   Various descriptions of products / service can be found in on brochures and uploaded on Guide with full details.
All customer information received during the course of business should be kept confidential.  The customer information required for proper service delivery (i.e.) address, telephone no., etc will be collected and recorded as needed for proper delivery.  We will also do quality control checks of the same.

Customer Service Facts
Research and statistics show the following:

· Customers will spend up to 10% more for the same product with better service. 
· When customers receive good service they tell 10-12 people on average. 
· When customers receive poor service they tell upwards of 20 people. 
· There is an 82% chance a customers will use our service if they were satisfied. 
· There is a 91% chance that poor service will dissuade a customer from ever coming back to us.
· Only 4% of dissatisfied customer will complain.
· 5% increase in loyalty can increase 25% to 85% profit
· For every complain you receive, there are 26 unattended complaints
· It costs 5 – 6 times more to attract new customers than to keep old ones.

Are you surprised? Then look at these statistics

Out of the entire customers lost:
· 1% will die
· 3% move away
· 9% go away for cheaper price
· 19% are chronic customers
· 68% leave due to bad service (their needs are not met)
Simple Actions Huge Returns 

· Smiling – there is nothing like a smile and pleasant face to greet a customer, especially if he/she has a complaint. A smile and polite conversation can immediately disarm a disgruntled customer. Facial expression sets a positive tone before you even begin speaking.
· Eye contact – always look into your customer’s eyes. Directly address customers.
· How you look – personal grooming has a big impact on your customers. Dirty hands, messy hair and poor dress can mean the loss of an otherwise happy customer. When interacting with customers, dress neatly and in a professional manner so as to command respect and to let customers know you take seriously your position. Ensure proper uniform is worn. Refer to the uniform policy on GUIDE.
· Shaking hands – when shaking hands with a customer a firm and professional handshake is expected. This part of the greeting is now common among both men and women in a professional environment.
· Be attentive - when listening to a customer, slightly lean towards your customer and nod your head ever so slightly to indicate you are listening. 
· Tone of voice – always convey friendliness and amicability. Do not raise your voice in frustration or anger no matter how difficult or tiresome a customer may behave. 
· Hand gestures - use hand movements to emphasize what you say (even on the phone) and to emphasize your feelings. 
· Personal space – this is the distance that feels comfortable between you and another person. If another person approaches you and invades your personal space, you automatically move back without thought. You are uncomfortable. Leave adequate distance between you and your customer. Adequate space is important to making customers feel secure and unthreatened. 
· Posture – slumping in a chair or leaning against a wall while interacting with a customer are sure signs you are not interested in the customer. Your pose or posture should express attention, friendliness, and openness. Lean forward, face the customer and nod to let them know you are interested. 
· Observation - notice how your customer behaves and what he/she reacts positively to while you are providing service. 

Remember, the little, interpersonal actions noted above mean a great deal in the area of customer relations. They can change customer perceptions and ultimately affect the success of your customer relations efforts. 

Conversations over the Telephone 
It’s Not What You Say, its How You Say It 
The moment you pick up a telephone, body language and visual perceptions disappear and your tone of voice becomes dominant. 
Almost the entire message you project to the customer over the phone is derived from tone of voice and attitude. 
For example: 
• A flat tone of voice says to the customer, “I don’t like my job and would rather be elsewhere.” 
• Slow pitch and presentation say, “I am sad and lonely – do not bother me.” 
• A high pitch, rapid voice says, “I am enthusiastic and excited!’ 
• A loud voice says, “I’m angry and aggressive.” 

Telephone Etiquette
Being telephone friendly is one of the least expensive and cost-effective ways to deliver better customer service. 
Answering the Telephone 
How we answer the phone can tell a person a lot of how we treat customers and employees. The correct phrase said in the right order in a positive tone leaves a good impression and starts the customer-client relationship off on the right foot.
· Pick up the phone in three rings. More than three rings signals chaos in your office or inattentiveness on the part of our company or organization. 
· Greet the caller, e.g. “hello”, “good morning”. Good manners show you respect the caller. 
· Give your name, e.g., “Hi, my name is Mohammad”. This is a courtesy that serves to personalize the customer service experience as well as allowing the customer to hold you accountable for your level of service. He/she now has a point of reference and someone to contact when he/she calls back 
· Ask the customer if or how you can help. Asking to help tells the customer you are there to serve his/her needs and to solve his/her problems. This also leaves the customer with a positive impression. 
· Use the customer’s name with appropriate title Engineer, Doctor, etc.


Example external calls - “Good morning/afternoon/evening, thank you for calling SMSA, my name is Mohammad, how may I help you?” 

Example internal calls – “Good Morning/afternoon/evening HRD, Mohammad speaking”
The greeting is key; it sets the tone and style of the whole interaction. 

Troubleshooting 
Some things which may upset a customer are simply unavoidable. Here are some tips on how to best handle these situations. 

“Putting a Customer on Hold” 
Ask the customer if you can put them on hold; wait for them to say “yes” or “no” and then explain it will only be for a short period of time. Explain to the customers why you are putting them on hold. Thank the customers for holding. 

“Transferring a Call” 
Ask the customer if they mind being transferred; wait for them to say “yes” or “no” and explain why they are being transferred and to whom. 

“Taking a Message” 
Explain your co-workers absence in a positive light but do not be too specific. Explain that your co-worker is in a meeting, conference, briefing, or training. Do not say he or she is gravely ill, is too hung over to come to work, never called in today, can’t be found, that you do not know where he or she is, or that he or she “was just here”. Give a reasonable estimate of when the co-worker will return. Offer to help the caller, take a message or transfer to another staff member. 
If a co-worker is on holiday and will not return to the office for some time, it is permissible to say that he or she is on holiday. However, avoid details such as, “Mohammad is in Dubai and I am sure he is having a great time.” While such details may seem innocuous and even humorous, they give the wrong impression to those seeking service. 

“Ending the Call” 
This is the final step in good telephone etiquette. A good customer service representative ends the call on a positive note, repeating any actions agreed to be taken and what is going to be done to help or serve the customer. 

Respond to your Business Email quickly! 

Answering your business email promptly should be a priority for all business. Not only is e-mail an important communication line with your customers, it is often used by them to gauge that your trustworthy. 

If a customer (internal/external) sends you an e-mail with a simple question, and you take forever to answer it, what does that say about the rest of our operation or the department your working in.

Surveys show that the Top-500 companies fail miserably at answering their business email. The survey reported that 42% took more than 5 days to answer a simple question. In the world of Internet, that might as well have been forever. If a customer has to wait that long for an answer, most likely they will have taken their business elsewhere. 35% of companies don't even bother to answer at all.

Business email should be answered within 24 hours max (business day) No exceptions. 














First Impressions – You Only Get One 
Making a Good First Impression 
All front line staff (Sales, Mailroom, FTN, SMSA Service Center (SSC), SDC, Operations, and Account Receivable Executive) should be aware the importance of making a positive first impression. The customer will perceive you in the first 30 seconds of interaction. All front line staff must develop a rapport with customers.
Impressions are the key to developing trust and confidence in the customer. 
As the old saying goes, “You will never get a second chance to make a first impression.” This is why the first impression is extremely important and can set the tone for all future transactions. 

Appearance
The appearance of facilities and employees reflects the image of our company and has a significant impact on the way we are viewed by customers, employees, visitors and the general public. 
For this reason, SMSA had developed the Dress Code, Uniform, and Appearance Policy (see Doc. No. 32 in GUIDE). We encourage smart, stylish dress which promotes self-confidence, commitment, and pride, projecting good and positive image to all stakeholders.
Also, we have created a policy for a suitable work place and customer environment (see Doc. No. 2623 in GUIDE), ensuring that all our facilities are safe, clean, and suitable for the employees and customers as well.

Communication
Example of SMSA Service Center (SSC) Greeting – “Good Morning/Afternoon/Evening, How may I help you”
Ending – “Is there anything else I can help you with”
Contact Centre staffs have to follow the KPI of Total Service Factor (TSF).
Sales staff should follow the advice given in the APPCOM training guide.

Here are some ways of creating positive impressions: 
• Thoughtfulness in meeting the customer’s needs 
• Personal responsibility for a customer 
• Quick problem solving for customer 
• Offering immediate assistance 
• Friendliness 
• Using customer’s name in a conversation 
• Pleasant voice tone 
• Polite and courteous manners 
• Neatness 
• A genuine smile 

Manage the time of transaction as much as possible to align with the standard of turnaround time to serve the customer as the following (e.g. SMSA Service Center (SSC) Executives):

	Estimated Processing Time for Shipments in SMSA Service Center (SSC)
 (in Minutes)

	Shipment Description
	International Shipments (IP)
	Domestic Shipment

	Documents
	10
	5

	Non Documents
	15
	10

	Multi-Pieces
	25
	20

	Heavy Weight
	60
	60

	Dangerous Goods
	30
	N/A

	Please note: 
The estimated time starts from the moment RE starts processing the shipment, not from the time customer enters the center.
The estimated time may be extended due to customer shipment's readiness and customer’s cooperation.



Here are some factors that create a negative impression: 

• Making the customer wait 
• Not answering the phone promptly 
• Not saying “please” and/or “thank you” 
• Speaking loudly or condescendingly to customers or colleagues 
• Making faces, frowning, acting distant, and not smiling 
• Looking dishevelled or like you do not care about your appearance 
• A poor handshake 
• Focusing on another task while addressing or servicing a customer. 

Remember, impressions stay with those you meet, especially customers, and once registered; negative impressions are difficult to overcome.

The company has the state of the art CISCO telephone system.  As a company, we measure the Total Service Factor (TSF) for all calls coming into our Call Centre. We define TSF between 90 -93% of all customer calls to be answered within 50 seconds.   For the information you can refer to Incoming Calls Policy document no. 1644.

This gives you the various breakdowns of the calls to calculate the TSF.

Ten Major Do’s and Don’ts of Customer Service 

Every day we face situations when what we say makes or breaks a service interaction. Below are ten phrases that should never be used because they frustrate and anger customers. 

• “No.” 

• “I don’t know.” 

• “That’s not my job/ That’s not my department.” 

• “You are right – that is bad” 

• “Calm down.” 

• “I’m busy right now.” 

• “Call me back.” 

• “That’s not my fault.” 	

• “You need to talk to my supervisor.” 

• “You want it by when?” 

No: Everyone hates the word “no”. It is de -motivating, discouraging, and disinteresting. You will hear this word throughout your life as a customer and as a service provider. “No” is tantamount to “bad service.” “No” is easy, cheap, unproductive and negative – it means failure. Unfortunately, “no” is the word we most often hear when a new idea, request or concept is introduced. Admittedly, there are times when you will have to say “no,” but focus on what you can do for the customer (be positive and not negative) Better to say “What I can do is…” and demonstrate that you care and want to provide quality service despite your current limitations. 

I don’t know: Good service means never saying, “I don’t know.” When a customer hears “I don’t know,” they hear, “I don’t feel like finding the information you need.” Better to say, “I’ll find out” or “Let me look into this and get back to you ASAP.” 

That’s not my job./That’s not my department: When a customer asks you to do something that you do not know how to do or do not have the authority to do, become a catalyst (channel) by leading the customer to the person or department who can help him/her solve the problem. Better to say, “Let me transfer to the person who can immediately help you with this problem.” 

You’re right – that is bad: Many inexperienced customer service representatives think by sympathizing with the customer’s plight, he/she will win over the customer rather than actually doing something to solve the customer’s problem. If a customer expresses annoyance or frustration, do not make it worse by commiserating with him/her. Empathize with the customer but seek to solve the problem. 
Likewise, it does not do our company any good to criticize co-workers or other departments within the company or to the customers. All interested parties will end up looking unprofessional. Rather try your best to accommodate the customer. Do not promise anything you cannot deliver but do try to serve the customer well. Better to say, “I understand your frustration, let’s see how we can solve this problem.” 

Calm down: When customers are upset or angry let them vent (within reason) and they will eventually calm down. Telling them to “calm down” is belittling, and often serves only to infuriate them further. Better to say, “I’m sorry.” This is one of the ideal phrases for customer service – it helps to placate the angriest of customers and allows you to begin the process of solving a customer complaint or request and “meet him/her half way.” 
Apologizing does not mean you agree with the customer but it is a means to empathize and move beyond the emotion of the moment and negative impact. 

I’m busy right now: It is not easy to juggle customers. You are often helping one customer when another calls or visits your service area. Asking a customer to be patient or politely asking them to wait is very different than putting them off and saying you are too busy to help. Leaving them standing there or on hold are two of the mortal sins of customer service. “Being too busy” is tantamount to saying that you do not care and they are not important. Let the customer know they are important and you are aware of their presence. Better to say, “I’ll be with you in one moment” or “Please hold and I’ll be right with you.” 

Call me back: This expression conveys little interest on the part of the customer relation’s employee for the needs and wants of the customer. You should always call the customer back because you want their business and are responsive to their requests. Being proactive is part of good customer service. 

That’s not my fault: If an angry customer accuses you of creating a problem, rightly or wrongly, the natural reaction is to defend oneself. However, this is not the best course of action. The customer has a problem that needs to be solved. By resisting the need to defend yourself, and focusing on the needs of the customer, you can resolve the problem faster and with less stress and confrontation. Better to say, “Let’s see what we can do about this problem.” 

You Need to Talk to My Supervisor: This cliché of bad customer service has angered and frustrated customers for decades. Customers often ask for things outside the scope of your work or authority – maybe even outside the services/products provided by our company. While passing off these requests to your manager is a tempting option, it is better if you attempt to solve the problem yourself or directly go to the supervisor yourself and get a solution. You become a service hero for the customer and the supervisor. Better to say, “Let me find that out for you.” 

You Want it by When? Customers often make unrealistic demands, especially when it comes to time. Your first reaction may be annoyance and you may want to make a snide or sarcastic comment. However, the best approach is to hold off on displaying a negative attitude and making a poor impression. Better to say, “I will call you right back after I find out if that is feasible.” 


Helpful Reminders for Polite and Friendly Responses

	Wrong Approach
	Polite and Friendly Alternative

	“I don’t know.”
	“I’ll find out.”

	“No.”
	“What I can do is…”

	“That’s not my job.”
	“Let me find the right person who can help you with …”

	“You’re right – this is bad.”
	“I understand your frustrations.”

	“That’s not my fault.”
	“Let’s see what we can do about this.”

	“You want it by when?”
	“I’ll try my best.”

	“Calm down.”
	“I’m sorry.”

	“I’m busy right now.”
	“I’ll be with you in just a moment.”

	“Call me back.”
	“I will call you back, what is your telephone number.”



WHAT ABOUT BUSINESS CARDS?
· Always carry business cards on you.
· Your cards must be in perfect condition.
· Be selective: don’t hand out your cards to everyone.
· Don’t ask a senior person for his card.
· Be discreet when giving your card.
· When given a card, examine it carefully and look at the person’s face before putting it in your pocket.

Complaints Handling & Customer Feedback 
1. SMSA gives special attention to customer complaints as detailed in the Complaints and Claims Policy.  SMSA also carries out different types of customer survey - for Operations, SMSA Service Center (SSC), MRM, and Call Center. The data is analyzed and if necessary corrective action and improvements made.  The company also carries out mystery shopping and again corrective action and improvements in our service made. SMSA also provides the customers the ability of engagement and approach services for inquiry or complaint via customer support channels on Social media:   Twitter ( @smsacara ) & Facebook ( /smsaexpress) and through support email : info@smsaexpress.com
CONCLUSION
CUSTOMER SERVICE IS 80% ATTITUDE & 20% TECHNIQUE
You can display customer attitude by
· Projecting confidence
· Thinking Positively
· Using Proactive language
· Being enthusiastic
· Conveying speed and urgency
· Taking ownership and accountability
· Being Courteous
“Who has confidence in him/herself will gain confidence of others”
Depending on what area you may be working you may wish to read your departments policies and procedures with respect to customer service excellence. These documents can be found on the ‘GUIDE’ system. 
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