Foreword
The Hong Kong Association for Customer Service Excellence (HKACE) was formed in February 2000
to promote customer service excellence in Hong Kong. To this end, we have initiated a series of
publications on various subjects in the field of customer service.
In July 2005, the HKACE appointed the Strategic Information & Intelligence Division of the Hong Kong
Productivity Council to carry out a research entitled “Professionalism in Customer Service”. This
research, which involved over 600 telephone interviews with service providers and general consumers,
23 in-depth face-to-face interviews with leading Hong Kong companies and training institutes, and one
focus group discussion with HKACE members, was carried out to:
z

Define what professionalism in customer service means to companies by studying any emerging
service knowledge and skills required in today’s business world;

z

Establish the correlation between the level of professionalism in customer service and business
success (including customer satisfaction);

z

Identify ways that companies use to build/acquire professionalism in customer service, and the
associated cost implications and impacts on resources deployment;

z

Identify the criteria required for individuals to become a professional in customer service; and

z

Share success stories and lessons learnt in various service sectors, so as to gain additional
insights on how to enhance professionalism in customer service.

The findings of this research are summarised in this document - “Guide to Customer Service
Excellence (10) - Professionalism in Customer Service”. It identifies the competency gaps of Hong
Kong customer service professionals and contains a development roadmap for individuals to become
a professional in customer service. It also incorporates success stories and exemplary practices
of leading service organisations. We hope this publication will serve as a useful practical guide for
any company and individual committed to building professionalism in customer service.

Allan Chiang
Chairman
Hong Kong Association for Customer Service Excellence
January 2006
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“There is no such thing as one job that is to be performed
professionally, and another that is not. Regardless of its size or
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~ Ball JR., “Professionalism is for Everyone:
Five Keys to being a True Professional” ~
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1. Introduction
Against the backdrop of technology advancement, changes in the population trend and changing lifestyles,
organisations throughout Hong Kong are facing greater challenges than ever before. To attain a higher level of
customer satisfaction, hence maximise business returns, it is important that customer service staff thoroughly
understand their roles, acquire the necessary knowledge and skills, and are capable of performing their roles
competently. It is also vital that they are fully committed to serving customers well.
In order to investigate how customer service is positioned within a successful business organisation and the
implementation of strategies to attain/elevate professionalism in customer service, the Hong Kong Association for
Customer Service Excellence (HKACE) commissioned the Strategic Information & Intelligence Division of the
Hong Kong Productivity Council (HKPC) in July 2005 to carry out a research project entitled “Professionalism in
Customer Service”. The objectives of the research are to:
z

Define what professionalism in customer service means to companies, and to study if any knowledge and skills
in servicing are unequivocally required in today’s business world;

z

Establish the correlation between the level of professionalism in customer service and business success
(including customer satisfaction) in different industries;

z

Identify ways that companies use to attain professionalism in customer service and the associated cost
implications as well as resources deployment;

z

Identify the criteria required for individuals to become a professional in customer service; and

z

Share success stories in various service sectors, thereby gaining insights into measures useful to building and
enhancing professionalism in customer service.

The research commenced with desktop research and literature review to find out the current trends in customer
service as well as the knowledge and skills required of a customer service professional. A focus group session
between representatives from HKACE and HKPC was held in mid August 2005 to determine the capabilities and
qualities required of a customer service professional, and how excellent customer service translates to business
success. Advice and comments on building professionalism in customer service were also sought from experts in
various training institutes. Between August and October 2005, telephone interviews were carried out with 307
service providers from major service sectors1 in Hong Kong to identify what professionalism in customer service
means, ways to build professionalism, and the cost and resource deployment in building professionalism in customer
service. Local organisations, including international companies based in Hong Kong, that have successfully
implemented strategies to enhance professionalism in customer service were invited to elaborate on their practices.
A total of 23 in-depth face-to-face interviews were conducted with leading companies in different service sectors as
well as training institutes (Appendix A).

1

The six major service sectors are:
- Banking/financing and insurance
- Retail
- Transport, utilities, communication & telecommunications
- Tourism/hotel/catering/entertainment
- Real estate and property management
- Personal services

1
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To learn more about the demands and expectations of Hong Kong consumers, in the light of changes in technology
and lifestyles, 320 general consumers were interviewed over the telephone. This is also pivotal to knowing how
professionalism in customer service affects their purchase decision (Appendix B). To ensure that the respondents
have a good grasp of the concept of professionalism, only those with an education background of secondary
school or above were interviewed. The findings were then compared with those of service providers’ to identify any
significant discrepancies.
In Chapter 2, there is a discussion on customers’ higher expectations of customer service, resulting in a customer
service role that is highly challenging. The capabilities and qualities required of a customer service professional at
different stages of the service cycle, for delivery of superior customer service in today’s business environment, are
identified and discussed.
Chapter 3 focuses on how service providers and consumers in Hong Kong view professional customer service and
their requirements for and expectations of a customer service professional. The findings are based on the inputs
from 307 service providers and 320 general consumers. Companies can use the findings to reinforce staff training,
to consider prospects for providing better service experience, and to build professionalism in customer service.
In Chapter 4, we present five specific operating principles that are commonly adopted by successful companies to
build and sustain an outstanding level of customer service.
Finally, Chapter 5 summarises the importance and need of a customer service professional, and concludes by
highlighting the most critical steps that successful companies used to build/acquire professionalism in customer
service.
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2. Good Customer Service is
No Longer Enough
“Every company’s greatest assets are its customers,
because without customers there is no company.”
~ Erwin Frand ~
Your business cannot exist without customers. When you have customers, you need to provide customer service.
Customers used to accept varying levels of service but now the market is offering many more choices. They want
products and services with good quality and value for money from trustworthy providers who are prompt and helpful
in resolving their problems2. When their expectations are not met they will take their business elsewhere. They
also tend to spread the word and the ubiquitous emails make it easier than ever to make their grudges known. It
is evident that good customer service is simply not enough. Customers demand superior service that wows them.
Customer service in today’s business environment necessitates a high level of sustained professionalism.

From being good to being professional
To raise the par of customer service, organisations need to implement a wide range of strategies. The product
itself, price, image and after-sales support are important while customers perception is crucial. Members of staff
that have contacts with customers act as ambassadors, the public face of their organisations. They have a key role
in maintaining good customer relationships effectively. Their skills and knowledge can serve customers to their full
satisfaction, for them to come back for more purchases. They can turn customers into loyal ones and win back
unhappy customers.
How is the task of customer service performed professionally? What are the criteria for becoming a professional
in customer service?
Good experience as a customer is always associated with people who make it happen. Outstanding customer
service is palpable and the reaction spontaneous. So what makes outstanding customer service? Is it more than
just a pleasant smile or voice? Is it to follow the tried and tested rule of “treat others the way you would like to be
treated?”. Or is it something more?
The answer to the two questions above begins with attitude. A customer-oriented attitude combined with a passion
to serve forms the foundation for excellence in customer service. Members of staff need to have certain qualities:

2

z

Customer-oriented, enthusiastic and happy to meet customers’ expectations: sincerity and
maintaining a positive, customer-oriented attitude even in challenging situations;

z

Taking pride in one’s job and the quality provided: devotion to doing a good job, taking pride in the
quality of the service and in the profession itself;

z

High degree of self-discipline and work without supervision: being able to work without supervision
and behave properly with discipline;

z

Image and ethics of a professional: proper attire, commitment to quality, dedication in the interest of
the customer and ethics;

HKACE Guide to Service Excellence (8) - Service Appreciation and Customer Loyalty

3

Hong Kong Association for Customer Service Excellence

z

Knowledge and training in customer service: the value of formal education and training in customer
service cannot be understated;

z

Application of knowledge: being able to apply job and related knowledge, putting it into practice;

z

The ability to make sound and prompt judgment: being able to analyse problems, make the right
decisions and take appropriate actions;

z

Aspiration for higher learning and thriving for improvement: constantly pursue opportunities to
improve professional knowledge and skills.

As outlined in the points above, some necessary qualities involve the character and temperament of a person.
Some people are simply better suited to the job so they make better candidates. As customer service has
become more important, it has also become equally important to look for these qualities. FANCL HOUSE, a
company pioneering in preservative-free skin care products and cosmetics, shrewdly mandates that newly selected
candidates go through a 7-day pre-employment assessment, including training and examination, before being
hired as service consultants.
Customer service staff also need to be more knowledgeable, highly skilled and trained to provide services through
different media (telephone, the Web, mail, face-to-face). Customers are also sophisticated enough to choose from
wide ranging products and services. For some companies, newly hired customer service staff spent two to three
weeks in training before their first day on the job, and coaching is still required before they can handle customers
on their own. A number of skills are crucial for acquiring and retaining customers in today’s service environment,
which include:
z

Market/business competitive analysis: understanding of the market trends and development, as well
as the competitive environment of the products and services provided.

z

Knowledge/information management: the ability to make the best use of the knowledge that is
available to an organisation, create new knowledge, and master relevant policies, procedures, processes
and practices.

z

Interpersonal skills and communication skills: listening to and understanding customers; providing
information in a clear and courteous manner.

z

Use of language: the ability to present ideas/convey messages to customers in a professional and
credible manner.

z

Customer behavior and psychology: the ability to understand and analyse the buying behaviour,
cultural differences and psychological aspects of customers.

z

Customer experience management: managing the entire shopping experience of customers and
focusing on all sorts of customer related issues.

z

New technology application: knowledge and use of new technologies such as IT, eServices and
eBusiness to improve work processes and service quality.

z

Emotional management: the ability to maintain emotional stability when encountering difficult
customers or being provoked.

z

Complaint management: the ability to identify the root causes of complaints, to analyse problems, to
give recommendations and to implement solutions.

z

Crisis management: the ability to deal effectively with those unexpected emergencies and other unusual
events that may cause unfavorable consequences and/or publicity for the organisation.
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z

Customer relationship management: the ability to make use of customer database and quantitative
data to analyse information, and to maintain a positive relationship with customers.

z

Customer loyalty model and concept: the ability to understand why customers stay or churn, and
establish good customer retention/loyalty programmes.

z

Customer satisfaction monitoring and measurement: the ability to solicit and follow up on feedback
from customers, ensuring that services have been delivered or recovered to customers’ satisfaction.

z

Service quality management: ensuring service processes, standards and systems are up to the
requirements of the organisation and users.

Vigilance, training and practices are necessary if the above requirements are to be met. At different stages of the
service cycle, customer service staff also need to acquire and apply specific job-related competencies (Figure 2-1).
z

Preparation for delivering customer service. Customer service staff need to have a solid understanding
of how superior customer service is provided. This includes in-depth knowledge of the organisation’s
products/services, offerings, processes, practices, etc. As there are bound to be competitors in the
same field, it is also necessary to understand the market conditions and related laws and regulations
governing the trade.

z

Understanding customer’s expectations. One of the most important jobs is to deal with queries and
requests from customers. These can range from asking for the location of a particular branch to a
special discount. Customer service staff should handle these in a positive and professional way, and be
able to see a potential problem from the customer’s point of view.

z

Meeting customer needs and requirements. It involves prompt and effective propositions or resolutions.
Customer service staff handling complicated or specialised products/services may need to work with
other colleagues to fulfill a customer’s specific requirements.

z

Work processes and teamwork. Professional customer service depends on efficiency and teamwork.
Time management is a key element. Customer service staff also need to collaborate with peers and
associates to maximise values for both customers and the organisation.

z

Handling challenges. It is not uncommon that many customers judge customer service by the way
their problems are solved. It is best to be able to identify potential problems before they are voiced out
by customers. Where complaints arise, it is essential to resolve them to the full satisfaction of customers,
and to implement preventive measures to safeguard against recurrence.

z

Exploring sales of related products/services and building customer relationship. Analysing
customer data and reckoning their expectations help increase the probability of cross-selling new products/
services to appropriate customers. Valuable propositions and offerings also help build relationship with
customers and enhance their loyalty.

z

Ensuring quality service. It involves obtaining feedback from customers, tracking and following up on
customer issues and concerns, identifying potential customer service improvements and implementing
changes that promote continuous improvement and create additional values for customers and the
organisation.

More often than not, it takes formal education, training, coaching and mentoring to make a customer service
professional. Attributes and competencies can be developed and enhanced through continuous learning. While
“customer care” is often viewed as a character trait, service providers can create a corporate culture that fosters
professionalism in customer service, reinforcing values constantly through examples, briefings and training. When
these competencies are acquired and applied consistently throughout the organisation, more satisfied customers
and increased business will ensue.

5
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Professionalism equals customer satisfaction and loyalty
Our research strongly confirms the correlation between professionalism in customer service and business success.
307 service providers from different service sectors were asked about the positioning of customer service within
their companies, and the effect of investment in building/acquiring professionalism in customer service on their
businesses. The results are illustrated in the following tabulation.

Average score*
Customer service is the most important business
function in my company

5.6

My company regards customer service as a
profession rather than a job

5.4

My company spends great effort and resources in
upgrading and enhancing customer service

4.8

My company's business revenue is linked directly
to the quality of customer service

5.4

Customer service is a critical success factor of
my company

5.4

% of companies agree &
strongly agree

Note: *1=strongly disagree; 6=strongly agree
Source: Survey on service providers, 2005

Professional customer service relates strongly to a company’s image in the market and is pivotal to increased
customer satisfaction and loyalty. Most importantly, we found that professional customer service linked directly to
higher business revenue.
Percentage of Companies in the Respective Sector Agreed that
Professionalism in Customer Service had the Following Effects
Enhancement
of company
image

Increase in
customer
satisfaction

Increase in
customer
loyalty

Increase in
business
revenue

Banking/ financing &
insurance
Retail
Transport/ public utilities/
communications
Tourism/ hotel/ catering/
entertainment
Real estate & property
management
Personal services
Source: Survey on service providers, 2005
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Leading companies in Hong Kong well appreciate the fact that raising the level of professionalism in customer
service is the foundation of providing outstanding service and customer loyalty. Delighted customers are more
likely loyal customers and to return for repeated and additional purchases. Cathay Pacific is a case in point, a
company that places high value on customer service.
Currently the world's third most profitable airline (net profit), Cathay Pacific has received almost 100 awards,
including the “World's Best Airline”, in the past five years. Their top management has made it part of organisational
life: a vision to be “the most admired airline in the world”. It is a vision shared by the management and all
employees. Committed, Resourceful and Dynamic - are the attributes of Personality Traits that differentiate
Cathay Pacific from other airlines and give the company a competitive edge. The airline provides “seamless service
straight from the heart”. From customer relations to in-flight services to check-in duties at the airport, Cathay
Pacific makes sure that each and every member of its staff takes care of the “little things” that matter to customers,
ensuring the highest level of dedicated and personal service. To this end, the airline makes sure that recruits are
customer-oriented, helpful and patient. Development programmes utilising comprehensive classroom and on-thejob training have been geared towards the specific needs of customers: cultural differences, emergencies and
unexpected situations to be handled in a courteous and professional manner. A corporate recognition programme
is in place to honour service acts that went above and beyond the call of duty. This is only one of the many winning
stories:
“A customer service officer from the Hong Kong International Airport team assisted passengers from a flight diverted
to Hong Kong due to a typhoon. He accompanied a sick child from the flight to hospital and helped other tired and
frustrated passengers with immigration formalities. He also accompanied them to a hotel and remained there to
help out until 3 am.”
In building professionalism in customer service, several key points are to be noted:
z

Know your customers and treat them well. Give all customers the same courtesy. When they are not happy,
customers will go where they are treated better.

z

In dealing with customers, it is important to have good people skills. Good customer service begins with a
positive attitude and continues through problem solving. Providing continuous training and mentoring to
employees to make sure that they do their job competently and consistently. Consistency is crucial in
achieving professionalism.

z

In all the companies we looked at, having a customer-focused corporate culture is an indispensable element.
Top management of respective companies cited this as the major contributory factor of professional customer
service. It serves as a guiding light for employees to always keep the customers in their minds, and also as an
initiative for greater achievements and continuous improvement. The stronger the culture and its manifestation,
the easier it is for employees to provide consistent professional customer service.

Hong Kong Association for Customer Service Excellence
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3. Identifying the Competency Gaps of
Customer Service Professionals
“All of the top achievers I know are life-long learners. Looking for new skills, insights, and ideas.
If they’re not learning, they’re not growing... not moving toward excellence.”
~Denis Waitley ~
We set out to survey how consumers in Hong Kong would rate the importance of customer service in their
shopping decisions. We also asked service providers about their expectations and requirements of customer
service professionals. The expectations and satisfaction between the two groups were then compared for any
significant gaps. A total of 320 customers and 307 service providers participated in the survey between August and
November 2005.

Finding 1: Customers’ expectations for professional customer service
The majority of customers we surveyed choose customer service as their main criterion for choosing the service
provider. Service organisations need to be aware of the importance of customer service as it directly affects
customer’s satisfaction and loyalty. Across the board, customers in general considered the overall customer
service level in Hong Kong slightly lower than “very satisfied”. Most of them agreed that the customer service in
Hong Kong should be elevated to a professional level.
Customers’ expectations for professional
customer service

Average score*

Customer service is the main reason
I choose the service provider

4.9

The quality of customer service directly
affects my satisfaction with the service provider

5.2

The quality of customer service directly affects
my loyalty with the service provider

5.0

I am willing to pay a premium to have better
customer service

4.6

I am very satisfied with the overall customer
service level in Hong Kong

3.9

I agree that the customer service in Hong Kong
should elevate to a professional level

5.1

% of customers agree &
strongly agree

Note: *1=strongly disagree; 6=strongly agree
Source: Survey on general consumers, 2005

Finding 2: Attributes required of a customer service professional
We asked both customers and service providers what they think the attributes or strengths required of a customer
service professional are. We also asked customers how satisfied they were with the performance of Hong Kong
customer service professionals. Service providers were asked how satisfied they were with their own customer
service professionals. Comparing the satisfaction scores between the two groups, we found gaps ranging from
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0.9 to 1.2, with a relatively larger discrepancy of 1.2 in the attribute “customer-focused, enthusiastic and happy
to meet customer’s expectations”. With more choices of services, be it at the front desk, in the restaurants or
on a reservation call, customers are increasingly looking for individuals who are helpful, enthusiastic and customerfocused to serve them. Service organisations should constantly monitor the needs and expectations of different
customer segments, and determine the optimum service levels for individual segments.
% of
customer
agree

Attributes required of customer service staff

% of
provider
agree

Average
satisfaction
score
4.1

Knowledge and training in customer service

5.0
4.0

Application of knowledge

5.0
3.9

Ability to make sound and prompt judgment

4.9
3.8

High degree of self-discipline and work without
supervision

4.8
3.8

Take pride in one’s job and the quality provided

4.9
3.9

Customer-focused, enthusiastic and happy to
meet customer’s expectations

5.1
4.0

Image and ethics of a profession

5.0

Gap
0.9

1.0

1.0

1.0

1.1

1.2

1.0

Note: *1=very dissatisfied; 6=very satisfied
customers
service providers
Source: Survey on general consumers and service providers, 2005

Finding 3: Competencies required at different stages of service
We then asked customers to rate their satisfaction of the competencies of Hong Kong customer service professionals
at different stages of service. We also asked service providers to rate their satisfaction of their own customer
service professionals. The results indicate that customers’ ratings averaged from 3.7 to 4.2 while those of service
providers’ were higher (4.0 to 5.2), with discrepancies ranging from 0.9 to 1.1. In particular, the following attributes
were rated below par by customers:
z

Handling customer challenges: Find and remove root causes of customer dissatisfaction (3.7)
Expanding customer use of products/services and building customer relationship: Provide services that exceed
customer expectations (3.7)
z Ensuring quality service: Track and follow up on customer issues and concerns (3.7)
z

In addition to these three attributes, the survey also reveals that a higher percentage of customers were not
satisfied with the following attributes:
z

Handling customer challenges: Handle customer complaints, suggest solutions and resolve conflicts (11%)
Meeting customer needs and requirements: Handle complicated or specialised products and services (9%)
z Ensuring quality service: Identify potential customer service improvements, develop and implement changes
that promote continuous improvement (9%)
z

Hong Kong Association for Customer Service Excellence
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Companies should seek to close these gaps not only with formal training but also by improving the capability of
their supervisors/managers to guide customer service professionals on the job.

Note: *1=very dissatisfied; 6=very satisfied
customers
service providers
Source: Survey on general consumers and service providers, 2005
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Finding 4: Knowledge and skills required of a customer service professional
In our survey on service providers, we asked employers the types of knowledge and skills required of a customer
service professional to thrive. We also asked them to rate the proficiency level of their frontline customer service
professional in those areas. Overall, service providers were quite satisfied with the existing proficiency level of their
customer service professionals, with “interpersonal skills and communication skills” scoring relatively higher (5.1)
and “new technology application” scoring relatively lower (4.4).

Percentage of service
providers agree

Knowledge and skills

Proficiency level of
company’s customer
contact staff

Interpersonal skills & communications skills

5.1

Use of language

4.9

Complaint management

4.8

Emotional control

4.8

Market/business competitive analysis

4.5

Crisis management

4.6

Customer satisfaction monitoring

4.7

Customer loyalty model and concept

4.6

Customer behaviour and psychology

4.6

Customer relationship management

4.8

Customer experience management

4.8

Service quality managment

4.8

Knowledge/information management

4.5

New technology application (IT, eService)

4.4

Note: *1=not very proficient; 6=very proficient
Source: Survey on service providers, 2005
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Talking on the phone is one thing; efficient communications on the phone is a totally different matter. Imagine a
company relying solely on telemarketing and that this company is in the highly competitive insurance market.
From introducing products to closing a sale, it is all done on the phone. It is clear that it requires a lot of
specialised skills. Dao Heng Insurance has turned the intricacy into an art in its own right. Dao Heng Insurance is
a wholly owned subsidiary of Hong Leong Assurance Berhad, a licensed composite insurance company in Malaysia.
Dao Heng Insurance runs a call centre and its insurance business depends solely on it. The first 20 or 30 seconds
of a phone conversation carry the most impact as it will determine whether the customer will be interested to keep
listening or to make a purchase. The customer service professionals need to start positive and keep the phone
conversation positive in a relatively short duration of 20 seconds. This can only be achieved by listening with an
open mind and asking the right questions. Using the right techniques, they can really understand customers’
needs and expectations. To improve quality and consistency of service, the company assigns a high priority to
staff training, which also serves to help customer service professionals build a higher self-esteem. Utilising an
intricate network of loyalties and relationships, Dao Heng Insurance has successfully transformed its call centre
(cost centre) into a revenue centre.

Finding 5: Training and development of customer service professionals
On the average, about 40% of the 307 service providers surveyed have some training and development programmes
for building/acquiring professionalism in customer service in the past 12 months. The survey shows that a higher
percentage (63%) of service providers in the tourism/hotel/catering/entertainment sector have provided training to
their customer service staff.

13
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For companies having some training programmes, the vast majority (92%) have devised some internal training
courses for their customer service staff. The average number of staff trained is found to be 144; and the average
number of internal courses organised is about 7.3.

Their main areas of training are identified to be:
Internal training:
- Interpersonal skills & communications skills
- Complaint management
- Use of language
- Service quality management
- Market/business competitive analysis
- Crisis management
- Customer relationship management
- Emotional control
- Customer experience management
- Knowledge/Information management
- New technology application (IT, eService)
- Others such as product or industry knowledge

External training:
- Interpersonal skills & communications skills
- Use of language
- Complaint management
- Service quality management
- Market/business competitive analysis
- Customer relationship management
- Customer experience management
- Others such as product or industry knowledge,
leadership & management training
Tailor-made training
- Sales technique
Overseas training
- Customer service
- Complaint management

Over one-third (34%) of these companies spent
HK$5,001-20,000 in the past 12 months on
training and development programmes related to
building/acquiring professionalism in customer
service.
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For the majority (60%) of the 307 service providers surveyed that offered no training and development programme
for building professionalism in customer service, the main reason cited was “no need”.

Finding 6: Comment on a professional body in Hong Kong to grant credentials
to customer service professionals
Towards the end of the survey, customers as well as service providers were asked whether there should be a
professional body in Hong Kong to grant credentials to customer service professionals. The majority of the two
groups agreed that there should be one. Customers were eager to see higher levels of customer service - i.e.,
more than “satisfactory”. Service providers were receptive to the idea of establishing formal professional qualifications.
The issue of continuous learning is becoming important for the development of staff, and can be supported through
membership of a professional body. It was also agreed that a recognised accreditation programme would be
beneficial to developing and maintaining standards, and also measuring progress. Some of the more commonly
accepted ethical values of a customer service professional are identified as honesty, integrity, helpfulness,
commitment, persistence, obedience to the law, respect for people, fairness, openness and self-control.
Percentage of
customers
agree

Percentage of
service
providers agree

There should be a professional body in Hong Kong to
grant credentials to customer service professionals
There should be system of testing the competencies and
certification scheme for customer service professionals
There should be a code of ethics for customer service
professionals to provide high quality service and protect
the interest of customers
Source: Survey on general consumers and service providers, 2005
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4. Putting Professionalism to Work:
Principles and Strategies Adopted by
Successful Companies to Build
Professionalism in Customer Service
“You have to perform at a consistently higher level than others.
That’s the mark of a true professional. Professionalism has
nothing to do with getting paid for your services.”
~ Joe Paterno ~
Providing professional customer service is a goal for many organisations but few have succeeded. It requires
implementation of a wide range of strategies and application of tactical skills. Providing professional customer
service should be a given fact, not eventual potential. It is a protocol adopted by every member of staff with
consistency and persistency.
In-depth interviews with leading companies in Hong Kong have revealed that in spite of a diversity of goods and
services provided, there are some guiding principles which make their customer service a success:
z

Principle 1: Develop a corporate culture that fosters customer service professionalism

z

Principle 2: Customer-oriented frontline people should be hired, trained, inspired and developed

z

Principle 3: Listen, understand and respond swiftly to customers’ needs and expectations

z

Principle 4: A well-defined customer-inspired service strategy is devised and understood

z

Principle 5: Exceptional accomplishments in providing professional service to customers are recognised and
rewarded

Principle 1: Develop a corporate culture that fosters customer service
professionalism
Developing a customer-focused corporate culture is pivotal in service management for the distinguished companies
we interviewed. Corporate culture is interpreted as the beliefs and attitudes shared by all: the character of a
company. At Hewlett-Packard HK, customer service is in the hearts and minds of every employee. “We are
passionate about customers!” It has become a philosophy for the Hong Kong Jockey Club, a philosophy that
obligates every member of staff to “aim at Total Customer Satisfaction”. At Hongkong Post, employers do not
just use their heads. They are encouraged to “care for customers from the heart and care for colleagues from
the heart”. Customer service staff at CLP Power are always reminded of “the need for continuous improvements
in customer experience”. Shell Hong Kong constantly strives to be customers’ first choice by asserting core
values - Honesty, Integrity, Respect for People, Professionalism, Trust, Pride in Shell and Openness. At AIA,
the company vision is “AIA - Your First Choice in Life”. In conjunction with five core values - “Togetherness,
Ethics, Pioneer, Energy and Builder”, it has succeeded in providing excellent customer service.
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Top management commitment is the key
A customer-oriented corporate culture starts from the top. Top management serves as role models for all employees,
consolidating a code of behaviour that should be observed by all. At Peninsula Hong Kong, the General Manager
meets with new staff at orientation. Constant communications between staff and management help monitor and
improve service quality. New employees are not only judged on their job performance, but also evaluated by their
readiness to adopt the “Peninsula way” of working as a team. Peninsula Hong Kong believes that happy employees
make good employees. Recognition of achievements can take different shapes and forms, even in creative ways.
In October, 2004, the hotel launched the “Portrait of Peninsula” campaign. Images of staff members who were
recognised to be “real stars” of the hotels were captured and displayed on its website, staff restaurant as well as
being featured in magazines and publications. The campaign garnered substantial international attention. It is just
one of the many manifestations of the belief that employees are “very special people - the true heart and soul” of the
hotel. Peninsula Hong Kong believes that “service is an art” for its growing group of hotels worldwide. It has indeed
made the intricacy of servicing into an art in its own right.

Define shared values and communicate clearly to all levels of staff
A special conscious effort is necessary to familiarise everyone with the values and culture of the company. This
can be accomplished by CEO briefings, departmental meetings, company-wide training and seminars. It can be
introduced through company video or an external expert trainer. The more knowledgeable employees are, the
better they can serve customers. At AIA, top management recognises that service excellence is a long-term
objective that involves the entire company. When the company launched its “Journey to Service Excellence”
campaign in 1996, it began with the frontline staff. As a reinforcement, a Service Commitment Day was held in
2000 and attended by 650 staff members. Senior management delivered a positive vision and motivating commitment
on service excellence. Now it involves training the whole nine-thousand-strong workforce. The project entered its
tenth year. It may have taken a step at a time but the cumulative result is clearly demonstrated by the fact that AIA
has become one of the most successful companies in Hong Kong.
Kowloon Motor Bus (KMB) successfully asserts its corporate values through staff training. In line with its corporate
objective “Pursuit of Excellence”, KMB launched the “Service Enhancement Training Programme” from November
1999 to February 2001. The commitment of top management was clearly aligned when the programme was
launched in an unprecedented scale in the company’s history. Nine thousand staff members, including bus
captains and frontline staff, joined the programme which was aimed at strengthening KMB’s culture of service
excellence. Since its implementation, commendations from the public on bus captains, outdoor staff and customer
service hotline staff have steadily increased.
Motorola outsourced its specialty shops, hotline and service center. The company works very closely with its
business partners and their staff in virtually all areas - from hiring of staff to providing orientation, training and
development, setting standards and measurement, giving out recognition and recommending promotions. Motorola
has to ensure that each and every staff member of its partners fully appreciates and applies the Motorola spirit of
customer focus in his/her day-to-day operations. Communication therefore plays a particularly important role
because Motorola has to keep its partners and their staff abreast of the company’s directives, to ensure the
goals and objectives of the company are well understood and that the partners’ performance is up to Motorola’s
standard. In the meantime, Motorola has adopted the policy of openness to show respect for its partners and
their staff.
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Let time do the work
It may take some time before a customer-oriented corporate culture is evolved. When the Membership Services
Division of Hong Kong Jockey Club launched its “Journey to Excellence” project in 2001, every staff member at the
division must carry a card in his/her pocket which spells out essential values and objectives of the Club. Now, the
customer service evolution in the Club is well developed, with the setting up of a dedicated Customer Management
Department. Each and every member of staff is involved in providing services with the customers in mind. Hongkong
Post has successfully transformed from a vote-funded government department into a customer-focused trading
fund operation in the past ten years. The company has since built a strong culture which emphasises commitment,
teamwork, open communication and care from the heart for colleagues as well as customers. It now embraces a
commercial approach in managing business. Since 1995, it has successfully introduced more than thirty new
services including logistics, electronic service and payment collection.
Shell Hong Kong has launched a customer focus initiative in 2003, with six taskforce formed to promote and
reinforce the six key elements: Leadership Commitment, Customer Knowledge, Customer Connection, Business
Partner Motivation, Streamlined Process and Employee Competence. Now Shell celebrates a Customer Focus
Month in October as part of its promotion of a service culture within the company. Various fun and creative
activities are organised: academic training, a lunch talk, a product knowledge seminar and a “Meet the Customer”
event. The purpose of these activities is to get staff at all levels participate and share their insights on all aspects
of customer service so they can better contribute to both customer satisfaction and the company.

Principle 2: Hire, train, inspire and develop customer-oriented frontline people
To maximise performance on the frontline, distinguished companies first look for the right attitude in candidates for
job vacancies. They want employees who are people-oriented, flexible and are able to serve with a passion.
PCCW, for example, will only start with people who are genuinely interested in the kind of work. They should be
keen with paper and machines but most important of all, they should be keen on working with people. PCCW
ensures that staff members are equipped with the necessary skills and at the same time geared for working with
customers. Besides providing the basic training upon joining the company, ongoing training is used as a motivational
tool. Refresher courses are also in place to strengthen “people” skills, especially those concerning customer
contact.

Hire people who have a service attitude, then introduce the skills and competencies to
employees in the form of training
FANCL HOUSE, Well Born Real Estate Management and PARKnSHOP all cited the importance of “hire for the
attitude, train for the skills”. They understand that the ultimate success of their businesses depends very much on
their frontline people. In hiring service consultants for its retail shops, FANCL HOUSE mandates that candidates
go through a 7-day pre-employment training, followed by an examination. The successful new recruits will then go
through training on theories and practical on-job-training. At FANCL, training is ongoing and periodic examinations
are required to evaluate the knowledge and performance of its frontline staff. At Well Born, each member of staff
has to attend 200 training hours per year. To equip its security staff to handle day-to-day operations of property
management, trainings on customer orientation, mindset, stress management as well as self-defence strategies
are offered. The training has proved to have very positive results in terms of employee motivation.
Sharing of experience and the use of modern technology are often employed in training. PARKnSHOP and PCCW
for example, have recorded real hotline conversations for training purposes. Real-life cases of customer contacts,
both easy and challenging ones are introduced. Centaline Property Agency has set up a training school to provide
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training programmes for all estate agents in Hong Kong. KMB has an online orientation training course and elearning programmes. Hong Kong Jockey Club has a learning centre “Learn@OMP” and an e-learning platform
“eProfessor” which offers online learning programmes. Cathay Pacific has a “Learners World” which houses a
comprehensive collection of multimedia learning resources and features advanced learning technology, such as
virtual classrooms, that provides blended learning solutions in all areas from general business management to
aircraft technical knowledge.
In order to maintain a consistent standard of professional service, organisations need to constantly review how
effective their customer service is and what improvement should be made. Very often, these improvements will
depend on specific training and development. Each year, PARKnSHOP will organise a 1-day conference to
communicate the company’s strategy and direction. The theme for 2005 is “Building a Customer-focused Culture”
which focuses on three main areas - Be Proactive, Lead and Motivate and Acknowledgement Culture. When
Cathay Pacific launched its People & Service Campaign - “It’s the little things we remember”, forty workshops
across frontline supervisory staff from different countries were organised in Hong Kong to align its staff with Cathay
Pacific’s corporate values so as to achieve company-wide objectives.
At AIA, “customer orientation” is not only a critical quality for frontline people but also for all general staff in other
operating units. Therefore in 2000, senior management further endorsed the implementation of a Company Service
Standard designed by an internal expert group. This Company Service Standard was also produced into Best
Practice Videos with senior personnel of the company demonstrating the guidelines - Business Ethics, Leadership,
Caring, Teamwork, Service Commitment, Professional Image, and Proactiveness.
As for Hongkong Post, it has launched a Competence Development Programme for its frontline staff in 2001 which
aimed to close the gaps in key competencies of respective grades. For 2004/05, the training theme for its Postal
Officer and Postman grades is “Customer Service Goal, Go, Gold”. The programme comprises competence
development and includes customer service coaching for counter staff as well as presentation and selling skills for
delivery postmen. To reinforce service culture at post office counters, a new 360-degree installation using theatrebased experiential training was introduced to all its 900-strong counter staff.

Empower employees to serve
Empowerment is the next necessary step beyond training employees to do their job well. Empowerment means
giving employees latitude to take the necessary action to resolve any issues. If service is to succeed and satisfy
customers, it is important, and even critical, to give employees authority and encouragement to work creatively in
the customer’s best interest. The creation of procedure manuals is not always the most appropriate means to that
end. Companies like CLP Power, Motorola, PCCW, Cathay Pacific, Hongkong Post, PARKnSHOP and Dah
Chong Hong Motor Service Centre have established a system of resources for their customer service professionals
to create a “memorable” customer experience. At CLP Power, the customer service professionals are encouraged
to use their own best judgment at all times to solve customers’ problems such as bill payment. At Motorola, if a
customer feels he did not get what he wanted, its subcontractors/vendors’ frontline people are empowered to give
exchange or repair free of charge for the customer.

Care for the employees
In all of the service-distinctive companies we visited, employees are treated as “internal customers” and they are
also treated with the same respect. These companies believe that happy employees are more motivated to do
their job better and provide customer-focused service which in turn will make happy customers. From as little as
providing free sandwiches and cakes in the pantry daily for staff at head office (Well Born) to having a staff restaurant
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(Peninsula Hong Kong and Standard Chartered HK), to establishing a staff clubhouse that houses a fitness centre,
learning centre and a restaurant (Hong Kong Jockey Club), to offering different types of free seminars and encouraging
staff to participate in community services (all of the service-distinctive companies interviewed) - these companies
constantly and consciously help their employees strike a balance between the demands of work and life outside
the workplace. Some organisations also encourage staff to take an active approach in matters which affect their
working lives by participating in staff surveys, advisory committees and meetings.

Principle 3: Listen, understand and respond swiftly to customer needs
and expectations
One of the most important functions of service business of any size and operation is to continuously and actively
listen to customers, understand what they want and then respond by asking the right questions and doing the right
things right. Most of the leading companies we interviewed use a combination of methods to listen to their
customers. According to them, there is no best way to listen to customers, and no such thing as paying too much
attention to customers’ feedback and comments.

Face-to-face contact
Some organisations make good use of this face-to-face tactic, encouraging their staff to go all the way out to ask
customer for feedback and report back with insights and ways of keeping customers. PARKnSHOP and Shell
Hong Kong, for example, encourage their staff to look for new market trends and report back with new and improved
ways of doing business. As a token of appreciation, Shell pays a small reward for any employee who makes a
suggestion or comment regarding working at Shell or as a customer using any of Shell’s products or services.
Hongkong Post has a Post Intelligence Net to collect market intelligence from frontline staff. The information will
be channelled to the respective Product Managers to ensure their products and services could meet the changing
needs of customers. AIA, Hongkong Post, Shell Hong Kong, Standard Chartered (HK) and Well Born, have a
special day or event for employees and customers - just to get the employees and the customers together for the
fun of it.

Customer hotlines and service centers
Most companies have customer hotlines to connect their people with customers to answer inquiries, take orders,
resolve complaints, provide updated information, or dispatch repair staff. KMB introduced a “Digital Map Passenger
Enquiry System” in 2002 to enhance the efficiency of handling customer enquiries and since its launch, the Digital
Map has increased the hotline productivity by 400 percent. CLP Power has expanded the services at its service
centres by introducing new value-added services like hosting “No-flame” cooking classes, providing Internet access
through special cyber corners and offering advice on energy efficiency and moving home. Peninsula Hong Kong
has launched a dedicated, round-the-clock “Global Customer Service Centre” in 2005 to assist guests with
reservations, customer service, hotel inquiries and requests. All members of the centre offer strong product
knowledge of the seven Peninsula hotels as they have completed an extensive orientation trip to each hotel. In an
effort to anticipate customer needs, many have enhanced their customer relationship management capabilities as
a means of identifying customer needs and additional business opportunities.

Surveys, research, compliment and complaint analysis
To gauge customer needs, many companies regularly conduct customer satisfaction surveys and market research
to assess how customers perceive them. Hewlett-Packard, in its 2004 customer research, included questions
testing customer perception of selected HP values: Trust, Integrity, Ethical Business Practices, and the Provision
of Environmentally Responsible Recycling Services. It gauged performance on the percentage of customers
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having selected the highest score on each of the questions and used that information to establish a baseline and
set improvement goals for each customer segment by regions. Others like Centaline Property Agency, FANCL
HOUSE and PARKnSHOP conduct regular mystery shopper surveys to keep track of the service quality and to
identify staff with exemplary performance for prompt recognition and experience sharing with other colleagues.
When companies receive customer inquiries, comments and complaints, they will route them to the appropriate
persons for response and resolution. For Hewlett-Packard, one of its primary feedback systems is the Voice of the
Customer (VOC) program. The VOC tool enables employees to log customer complaints and compliments online
and to inform the appropriate group. Well Born has geared itself up similarly by installing an advanced Complaint
Handling System to respond timely to customers’ comments.

Others
To cater for the different needs of customers, a variety of channels including company website, newsletters,
magazines, training, etc are used to communicate with customers. Companies like FANCL HOUSE, CLP Power,
KMB, Well Born, Hongkong Post and Dah Chong Hong Motor Service Centre organise from time to time different
activities/classes to stay in touch with customers. Shell Hong Kong uses a “Shell Cares” campaign to engage key
interest groups and seek their feedback on Shell’s activities. KMB uses a modified single-deck bus Passenger
Opinion Cabin to visit different areas in Hong Kong to collect passengers’ opinions on KMB’s services. It has also
organised Passenger Liaison Group sessions to gather feedback on bus services and public expectations. As for
CLP Power, in addition to its regular communication channels, the company has a Customer Consultative Group
and 14 Local Customer Advisory Committees to provide a more formal and structured channel for direct customer
and community feedback.

Principle 4: Create and communicate a well-defined, customer-inspired
service strategy
Creating a service strategy is like declaring an organisation’s competitive direction. At Hewlett-Packard, its service
strategy is “to offer products, services and solutions that are high tech, low cost and deliver the best customer
experience”. At Well Born, it is “to provide high quality interactive property management service to our customers”.
Sometimes, slogans can draw attention to a service strategy, “Seamless service straight from the heart” (Cathay
Pacific). A service strategy can give the company a differential advantage and let its customer see the added value
the company offers. At PARKnSHOP, its “Fresh Check” and “PriceWatch” programmes offer customers the
highest possible level of food safety and hygiene while maintaining the lowest prices in town. A good way to
announce the strategy is to put it in the form of a customer promise or guarantee, “2 Times The Difference”
(PARKnSHOP). In all of the leading companies we looked at, they actively communicated their service strategy
throughout the organisation and outside of the organisation.

Make every decision with the customer in mind
For KMB, whether the company is devising new routes, designing bus and bus shelters or handling operational
issues which may have social or environmental impacts, the company’s decisions are built around its customers.
Take an example of its bus fleet. In order to serve passengers with different needs, KMB collaborated with its bus
suppliers to produce the world’s first super-low-floor, wheelchair accessible doubledeck bus. This was followed by
the state-of-the-art German Centroliner and by Hong Kong’s first EURO III E-friendly bus. The company continues
to lead the field with the introduction of bus models featuring a straight staircase design in 2003. The new design,
with solely rectangular steps, provides easier access to and from the upper deck. With safety and passenger
comfort in mind, KMB is determined to upgrade its fleet as other proven technological advances are made.
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For Dah Chong Hong Motor Service Centre, good service is more than just after-sales service. It is recognised for
the fast response and total solutions it offers to customers. The company has understood very well that carowners are always in a rush when they take their car for repair or maintenance service and they would like to have
their car ready at the earliest convenience. This is why the company pioneered the 24-hour car service and
equipped with advanced facilities and computerised system to provide a total care solution to customers. It has
also created the largest motorists’ club “DCH Motor Club” in Hong Kong to provide satisfying experience to carowners. The Club offers discounts on a wide array of after-sales services to customers including repair and
maintenance service, pick-up and delivery service, rent-a-car, etc. In an effort to strengthen the relationship with
members, different club activities are regularly organised to enhance the different lifestyle of members. Some of
the activities are tailor-made for motor enthusiasts and some are more family-oriented. In addition, birthday cards
are sent to car-owners on the “birth date” of their cars to share with them the joy of owning the car. It also serves
to remind car-owners of the warranty period. Since the launch of the club, membership has been growing and the
spending and satisfaction levels among members have proved to be higher than non-members.

Commitment to standards and measurements
One of the most common characteristics of leading service providers is their dedication to establish clear, customeroriented performance standards throughout their organisation. Hewlett-Packard HK uses a Total Customer Experience
and Quality (TCE &Q) framework which includes Customer Experience Standards that govern how employees
should interact with customers at different touch points.
z

“We learn and remember customer needs and preferences. We are responsible stewards of their information
and always respect their privacy.”

z

“We are environmentally and socially responsible, and are creative in helping our customers achieve their
environmental and citizenship goals through technology.”

The company constantly and meticulously measure performance against those standards and spread the results
globally at all HP offices because the more employees know about customer feedback and results, the better they
are able to improve their performance.
In the banking sector, Standard Chartered (Hong Kong) has embarked on its “Outserve” programme in 2004 to
improve customer service and to build a customer-focused culture. The Outserve programme includes a range
of systems to measure performance and target areas for improvement. It also allows employees to respond in
a systematic way to independent benchmarking information. Six important initiatives are included in Outserve,
they are Voice of Customers, Retention Management, Complaint Management, Process Redesign, Service
Culture and Metrics. The complaint management system, for example, uses a systemic tracking system to log
information on each customer feedback and follow up action will be follow through on each case to ensure total
customer satisfaction.

Principle 5: Recognise and reward accomplishment for providing exceptional
service to customers
In all of the service-distinctive companies we surveyed, there is positive payoff for employees who meet the
performance and service standards. They praise or recognise their distinguished employees for doing a good job.
Recognition is used as a communication tool to reinforce and reward the most important outcomes their employees
create for the business. Aside from financial rewards, little rewards such as pins, trophies, letters of appreciation,
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luncheons can be equally effective when they are presented with motivating words. Celebration of individual, group
and organisational accomplishments is essential because it is a confirmation of accomplishment and a reinforcement
of commitment. Top management takes time to acknowledge outstanding service through different channels such
as formal and informal company meetings/gatherings, publications and the Intranet.
Shell Hong Kong regularly schedules internal contests and campaigns like best slogan award, best Christmas
card design and other thematic and fun employee recognition events. According to the company, there is always
room for employee rewards and recognition activities that build positive morale in the work environment. It also has
a “Shell Can Be Sure of You” award programme to recognise outstanding performance. At AIA, there is an award
system named Employee Recognition Award in place to promote employee participation in upholding service
excellence. The Award is designed to acknowledge the achievements of staff in 5 areas: Customer Service &
Satisfaction, Service Innovation, Accomplishment in Financial Results, and Work Process Improvements. Utility
company CLP Power has a “Take an Extra Step Campaign” to recognise employees that go the extra mile to
deliver exceptional service whether to internal or to external customers. Another company Centaline Property
Agency awards its estate agents that have exemplary performance identified from mystery shopper survey carried
out by an independent party. PARKnSHOP has a “Best of the Best Staff Campaign” in which outstanding service
performers are voted by customers in recognition of the staff’s performance, demonstrating the importance that the
company places on customers. KMB has an “Outstanding Service Award” to promote quality service culture as
well as other recognition awards such as “Safe Driving Award” and “Bus Captain of the Year”. At Cathay Pacific,
employees that go one step beyond for the customers are recognised as “service heroes” and they are held up as
role models. The airline’s Betsy Award celebrates acts of exceptional service by its staff and the “sprit of service”
of the company. As for Hongkong Post, it has organised an annual departmental cultural event since 2001 to
nurture corporate culture and recognise outstanding members of staff. The key theme in 2004 was “Care and
Appreciation, Recognition and A Sense of Belonging”. Members of staff were encouraged to bring their families to
strengthen ties.
Besides internal contests and award programmes, these companies also encourage and support their employees
to take part in external related customer service competitions held by local as well as international renowned
organisations and associations. Through participating in these competitions, the company can thrive for excellence
and provide employees with encouragement and stimulus for further improvement.
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5. Conclusion
“Attitude is a little thing that makes a big difference.”
~ Winston Churchill ~

The combined effects of changing demographics, lifestyles and technology have altered what customers expect
from service providers in recent years. The shift of power from the service providers to customers will continue,
with customers increasingly more prepared to express what they desire and expect.
We found that the majority of the customers we surveyed choose customer service as their main criterion for
choosing the service provider. Crucially, we also found that companies having investment in building/acquiring
professionalism in customer service were more successful and they earned a better image, saw increase in
customer satisfaction and loyalty and achieved higher business revenue. In the face of changing customer
expectations, the delivery of higher standards of customer service is a key challenge facing organisations throughout
Hong Kong. The successful businesses of the future will be those who build and sustain a reputation for professional
customer service. Most of the companies we surveyed agreed that the customer service professional must
possess a customer-focused attitude and specific personal attributes and competencies. In this research, we
have identified 8 personal attributes and behaviour, 14 types of knowledge and skills and 21 job-related competencies
within the 7 stages of service.
As a customer service professional, it is your job to:
z

Present a professional appearance and attitude at all times

z

Provide the best possible standards of service to customers

z

Keep existing customers loyal by staying close to them and truly understanding their needs

z

Be creative and innovative to introduce or refine products and services to meet or exceed customers’ expectations

z

Work with peers and associates to create value for customers

z

Commit to continuous learning and improvement

z

Be innovative and aware of new opportunities to raise the standards of customer service

z

Constantly look for ways to improve one’s own and the organisation’s performance for serving customers

Leading companies in the survey shared their most critical steps to build/acquire professionalism in customer
service.
1.

Begin at the top.
It is of utmost importance to begin with top management. If those in top positions do not support the changes
and become the role models for the rest of the company, this will fail.

2.

Hire people who have a service attitude.
Some people simply enjoy serving others; the spirit of service dominates their personality. This type of
person is best fit to be the ambassadors of the company and will move the business forward.
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3.

Communicate clearly the expectation of professionalism to all levels of staff.
Communication plays a critical role when a company is in the midst of change. Top management needs to
communicate constantly to all levels of staff about a change or a new strategy and the expectation of
professionalism. Clearly establish and define service standards for business success. Service standards
should be measurable and enforced throughout the entire company.

4.

Introduce the skills and competencies to employees in the form of training.
Since employees represent the company and the brand, it is important to give them adequate training to
handle customers. There must be a plan for training and follow-up, or employees will easily go back to their old
habits and forget everything they have learned. Many times, “learned” skills can be easily forgotten within a
short period when employees are not expected to be accountable for their actions. Ongoing coaching and
mentoring is important to ensure consistency and professionalism of services.

5.

Empower your employees to serve.
Customers want their problems solved and not to be shuffled between employees that are not empowered or
unable to assist them. Establish a system of resources for employees to serve customers and give them
latitude to take the necessary action to resolve any issues.

6.

Make every decision with the customer in mind.
Always think from the customer’s point of view and make sure your customers will benefit from what you
have done. Constantly ask questions such as “Do our customers like what we are doing?”, and “Would our
customers benefit from this promotion?”

7.

Continuously improve, benchmark from competitors and learn from customers.
The best way to find out your company’s performance within the market is to learn from your competitors and
customers. Formal efforts include market surveys, customer/employee surveys, interviews or comment/
suggestion cards. Informally, get out and talk to your customers and staff. Ask them how they feel about the
services you are providing. Successful companies use a combination of such methods.

8.

Create an environment for excellence.
If your company is not pushing to do better, it will start to slip behind competitors. Let your employees know
that they have to constantly do their best. Implement a customer service award programme that recognises
exceptional customer service. Also encourage employees to participate in external related customer service
competitions. Take time to acknowledge outstanding service through different channels such as formal and
informal company meetings/gatherings, internal publications and the Intranet.

9.

Maintain happy employees.
In order to have satisfied and loyal customers, employees must be happy and satisfied. When things are
going well for them, they will convey that feeling to their customers. Successful companies in the survey
believe that happy employees will be more motivated to do their job better and provide customer-focused
service which in turn will make happy customers.
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10. Continually do the unexpected.
In today’s marketplace, it is not enough to simply meet your customers’ expectations. Today’s customers
love to get more than they thought they were getting. Do something different and unexpected that distinguishes
your business from others. Good customer service not only makes your customers come back to do more
business with you but also encourages them to recommend your business to their friends.

Keep in mind that there is no quick fix or “magic bullet” for professional customer service; even leading
companies are challenged to retain their edge. They do so by relentlessly providing leadership through
setting direction, enforcing standards, developing the skills of their employees, providing day-to-day coaching
and guidance, and ensuring that their systems and processes well support their employees and customers as opposed to just lip service.

Hong Kong Association for Customer Service Excellence

26

Appendix A

List of Participating Companies and
Institutions for Face-to-face Interview
HKACE members
American International Assurance Company (Bermuda) Limited
Cathay Pacific Airways Limited
Centaline Property Agency Limited
CLP Power Hong Kong Limited
Dah Chong Hong (Motor Service Centre) Limited
Hewlett-Packard HK SAR Limited
Hongkong Post
The Kowloon Motor Bus Co. (1933) Limited
Motorola Asia Pacific Limited
PCCW Limited
Shell Hong Kong Limited
Standard Chartered Bank (Hong Kong) Limited
The Hong Kong Jockey Club

Service Organisations
Dao Heng Insurance Company Limited
FANCL HOUSE
PARKnSHOP
The Peninsula Hong Kong
Well Born Real Estate Management Limited

Training Institutes
City University of Hong Kong
Hong Kong Productivity Council
Poon Kam Kai Institute of Management, The University of Hong Kong
The Chinese University of Hong Kong
TipTop Consultants Limited
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Appendix B

Profile of Responding Companies
and Consumers
1. Profile of Responding Companies
1. By Business Nature

2. By No. of Employees

3. By Year of Establishment

4. By Country of Investment

2. Profile of Responding Consumers
1. By Age

2. By Educational Attainment

3. By Occupation

4. By Household Income
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