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1. Give short answers to the following questions: 
     I. Why do complains occur?
     Human factor is the key element for generation of grievances. The contact person's
performance in providing service is really a source of satisfaction if it is positive and
dissatisfaction if it is negative
    The roots of any grievance and/or complaint can be either an operational issue or human interaction. The non availability of the desired products, in sufficient choices, absence of some product lines, shop layout, visual merchandising, poor performance, delayed performance, no performance or part performance and so on, may be the different reasons for the grievances. Besides the procedural and human related dissatisfactions, there may be
failures in support services also.

    II. Outline the two factors that influence effectiveness of customer complaint handling.

       1. When a customer contacts your company for a complaint, the complaint-handling
system reflects the company’s culture and its customer service values. A customer’s experience of these will influence their perception of your company and future buying pattern.
      2. Once a customer has passed through this gateway, via a complaint letter, e-mail, fax,phone call or in person, they will expect sympathetic action: a response that is attentive, sympathetic and quick. The majority of customers believe that they are always right and the company or supplier is in the wrong. However unwarranted, the very least a complainant will want is empathy. In other words, they want understanding that they are unhappy with the situation, and a genuine and
immediate apology from the person responding to the call. This does not mean an acceptance of guilt by the member of your team. They are there to understand the customer’s frustration and anger, but no more. With this, the customer will have the chance to calm down and be far more amenable to a negotiated resolution that is equitable to both parties. 

III. What are the widely established response standards for customer services?

     An apology is a measure of the response standards by which customers will judge an entire company during a complaint situation.
· Responding to an incoming call within three to five rings.
· Answering an incoming letter, e-mail or fax within 24 hours. The first response can
        be a ‘holding’ one ie an acknowledgement of the customer’s correspondence plus a
        promise to write again within a specified time.
· Continuous updating communication (by phone, e-mail or letter) if the problem
       proves more difficult to resolve than first anticipated, e.g. a replacement item is
       currently out of stock.
· Openness and continuity: that is, whoever first responds to a customer’s complaint
       gives their full name, if your company policy permits, (plus direct-line phone number
       or extension or other precise access details). If first-call resolution is not possible,
       make sure the agent or customer care advisor knows when to escalate a call or
       assign it for further investigation.
· Most customers dislike talking to an unknown person and, in the heat of the
       moment, can forget to ask for a name. They get annoyed having to repeat their story
       each time they contact the company because someone different responds. Similarly,
       most customers are suspicious of companies that hide behind an illegible signature
       purporting to be that of a Customer Services Manager. They quite rightly ask, ‘As
       they have my name and details, why can’t I have the name of a real person I can talk
       to in their organisation?’
· Simplicity: no one wants to achieve a resolution that in its route is more complex
       than the original problem. This means that documentation (purchase terms and
       conditions, guarantee or warranty explanations, claim forms) must be written in
       plain, explicit English for lay readers.
· Fairness: generally most customers want nothing more than a fair consideration of a
       complaint, and fair compensation. Few complainants feel any need to claim
       excessively (and most of these will negotiate a smaller recompense if they are
       handled in a professional and courteous manner).

    IV. What are the common reasons for customers’ complaints? 

   1. Bad Attitude: Some people have a bad day everyday. These types of people are the ones who never acknowledge your presence when you are standing in front of them, or still chat away on the phone. Such employees are undesirable at customer contact positions. Retailers should identify such employees and get them away from customers.
  2. Not Willing To Seek a Solution: These people are the ones who may acknowledge a
customer's problem but just won't be bothered to find a solution. They can find nothing positive to help the customer. If this happens, your customers walk away thinking you are a 'can't do' instead of a 'can do' business.
3. Not Giving Full Product Explanations: Your product may be the best in the world,but if it doesn't do what the customer wants then you have one unhappy purchaser. Also there may be a lack of understanding by the salesperson of how the product or service meets the customer's requirements or the sales staff may be too anxious for a sale - persuading the buyer that the product is just right when it clearly doesn't fit what the client needs.
4. Not Willing To Admit a Mistake: Sometimes getting a business to admit it has made a mistake is like pulling teeth. If you’re in the wrong, get your staff to own up and say, “Yes, we were wrong.”
5. Not keeping you Up To Date: In any effective complaint handling process, everything can be done according to the book but it can all be thrown away if the client is not kept up to date. A complaint, followed by days of silence, allows doubt and anger to bubble up again. Get ‘strong’ characters to front your complaints, people who are not intimidated and are happy to solve problems.
6. Broken Promises: This is probably the most frequent reason for human cause of complaint. 'Yes, I’ll do that for you. Leave it to me.” What happens? Nothing! The impression given is that your staff just don't care, or that the customer is not important. Impress upon your staff the importance of following through on their promises. Any broken promise will compound a complaint.



V. Define complaint management.
    Complaint management is the formal process of recording and resolving customer
complaints. It is an integral part of every business. It is necessary not only from customer
service point of view, but also from regulatory point of view

2. ‘Proper complaint handling system is vital for running the business successfully’. Discuss 

  Although no one likes receiving a complaint, they present you with an opportunity to identify and rectify specific problems with your current systems or product. They can help you to develop your relationship with your customers by allowing you to demonstrate that you value their trade by taking their concerns seriously and dealing with their complaint.
Research has shown that customers with issues that are resolved quickly can often turn into loyal customers and even brand advocates. Simply put,a customer complaint can become very profitable when you can resolve their problem.
A customer complaint highlights problems with employees or internal processes and you can fix them before further problems arise and cause a bad customer experience. One of the advantages of CRM is that you can keep a record of customer feedback, both positive and negative.
· You can use positive feedback to provide social proofing and attract new customers
· You can use negative feedback to fix any internal processes and make your customers happy
Poorly handled customer complaints are one of the quickest ways you can destroy an otherwise stellar service reputation. Consider the following statistics from the Jim Moran Institute and Lee Resources: Resolve a complaint in the customer’s favor and they will do business with you again 70% of the time. Up to 95% of customers will give you a second chance if you handle their complaint successfully and in a timely manner. So while you won’t be able to satisfy every unhappy person who contacts you, the returns that your business may see from turning an initially bad customer service experience into a “win” are immense.
Remember – it costs at least five times as much to gain a new customer than to keep as existing one. Keeping a complaining customer should be the top priority, and at these cost ratios you can afford to be generous with your time and effort.

	
3. Wysocki, Kepner and Glasser classified the complaining customers based on their behaviours
into five types. What are these?

The Meek Customer: These customers generally will not complain. The retailing companies must work hard at soliciting comments as well as complaints from these types of customers.

The Aggressive Customer: This type of customer behaves in an opposite way to that of a meek customer. This customer readily complains seriously and at length. These customers need to be handled carefully. The contact person/s should not lose their temper when dealing with the aggressive customer. They should listen to the complainer patiently, agree that the problem exists and communicate their proposal to resolve the problem and also a time frame for the resolution.

The High-Roller Customer: This type of customer expects the absolute best and is willing to pay for it. He/she may complain in a reasonable manner. It is necessary to listen to these customers respectfully and actively and question carefully to find out the cause of the problem. Generally, the high roller customers are not interested in excuses.

The Rip-Off Customer: The goal is not to get the complaint settled satisfactorily but rather to win by getting something the customer is not entitled to receive. A constant and repetitive "not good enough" response from this customer is a sure indicator of a rip-off artist.

The Chronic Complainer Customer: This customer is never satisfied. There is always
something wrong. This customer's mission is to whine. Yet, he/she is your customer, and as
frustrating as this customer can be, he/she cannot be dismissed.
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