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Skilling is building a better India.
If we have to move India towards 

development then Skill Development 
should be our mission.
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Indiaiscurrentlythe world'ssecond-largesttelecommunicationsmarketwith asubscriberbaseof 1.20

billion and hasregisteredstronggrowth in the last decadeand a half. Theindustry hasgrown over

twenty times in just ten years. Telecommunicationhassupportedthe socioeconomicdevelopmentof

Indiaandhasplayeda significantrole in narrowingdownthe rural-urbandigitaldivideto someextent.

The exponential growth witnessed by the telecom sector in the past decade has led to the

developmentof telecomequipmentmanufacturingandother supportingindustries.

Over the years,the telecom industry has created millions of jobs in India. The sector contributes

around6.5%to the country'sGDPandhasgivenemploymentto more than four million jobs,of which

approximately2.2 million direct and 1.8 million are indirect employees. Theoverallemploymentop-

opportunitiesin the telecomsectorare expectedto grow by 20%in the country, implyingadditional

jobsin the upcomingyears.

ThisParticipanthandbookisdesignedto impart theoreticalandpracticalskilltrainingto studentsfor

becomingCallCenterExecutivein the TelecomSector.

TelecomCallCenterExecutiveis responsiblefor collectinge-waste from retailers, repair shops,and

other unorganizedstakeholders.

This Participant Handbookis basedon Call Center ExecutiveQualificationPack(TEL/Q0100) and

includesthe followingNationalOccupationalStandards(NOSs):

1. TEL/N0101: HandleTelecomCustomerServiceandSalesInteractions

2. TEL/N0102: EngageCustomersandAssistin TelecomShowroomOperations

3. TEL/N0115: Monitor, Review,andImproveSelf-Performance

4. TEL/N2217: MaintainWorkplaceEfficiencyandPersonalAppearance

5. DGT/VSQ/N0101: EmployabilitySkills(30Hours)

TheKeyLearningOutcomesand the skillsgainedby the participant are defined in their respective

units. Post this training, the participant will be able to managethe counter, promote, and sell the

productsandrespondto queriesonproductsandservices.

We hopethis ParticipantHandbookwill providesoundlearningsupport to our youngfriendsto build

anattractivecareerin the telecomindustry.

About this book

Symbols Used
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By the end of this module, the paricipants will  be able to:

Key Learning Outcomes

1. Explain the significanceof the telecom sector in modern communication and economic
development.

2. Elucidatethe keyskillsandtechnicalexpertiserequiredfor a CallCenterExecutive.

3. Describethe customerserviceby handling,following, and resolvingwalking-ŎǳǎǘƻƳŜǊΩǎqueries,
requestsandcomplaintsandproactivelyrecommend/sellƻǊƎŀƴƛȊŀǘƛƻƴΩǎproductsandservices.

4. Describethe Callcenterspecificconceptsandmethodsfor selling,up-sellingandcross-selling.

5. Describethe processworkflow in the organization.

6. Discussthe role andresponsibilitiesof aCallCenterExecutive.



Unit Objectives
By the end of this unit, the participants will be able to:
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1. Discussthe agendaandimportanceof the program

2. Listdownthe necessaryskillson whichthe participantswill be trained

3. Explainthe groundrulesto makethe programeffective

1.1.1 Program Overview

UNIT 1.1: Introduction to the Program

Thetelecomindustry

Rolesandresponsibilitiesof acustomercareexecutive(callcentre/relationshipcentre)

ÅCustomercare-specifickeyconcepts

ÅBehavioural, professional,technical,andlanguageskillsrequiredfor performingthe job effectively

Å Techniquesof shop/showroom/outletandself-management

ÅMethodsfor selling,up-sellingandcross-selling

ÅManagingservicedeskandcustomermanagement

ÅWaysto monitorandevaluateself-performance

Å Techniquesof dataexpertise

Å Interviewskills

ThisProgramWill Cover:

ÅCommunicationskills

ÅLanguageSkills(Listening,Speaking,ReadingandWritingSkills)

ÅInterpersonalSkills

ÅRapportBuilding

ÅTimeManagement

ÅCustomer-centricity

ÅSellingSkills

ÅGroomingSkills

1.1.2 Main Activities Performed by a Customer Care Executive
Å Handlecustomercomplaints

Å Provideappropriatesolutionsandalternativeswithin the time limits

Å Followup to ensureresolution

Å Keeprecordsof customerinteractions

Å Processcustomeraccountsandfile documents

ÅManagethe shop/showroom/outlet

Å Sell,Up-sellandCross-sellƻǊƎŀƴƛǎŀǘƛƻƴΩǎproducts

Å Takethe extramile to engagecustomers

ÅMonitor andanalyseself-performance

Call CenterExecutive
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1.1.3 Ground Rules
All the participants are expectedto follow certain ground rules, which will facilitate an efficient

learningenvironment. Theserulesare:

Å Arriveandstart on time.

Å All participantsareexpectedto participatein all phasesof the workshop.

Å TheǇŀǊǘƛŎƛǇŀƴǘǎΩmobilephonesshouldbeswitchedoff or in silentmode.

Å Participantsmust adhere to the timelines. If the break given to the participants is of 15

minutes,

Å then everybodyhasto be in the trainingroomwithin those15minutes.

Å All the doubtsshouldbeaskedto the facilitator. Traineesshouldnot talk amongthemselves.

Å Listenactively- respectotherswhentheyaretalking.

Å Learnandaskquestionsif youŘƻƴΩǘunderstand.
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By the end of this unit, the participants will be able to:

LƴŘƛŀΩǎtelecom sector hasgrown faster than the overall economyin recent years. As of 2025, the

country hasover 1.2 billion subscribers,makingit the second-largesttelecom market in the world.

Broadbandusershavecrossed979million,showingrapiddigitaladoption.

The sector continuesto generatenew jobs, especiallyin sales,supervisory,and managerialroles,

drivenby5Gexpansion,risingdatausage,andrural marketgrowth.

KeySegments

1. Network& ITServicesςbuildinginfrastructureandconnectivity.

2. ServiceProvidersςofferingmobile,internet, anddigitalservices.

3. Retail& Distributionςensuringproductavailabilityandcustomerengagementat the groundlevel.

The telecommunicationsector is the backboneof LƴŘƛŀΩǎdigital economyand has revolutionized

humancommunicationbydeliveringhigh-speedvoiceanddataservices. With the rollout of 4Gand5G

networks,the industrycontinuesto driveindustrial,economic,andsocialgrowth.

India is currently the second-largest telecommunicationsmarket in the world, with over 1.2 billion

subscribersas of mid-2025. Broadbandusers have crossed979 million, reflecting rapid internet

adoptionacrossurbanandrural areas.

Thetelecomsectorcontributessignificantlyto LƴŘƛŀΩǎGDPand is a major generatorof employment.

The rollout of 5G, cloud computing,AI, IoT, and big data analyticshas createdstrong demandfor

skilledprofessionals. Accordingto the TelecomSectorSkillCouncil(TSSC),the industryhasa demand-

supplygap of nearly 28%, especiallyin areaslike 5G, mobile app development,AI/ML, and robotic

processautomation.

Tobridgethis gap,TSSCisworkingto train a world-classworkforceandsupportthe growthof telecom

manufacturing,services,anddistributionclusters.

1. Discussaboutthe telecomindustryandits varioussub-sectorsin India
2. Outlinethe growthof the mobilehandsetindustryin India
3. Listthe top telecomproductmanufacturersin India
4. Identify the regularityauthoritiesin the Telecomindustryin India

1.2.1 Introduction to the Telecom Sector in India

UNIT 1.2: Telecom Sector in India

Unit Objectives

Call CenterExecutive
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1.1.2 Various Sub-Sectors of the Telecom Industry

Telecommunicationisa multi-dimensionalindustry. It isdividedinto the followingsub-sectors

ω TelecomInfrastructure - It is a physicalmedium through which all the data flows. This

includestelephonewires,cables,microwaves,satellites,andmobiletechnologysuchasfifth-

generation(5G)mobilenetworks.

ω Telecom Equipment - It includes a wide range of communication technologies, from

transmissionlinesandcommunicationsatellitesto radiosandansweringmachines. Examples

of telecommunicationsequipment include switches,routers, voice-over-internet protocol

(VoIP),andsmartphones.

ω TelecomServicesςA serviceprovidedby a telecommunicationsprovideror a specifiedsetof

user- information transfercapabilitiesprovidedto a groupof usersby a telecommunications

system. It includesvoice,dataandother hostsof services.

ωWirelessCommunication- It involvestransferringinformation without a physicalconnection

betweentwo or morepoints.

ω Broadband- It is wide bandwidth data transmissionwhich transportsmultiple signalsat a

wide range of frequenciesand Internet traffic types, that enablesmessagesto be sent

simultaneouslyandusedin fast internet connections.

Paricipant Handbook

Themajorsegmentswithin thesesub-sectorsincludethe following:

ω Wirelesscommunications

ω Communicationsequipment

ω Processingsystemsandproducts

ω Long-distancecarriers

ω Domestictelecomservices

ω Foreigntelecomservices

ω Diversifiedcommunicationservices
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1.1.3 Major Service Players in Telecom Industry
WirelessOperators

MarketSharein 2022(WirelessSubscribers)

Asof February2022, with ~ 1,145million (114.5 crore)wirelesssubscribers(includinginactive):

ωJio: 35.4 %όҒ402.7 millionusers)

ωAirtel: 31.5 %όҒ358.1 million)

ωVodafone-Idea(Vi): 23.2 %όҒ263.6 million)

ωBSNL: 10.0 %όҒ113.8 million)

Thesefiguressumto ~100%acrossthosefour playersin the wirelessspacein that period.

Thebelowgraphshowseachof thesetelecomƎƛŀƴǘǎΩmarketshareasof 2022.

Fig. 1.1.2: Market share of mobile telecom operators in India

Source: https://www.trai.gov.in/service-providers-view

Asof May 2025, there are about 3.87 crores(38.7 million) wireline subscribersin India,accordingto

the TelecomRegulatoryAuthorityof India(TRAI).

Thebelowgraphshowsthe marketshareof fixed-line telecomoperatorsin Indiaasof May2025.

Call CenterExecutive
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Fig. 1.1.3: Market share of Fixed Line telecom operators in India

Source: https://www.trai.gov.in/service-providers-view

Internet serviceproviders(ISPs)

Å An Internet ServiceProvider (ISP)is a companythat provides individualsand organizations

accessto the internet andother relatedservices. Belowis the list of major ISPsin India(wired&

wireless)

Reliance Jio Airtel ACT Fibernet Hathway Vi 

BSNL 
Intech online private 

limited 
Alliance Broadband APSFL Asianet Broadband 

DEN Networks Kerala Vision Mu Internet 
RailTel Corporation 

of India 
Sify 

Spectranet 
Tata 

Communications 
Tata Play S Net GAILTEL 

Tulip Telecom ERNET 

National Knowledge 
Network (for 
educational 

institutions only) 

PowerGrid 
CtrlS Datacenters 

Ltd 

Fig. 1.1.4: Major Internet Service Providers in India
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1.1.5 Regulatory Authorities in the Telecom Industry in India

Multiple regulatory authorities control the telecom sector in India. They

are:

TRAI- TelephoneRegulatoryAuthority of India

TheTelecomRegulatoryAuthority of India, establishedin February1997,

regulatestelecomservicesin India. Its scopeincludesfixing/revisingtariffs

for telecom services. The missionof TRAIis to create the environment

neededfor the growth of telecommunicationat a pacethat will empower

Indiato playa majorrole in the emergingglobalinformationsociety.

One of the main objectivesof TRAIis to provide a fair and transparentpolicy that facilitates fair

competition. In January2000, the TelecomDisputesSettlementandAppellateTribunal(TDSAT)was

set up to settle any dispute between a licensor and a licensee,between two or more service

providers,betweena serviceprovideranda groupof consumers,andto hearanddisposeof appeals

againstanydirection,decisionor orderof TRAI.

TRAIRegulationon CallCentre

1. 121- Generalinformationnumber- ChargeableCall

2. 198- Consumercarenumber- Toll-FreeNumber

3. ServiceRequest- arequestmadepertainingto the accountfor:

►Changein plan

►Activation/deactivationof VAS/supplementaryservice/specialpack

►Activationof serviceprovidedby the operator

►Shifting/disconnectionof service/billingdetails

COAI- CellularOperatorsAssociationof India

TheCOAIwas set up in 1995 as a registerednon-governmentaland

non-profit society. COAIis the official voicefor the cellularindustry in

India,and it interactson its behalfwith the licensor,telecomindustry

associations,managreementspectrumagencyandpolicymakers. The

coremembersof COAIare private cellularoperatorssuchasReliance

Jio Infocom Limited, Idea CellularLtd., Bharti Airtel Ltd., Aircel Ltd.,

VideoconTelecom,Telenor(India)CommunicationsPrivateLtd., and

VodafoneIndiaLtd., operatingacrossthe wholecountry.

Call CenterExecutive
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TDSAT - Telecom Disputes Settlement and Appellate

Tribunal

It is a specialbody set up exclusivelyto judge any dispute

between the DoT and a licensee,between two or more

serviceproviders,or betweena serviceproviderand a group

of consumers. An appealagainstTDSATshallbe filed before

the SupremeCourtof Indiawithin ninetydays.

The Departmentof Telecommunications,abbreviatedto DoT,is a

department of the Ministry of Communicationsof the executive

branchof the GOI.

The DoT promotes standardization,research and development,

privateinvestmentandinternationalcooperationin mattersrelating

to telecommunication services. It acts as a licensing body,

formulates and enforces policies, allocates and administers

resourcessuchasspectrumandnumber,andcoordinatesmattersin

relationto telecommunicationservicesin India.

Paricipant Handbook
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Å Call Centre: A ŎƻƳǇŀƴȅΩǎdirect contact centre that handles servicessuch as customer

support,bemergencyresponse,telephone answeringservice,and outbound telemarketingis

known as a call centre. A call centre handlesa considerablevolume of callssimultaneously,

screenscalls,forwardscallsto someonequalifiedto handlethem andeventuallylogsthem.

Å HelpDesk: In a businessenterprise,a helpdeskisa placewherea customercancallto get help

with a query, requestor complaint. Generally,a help deskrefers to an expert (CCE)with apt

knowledgeandcomputerapplications,whichhelphim answerthe queriesthat comein.

Å RelationshipCentre: A RelationshipCentreis generallya retail outlet/shop/showroomstarted

by a telecom companywhich displaysa range of products and offers servicesbeneficial to

customers. Customercare executivesat these types of centresplay a very important role in

attending to the customersface-to-face. Theymanagethe store as well as sell, up-sell and

cross-selltheŎƻƳǇŀƴȅΩǎproductsandservices.

Å ServiceCentre: Everycompanyhasa CRMdepartment,anda servicecentreisa part of that. Its

main role is to work with customersfor their immediate benefit through its contact centre,

helpdeskandcallmanagementsystem.

Å ServiceDesk: The service desk is a single point of contact between a company and its

employees,customersand businesspartners. Themain purposeof a servicedeskis to ensure

that customersalwaysreceiveappropriateassistancetimely, andthe servicedeskisoneof the

mainoptionsfor customersupport.

KeyStakeholders

Thekeystakeholdersfor the givenjob role are:

ÅCustomer- Thepersonwho buys/availsour products/services.

ÅStoreManager(RC)- Thepersonwho is ultimately responsiblefor the day-to-dayoperationsof

a store.

ÅSupervisors/TeamLeaders- Thepersonswho leadthe teamandcoordinatethe overallwork.

ÅCustomerCareExecutive- Theone who providescustomerservicesupport to the companyby

interactingwith customersface-to-face.
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1.3.1 Key Concepts

UNIT 1.3: Role of a Customer Care Executive

By the end of this unit, the participants will be able to:

1. Analyseandobtainknowledgeabout the job of a CustomerCareExecutive
2. Identify the departmentsin a CallCenter/ RelationshipCenter
3. Listthe personalattributesof a CustomerCareExecutive
4. Illustratethe hierarchy& careerpathof a CCEin the organization

Unit Objectives

Call CenterExecutive
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1.3.2 Customer Care Executive

A customer care executive belongs to an

organisationor servicecentre and is responsible

for managingŎǳǎǘƻƳŜǊǎΩneeds and replies and

workingon their satisfaction. Moreover,they are a

link betweenthe companyandthe customer.

CCEusetheir skillsandexperienceto ensurethat a

companydeliversthe higheststandardsof service

to customersand, basedon it, create a positive

perceptionof themselvesas well as the company.

A CCEis the most critical contact point for the

customers to build a long-lasting relationship or

lossof relation. Fig: 1.3.1: Customer Care Executive at Call Center

1.3.3 Roles and Responsibilities of Customer Care Executive
CustomerCareExecutiveswork asa bridgebetweenthe customerandthe organisation. Theytry to

meet theŎǳǎǘƻƳŜǊΩǎneedswithin the ambit of managementpolicies. CCEshouldlisten,understand,

analysea problem,comeup with the bestsolution,makethe customerfeel that he hasselectedthe

right productor servicefrom the company,andsolvetheir problemsandassistthem.

In a call centre In a relationship centre

ω Handlemanyinboundandoutboundcallsto
ω customers.
ω Identify the needs of customers, resolve

issues,andprovidesolutions.
ω Upsellrelatedproductswhereverpossible.
ω Maintaincordialcustomerrelations.
ω Meet personal targets and work towards

meetingteamgoals.
ω Maintainrecordsof the conversationswith
ω the customerandanalysethe data.
ωWrite and submit timely reports on

performance,targets,andcustomerqueries.

ω Provide customer service by handling,
following up on, and resolving walk-in
ŎǳǎǘƻƳŜǊǎΩqueries,requestsandcomplaints

ω Managethe store/Relationshipcenter
ω Proactively recommend/sell ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ

productsandservices
ω Monitor andanalyseself-performance

Table1.3.1: Responsibilitiesof a CCE

Approachto anEffectiveCCE

An effective CustomerCareExecutiveunderstandsthat his role is critical to the successof the

organisation, so it is important that his approachis correct. Thebest approachfor a CustomerCare

Executivetowork with customersiscaring,asa customerwho feelscaredfor isa customerfor life.

A CCEmust follow the CARINGapproachasgivenbelow:
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C-
Courteous: 

Be polite and 
respectful.

A - Alive and 
Energetic: Be 
enthusiastic 

and 
engaged.

R-
Responsive: 
Act quickly 

and 
efficiently.

I - Informed: 
Know your 
facts and 
provide 
accurate 

information.

N - Never 
ǎŀȅǎ ΨbhΩ: 

Find a way to 
help or offer 

an 
alternative 
solution.

G- Guides 
Right: 

Provide the 
correct 

guidance or 
direction.

Fig. 1.3.2: Caringapproach

1.3.4 Departments in Telecom Call Centre/Relationship Centre

Fig. 1.3.3: CustomerCareExecutive

Departments in a Call Center/Relationship Center

Operations 
Administration 

& Facilities

Human 
Resources

Finance
Training & 
Developme

nt

Quality 
Control

Information 
Technology (IT)

Process 
Improvements / 

Excellence

Fig. 1.3.4: Departmentsin a CallCenter/ RelationshipCenter

Call CenterExecutive



16

Paricipant Handbook

1.3.5 Personal Attributes of a CCE

ÅGoodcommunicationskillswith cleardiction

Å Ability to constructsimpleandrationalsentences

ÅGoodproblem-solvingskills

Å Strongcustomerservicefocus

Å Strongselling& listeningskills

Å Ability to work underpressure
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1.3.6 Career Growth Path of a CCE

ÅGoodcommunicationskillswith cleardiction

Å Ability to constructsimpleandrationalsentences

ÅGoodproblem-solvingskills

Å Strongcustomerservicefocus

Å Strongselling& listeningskills

Å Ability to work underpressure

Fig.1.3.6: CareerGrowthPathof a CCE

Call CenterExecutive
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Exercise

ShortQuestions:

1. Listthe personalattributesof a CustomerCareExecutive.

2. Explainthe challengesfacedby the telecomindustry.

3. Elaborateaboutthe regulatoryauthoritiesin the telecomindustry.

4. Provideanoverviewof the telecomindustryin India.

5. Explainthe role of a CustomerCareExecutive.

Multiple ChoiceQuestions:

1. Someof the mainactivitiesperformedby a CustomerCareExecutiveare________.

a)Keepingrecordsof customerinteractions

b) Processingcustomeraccountsandfiling documents

c)Managingthe shop/showroom/outlet

d) All of the above

2. TheTelecomindustryin Indiais the ______largestglobally.

a)2nd

b) 3rd

c)4th

d) 5th

3. Themajorplayersin wirelesscommunicationin IndiaareςJio,Airtel, _______andBSNL.

a)Vi

b) Wi

c)Ci

d) Ai

4. ISPstandsfor ________.

a) InternetServiceProvider

b) InternationalServiceProvider

c) InternetServiceProtocol

d) Noneof the above

5. Themostcommonreasonsfor churningof customersare________.

a)Poorperformance

b) Poorcustomerservice

c)Poorrate plans

d) All of the above

ParticipantHandbook
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2. Managing Customer 
Interactions and Query 
Resolution

TEL/N0101

Unit 2.1 - Customer Service Procedures and 

Communication

Unit 2.2 - Logging, Documentation, and CRM Usage 

Unit 2.3 - Resolution, Prioritization, and Escalation 
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explainthe standardproceduresfor handlingcustomerserviceandsalesprocesses.

2. Describehow to collect and log customerqueries,requests,and complaintsusingCRMtools
andprescribedformats.

3. Demonstratehow to collect and log customer queries, requests,or complaints using the
prescribedformat in a CRMtool.

4. Discussmethodsto assesscustomerdetailsandhistoryusingCRMtools for providingaccurate
responses.

5. Explainhow to categorizecustomerinteractionsandinitiate appropriateresolutionprocesses.

6. Demonstratethe processof providing immediate solutions and informing customersabout
estimatedresolutiontimes.

7. Describetechniquesfor addressingcustomerqueries,requests,and complaintspromptly and
efficiently.

8. Elucidatethe processof prioritizingcustomerinteractionsbasedon urgency.

9. Showhow to documentcustomerinteractionsaccuratelyin the CRMsystem.

10. Explain the importance of providing immediate solutions where possible and informing
customersaboutestimatedresolutiontimes.

11. Discussescalationproceduresandhow to seekguidancefor unresolvedqueries.

12. Show how to follow escalationproceduresfor unresolvedqueries and communicatethem
effectivelyto supervisors.

13. Demonstrate the process of coordinating with relevant departments to ensure timely
resolutionof customerconcerns.

14. Enlist methods for coordinating with other departments to ensure timely resolution of
customerconcerns.

15. Explainthe importance of documentingcustomer interactions and resolutions in the CRM
system.

16. Showhow to categorizecustomerinteractionsandinitiate appropriateresolutionprocesses.

17. Demonstrateprofessionalcommunicationskillswhile addressingcustomerqueriescourteously
viaphoneandin person.

18. Showhow to prioritize customerqueriesand complaintsbasedon urgencyandorganizational
guidelines.



By the end of this unit, the participants will be able to:

The procedures that can be incorporated to

enhancethe servicesare:

ω Clarifythe objective

ω Obtaininput

ω clearwriting

ω Easeof access

ω Reinstatingthe methods
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1. Explainthe standardproceduresfor handlingcustomerserviceandsalesprocesses.

2. Describetechniquesfor addressingcustomerqueries,requests,and complaintspromptly and
efficiently.

3. Demonstrateprofessionalcommunicationskillswhile addressingcustomerqueriescourteously
viaphoneandin person.

2.1.1 Standard Procedures for Handling Customer Service 
and Sales Processes

UNIT 2.1: Customer Service Procedures and Communication

Unit Objectives

Callcentresmust implement some standardsand proceduresto enhancethe effectivenessof the

servicesprovided to the customers. Implementingthese standardsand procedureswill ensurethe

growth of loyalty amongcustomers,allowingan organizationto form a strongcustomerbase. Some

standardsthat mustbe implementedare:

ω Availability

ω Generosity

ω Firmness

ω Efficiency

ω Receptivity

ω Capability

Fig. 2.1.1 Customer service traits 

Conceptof CustomerService

The customer is the king. Customerscan either be Consumercustomersor Businesscustomers.

Increasingthe customerbaseis the ultimate goalof everybusinesssince; theάƳƻǊŜthe customers,

the morelikelyto bethe businessprofitability.έ

ExcellentcustomerserviceisanƻǊƎŀƴƛǎŀǘƛƻƴΩǎability to exceedtheŎǳǎǘƻƳŜǊΩǎexpectationseachtime

andeverytime.LǘΩǎall aboutattitude andskills.

ω Attend to customers(Greet,introduceproducts,understandneeds,givethe informationasked

for likeguarantee,features,advantages,discounts,etc.)

ω Giveproduct choicesand information (offer different productsavailable,giveinformation like

guarantee,comparativefeatures,advantages,discounts,etc.)

Call CenterExecutive
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ω Offer the bestsolutionsto the customer(helpmakethe bestchoicekeepingall interestsin mind

to ensurethat asalecanbeclosedaswell asensurethat theŎǳǎǘƻƳŜǊΩǎneedisfulfilled)

ω Handlecustomerqueries,requestsor complaints(suchasrenewalof subscription,querieson

ω new plans, complaints about network troubles or overbilling, troubleshoot and resolve

ŎǳǎǘƻƳŜǊΩǎproduct/service-relatedissues)

ω Cleardoubtsor queries,if any,aboutprice,quality,features,andhandleobjections)

Importanceof CustomerService

ω The objectiveof any organizationis to fulfil aŎǳǎǘƻƳŜǊΩǎneeds; hencecustomersatisfaction

playsa vital role in anybusiness.

ω Customershelpin meetingbusinessobjectives.

ω Customersareasourceof revenuegenerationfor the business.

Characteristicsof ExcellentCustomerService

Not all customer service qualities are obvious, and ƛǘΩǎa place many organizationsfall short in.

Customerswho are attentive enough to reach out for assistancewill alwaysbe able to spot the

differencebetweenabove-and-beyondcustomerserviceanddisjointed,sloppyservice.

Characteristicsof excellentcustomerserviceare:

ω Respectfulness

ω Activelisteningskills

ω Empatheticbehaviour

ω Responsiveness

ω Excellentcommunicationskills

ω Positiveattitude

ω Flexibility

ω Patience

ω Sensitivity

ω Customercentricity

ω Productandserviceexpertise

ω Creativeproblem-solvingabilities

BuildingRapportwith Customers

As a customerservicerepresentative,you are responsiblefor helping the customerout as best as

possible. Helpingthem out can meana lot of things. Highlightcertain featuresand facts to them as

considerednecessary,anddirect them to the right department. Eitherway,youmusthelpthe customer

asbestaspossible.
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Dosand5ƻƴΩǘǎof establishinga goodrapport

Open Ended Questions Close Ended Questions

ω Usethe/ǳǎǘƻƳŜǊΩǎname
ω Bepolite
ω Behonest
ω Smile
ω Giveyour full attention
ω Takeownership
ω Followup
ω Enjoywhat youdo

ω Takeit personally
ω Usenegativewords
ω Besarcastic
ω Makeexcuses
ω Lie
ω Passthe buck
ω Getinto confrontation
ω Tightenthe face

Table2.1.1: Dosand5ƻƴΩǘǎof establishinga goodrapport

AttendanceandTimein Office

OfficeTimings

ω CCEshouldreachthe officeon time.

ω Ideally,oneshouldbe in the officeat least15minutesbeforethe start of the shift.

ω Theofficedurationisgenerally9 hoursin acallcentre.

CallLoginHours

ω In mostorganizations,logintime isgenerally8 hours.

ω Logintime is the time duringwhichanexecutiveis loggedinto the systemandis readyto take

callsor istakingacall. Logintime alsoincludesholdandwrap-up time.

Timingfor Call(TimeZone)

ω Operationhoursof a companyshouldbe in tandemwith the time zoneof the customerswho

arebeingserviced.

ω Forexample,in case,theclientsrequireusto servethe UScustomerbase,then the callcentre

ω staffingshouldbemappedasper the UStime zone.

ω Holidaysof the call centre staff generallydependon the geographyof the customersbeing

serviced.

ω Forexample,in casethe areaof serviceisSouthIndia,then the list of holidaysrelevantto South

Indiawill beapplicable.

FirstCallResolution(FCR)

Fig. 2.1.2 Result of first call resolution

Call CenterExecutive
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ServiceLevelAgreement

A service-level agreement(SLA)is a contract between a serviceprovider and its customersthat

documentwhat servicesthe provider will provide and definesthe servicestandardsthe provider is

obligatedto meet.

SLAinvolves:

I. Answeringa certainnumberof callsin a definedweight threshold. For example,x percentof

callsneedto beansweredin y secondsor less.

II. Servicelevelis the most important speed-of-servicemeasurein a callcentre. Serviceproviders

need SLAsto help them managecustomerexpectationsand define the severity levelsand

circumstancesunderwhichtheyarenot liablefor outagesor performanceissues.

TurnaroundTime(TAT)/ ResponseTime

Å TurnaroundTime,commonlyknownasTAT,is the time interval from the time of submissionof

aprocess

Å to the time of the completion of the process.It is mandatory to inform the TAT of the

request/complaint

Å to the customer.

Å TATfor Complaints: TurnAroundTimeis the time elapsedbetweenthe complaintregistered

andthe complaintresolved.

Å TATfor Processes,Productsand Services: Might vary from provider to provider. However,

generalrequestslike voicemail activationandinternationaldiallingactivationtakearoundfour

hourspostwhichcustomerspowercycletheir handsetsto availbenefitsof the services.

Processes

ÅSalesTarget: The term is used to describean individual salesrepresentativeor salesǘŜŀƳΩǎ

expected

Å performance over a given time period. The individual must understand sales targets and

influence

Å customersto buyproducts.

ÅMonthly Target: Monthly target is a specifiedamount of salesthat a managementsets for

achieving

Å or exceedingwithin aspecifiedtimeframe.

ÅSalesProcess: Asalesprocessdescribesanapproachto sellingaproductor service. It includes

Å sellerandbuyerriskmanagement,standardizedcustomerinteractionduringsales,andscalable

Å revenuegeneration.

Asalesprocessconsistsof the following steps:

Å Approachingthe customer

Å Probingto identify needs

Å Presentinganddemonstratingproductsandservices

Å Handlingobjections

ÅMakingthe sale

Å Buildingfuture sales

Call CenterExecutive
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ÅSalesReporting: The reporting functions managea ŎƻƳǇŀƴȅΩǎoverall salesstructure. Sales

reporting startswith an analysisof the lowest levelof data. It meansbuildingthe data,givinga

detailedview of saleswithin a definedperiod, and projectingit into the future. Salesreporting

providesvisibility into aŎƻƳǇŀƴȅΩǎsalespipeline,integratinginformation from sales,customer,

andfinancialsourcesfor acompletepictureof salesperformance.

ÅCustomerService: CustomerServiceis providingserviceto customersbefore,duringandafter a

purchase. It is a seriesof activitiesdesignedto enhancethe levelof customersatisfactionςthat

is,the feelingthat aproductor servicehasmet customerexpectations.

Basedon the content you provided,here is a reorganizedand improvedversion,focusingon clarity

anda logicalflow. I'veusedheadingsandbullet pointsto makethe informationeasierto digest.

2.1.2 Responding to Customer Questions

Asa call center executive,you are the first point of contact for customers. Yourrole involvesmore

than just answeringquestionsτyou represent the company,handle inquiries about products and

services,and resolvecustomerissues. To do this effectively,you need to understandthe different

typesof customercallsandhowto handlethem.

CategorizingCustomerCalls(QRC)

Customerinteractions can be categorizedas a Query, a Request,or a Complaint. The key is to

categorizethe call basedon the final resolution, not the customer'sinitial tone or what they say

they'recallingabout. Forexample,a customermightcallto complainthat they can'tmakea call,but if

the issueisasimplelow balance,the resolutionmakesit aquery.

Typesof CustomerInteractions

IŜǊŜΩǎa breakdownof the three main typesof interactions:

1. Queries

Aqueryisasimplequestionor inquirywherethe customerisseekinginformation.

ω CommonQueries:

o Balanceor billinginquiries

o Account-relatedquestions

o Informationaboutnewproducts,services,or tariffs

o VAS(Value-AddedServices)relatedquestions

2. Requests

Arequestiswhenacustomerasksfor aproductor service. Thiscanbehandledin two ways:

ω Request- Open: The agent must take action and provide information, but the final action is

completedbyabackendteam.

o Example: A customerrequestsa changein their tariff plan. You inform them it will be

effectivein the next billing cycleand log it asan Openrequestbecausethe backendteam

will processit later.

ω Request- Self-Closed: Theagentcantakeanonlineactionto fulfill the requestinstantly.

o Example: A customerwants to deactivatetheir caller tune. Youdeactivateit immediately

usingavendorlink andclosethe requestyourself.
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3. Complaints

A complaint is when a customerexpressesdissatisfactionwith a serviceor product. Like requests,

complaintscanbecategorizedbyhowtheyareresolved:

ωComplaint- Open: Theagentmust log the issue,but it canonly be resolvedby a backendteam.

Thisisdonefor:

o Service,product,or processgaps

o Validateddisputes

o Failureto receivepromisedbenefits

ωComplaint- Self-Closed: Theagentcanresolvethe complaintdirectlywithout needinga backend

team. Thisispossiblein thesescenarios:

o OnlineWaiver: Youcanapplyawaiverwithin your limits (e.g., apenaltyfor a late payment).

o PlannedDowntime: You are aware of a planned network outage and can inform the

customerthat the issueisbeingresolved.

o KnownIssues: Youknow about a widespreadproblem (e.g., a rechargepromotion benefit

not beingcredited)andcanprovidethe customerwith a definite resolutiontime (e.g., "The

benefitswill becreditedwithin oneweek").

o KnownServiceDisruptions: Youhavea communicationabout a known technicalproblem

andcaninform the customerwhenit will be fixed.

KeySkillsfor CallCenterExecutives

AddressingCustomerQRCs

Whenacustomercalls,follow thesesteps:

ωObtainenoughinformationto logthe requestor complaint.

ω Tryto resolvethe issueyourselfthrougheffectiveprobingandsystemchecks.

ωProvidethe customerwith anestimatedresolutiontime (TAT- TurnAroundTime).

ωSharethe requestor complaintnumberwith the customer.

ω Forcallsrelatedto accountsor PUKinformation,verify the customer'sdetails.

HandlingComplaintsandEscalations

Whenacustomercomplains,yourprofessionalresponseiscrucial.

ωStayCalm: Rememberthe customerisupsetaboutthe problem,not youpersonally.

ω ListenandEmpathize: Listenattentively,do not interrupt, andshowempathy.

ωAcknowledgeand Apologize: Paraphrasethe issueto showyou understand,then apologizefor

their concern.

ω Focuson Resolution: Explainthe steps you will take to solve the problem and thank the

customerfor their patience.

Call CenterExecutive
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EscalationProcess

Beforeescalatingacall,try to resolveit yourselfby followingthesesteps:

ωEmpathizewith the customer.

ω Listento their concernwithout interrupting.

ωReviewtheir accountandanypreviouscomplaints.

ωAskprobingquestionsto fully understandthe issue.

ω Takeappropriatestepsto fix the problem.

If the customerstill insistson speakingwith a manager,escalatethe callwithout arguing. Inform the

customerthat you are transferringtheir call. If a supervisorisn't available,offer the option of a call-

backwithin aspecifiedtime frame(e.g., two hours).

2.1.3 Professional Communication Skills While Addressing 
Customer Queries 

CommunicationSkillsViaPhone

5ƻΩǎ

ω Answercallswithin 3 rings.

ωGreetthe customerwarmly:άDƻƻŘmorning,thankyoufor calling[CompanyName],this is [Your

Name]. HowmayI assistȅƻǳΚέ

ω Useacalmandfriendly tone throughoutthe call.

ω Takenotesof the queryto avoidrepetition.

ω Confirmbeforeending:άLǎthereanythingelseI canassistyouwithǘƻŘŀȅΚέ

5ƻƴΩǘǎ

ω Donot put the customeron holdfor too longwithout updating.

ω Avoideating,drinking,or backgroundnoiseduringcalls.

ω Neverargueor raiseyourvoice.

Communicationin Person

5ƻΩǎ

ωGreetthe customerwith asmileandpolite words.

ωMaintaineyecontactandattentivebodyposture.

ω Listencarefullyandshowinterestin their concern.

ωOffersolutionsor guidethemto the correctdesk/personif needed.

ω Endthe conversationby thankingthem:ά¢Ƙŀƴƪyoufor visitingus,haveagreatŘŀȅΗέ

5ƻƴΩǘǎ

ω Avoiddistractionslikemobilephoneuse.

ω Donot ignoreor makethe customerwait unnecessarily.

ω Avoidcrossingarms,frowning,or showingirritation.
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By the end of this unit, the participants will be able to:

Thebestway to enhancethe reliability of customersis to providegreatserviceon a continuousbasis.

Most customersworldwideemphasizethat customerserviceis the most important factor that decides

their loyalty towards a particular brand. And in the processof providingcustomerservice,the main

componentisthe wayto managethe inquiriesmadebyacustomer.

Effectivehandlingof customerenquiry ensuresa ŎǳǎǘƻƳŜǊΩǎsatisfaction. When a customercomes

looking for information or support, it is important to provide them with a great experience. The

smootherand more effective the resolution,the more loyal a customerbecomes. It is therefore very

important to handleaŎǳǎǘƻƳŜǊΩǎinquirieswith greatcare. Oneof the mostvital stepsincludedin this is

managingthe queueof customerinquiries.

Acustomercareexecutiveneedsto understandhowto handlethe variouskindsof demandsmadeby

customers,howto escalatethings,whichisprovidedwith what kindof responsibilityandwhat mode

of approachisto betakenfor what issue.

Waysto HandleCustomerEnquiriesEffectively

31

1. Describehow to collectandlogcustomerqueries,requests,andcomplaintsusingCRMtoolsand
prescribedformats.

2. Demonstrate how to collect and log customer queries, requests, or complaints using the
prescribedformat in a CRMtool.

3. Discussmethodsto assesscustomerdetailsand history usingCRMtools for providingaccurate
responses.

4. Showhow to documentcustomerinteractionsaccuratelyin the CRMsystem.

5. Explainthe importance of documentingcustomer interactions and resolutions in the CRM
system.

2.2.1 Importance of Logging Customer Enquiries

UNIT 2.2: Logging, Documentation, and CRM Usage

Unit Objectives

Fig. 2.2.1: Waysto handlecustomerqueries

Call CenterExecutive
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1. Creatinga ProperOrganizationalDiagram

Thefirst step in managinga call centre is to createa clearorganizationaldiagram. It helpsemployees

understandrolesand responsibilities. A written descriptionfurther ensuresclarity. Keyconsiderations

include:

ω Howwill escalationsbehandled?

ωWhattools/instrumentsareavailableandhowwill theybeused?

ω Shouldabackupteambecreatedfor VIPor high-pressuresituations?

ωWill a ticketingsystembeusedto balanceworkload?

ωWhichchannels,categories,andtasksareassignedto whom?

2. AdvancedAssistancefor CustomerServiceQuestions

Customersexpect quick solutions and often leave after one failed attempt. To ensure effective

handling:

ωUsefirst-come,first-servefor smallerteams.

ω Categorizesupportby customer,channel,or task(e.g., phonerequiresinstant response,email

allowsmoretime).

ω Prioritizehigh-valuecustomersandurgentcases.

3. CataloguingEnquiries

After prioritization,inquiriesshouldbecategorizedby typeandassignedto the right teammember.

Examplesof categories: OnlineMarketplaces,IT,Marketing,Sales,Growth,PersonalAssignments,Not

Assigned.

Levelsof handling:

ω Level1ςBasicquerieshandledby regularagents.

ω Level2ςComplexqueriesneedingexperiencedagents.

ω Level3ςCriticalissuesrequiringexpertintervention.

4. PromotingSelf-Service

Manyissuesarerepetitiveandcanbe solvedthroughself-service. PreparingFAQs,step-by-stepguides,

or knowledgebaseshelpscustomersresolveproblemsindependently,reducingworkloadand saving

time.

5. Examiningthe Data

Key PerformanceIndicators (KPIs)must be implemented to track efficiency and service quality.

Importantparametersinclude:

ω Averagehandlingtime

ω Responsetime

ω Resolutiontime

ω Customersatisfaction(viasurveys,ratings,andfeedback)

Analyzingthisdatahelpsidentify improvementareasandenhanceoveralleffectiveness.
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6. Examininga Varietyof Approaches

Thereis no singleperfect method for handlingcustomerinquiries. Different approachesshouldbe

testedandrefinedusingcontinuouscustomerfeedback. Optionsinclude:

ωFirst-Come,First-Serve: Simpleandeffectivefor smallerteams.

ωTicketingSystem: Bettersuitedfor largerteamsto manageworkloadandpriorities.

Whichevermethod is chosen,the entire team must be awareof the processandtrained regularlyto

ensureconsistency.

CaseID: (Auto-generatedby CRM,e.g., #CS-98765)

1. CustomerDetails

ωCustomerName:

ωCustomerID/AccountNumber:

ωContactInformation: (Phone,Email,etc.)

ωPreferredCommunicationMethod:

2. CaseInformation

ωSubject/Title: (e.g., "RefundRequest,""LoginIssue")

ωDate/Timeof Submission:

ωCaseStatus: (New,In Progress,OnHold,Resolved,Closed)

ωCasePriority: (High,Medium,Low)

ωSource: (Phone,Email,LiveChat,SocialMedia,Walk-in)

ωCaseCategory: (Complaint,Inquiry,Billing,TechnicalSupport,ProductFeedback,etc.)

ωCaseSub-category: (e.g., ShippingDelay,PasswordReset,IncorrectCharge)

ωAssignedAgent:

3. DetailedDescription

ωCustomer'sQuery/Request/Complaint:

o Whatexactlyis the issue?Usethe customer'sownwordswherepossible.

ωRelevantInformation:

o Includeanyordernumbers,productnames,dates,or other specifics.

ωDesiredOutcome:

o Whatdoesthe customerwant?(e.g., refund,replacement,update,apology).

2.2.2 Customer Query/Request/Complaint Template

Call CenterExecutive
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4. Internal Notes& Actions

ω InternalCommunication:

o Notesfor the team. Thissectionisnot visibleto the customer.

ω ActionsTaken:

o Listof stepstakento resolvethe issue.

ω Follow-UpDate/Time: (If a follow-up isrequired)

Usingthis template ensuresthat all key information is loggedin a consistentandorganizedmanner,

makingit easierto track,manage,andresolvecustomerissueseffectively.

Toassesscustomerdetailsand history usingCRMtools for providingaccurateresponses,you should

usethe CRM'scorefunctionalitiesto accessandanalyzecustomerdata.

1. AccessingCustomerProfile

Start by searchingfor the customer in the CRMusingtheir name, email, or accountnumber. This

actiontakesyouto their individualcustomerprofile,whichisthe centralhubfor all their information.

ω Key Information: Look for basicdetails like their name, contact information, and company.

Checkfor any tags or labels that categorizethem (e.g., "VIP," "New Customer,""Enterprise

Account").

ω Activity History: This is a crucial section. It providesa timeline of all past interactions. This

includes:

o Communicationlogs: Pastemails,phonecallnotes,andchat transcripts. Reviewingthese

helpsyouunderstandpreviousconversationsandavoidaskingrepetitivequestions.

o Caseor TicketHistory: Seeall the past support tickets they've submitted, their status

(open or closed),and the resolution provided. Thisis vital for understandingrecurring

issues.

o PurchaseHistory: Checkwhichproductsor servicesthey'vebought,whenthey purchased

them, and the valueof their orders. Thishelpsin tailoring your responsewith relevant

productknowledge.

2. UsingDataandAnalytics

ManyCRMshavebuilt-in analyticaltoolsthat provideabroaderviewof acustomer'sengagement.

ω Customer Health Score: Some CRMs use a scoring system to indicate a customer's

engagementandsatisfactionlevel. A low scoremightsignalaneedfor moreattentiveservice.

ω CustomerSegmentation: Customerscanbegroupedbycharacteristicslikepurchasebehavior,

location,or industry. Understandingwhichsegmenta customerbelongsto allowsfor a more

personalizedand relevant response. By systematicallyusingthesemethods,you cangaina

comprehensiveunderstandingof a customer'shistory and provide a quick, accurate,and

personalizedresponsethat showsyouvaluetheir time andbusiness.

2.2.3 Using CRM Tools for Accurate Responses
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3. Updatingthe Profile

After assessingthe information, it's essentialto update the customer'sprofile to maintain data

accuracy.

ωLogthe current interaction: Recordthe details of your conversation,includingthe customer's

queryandyourresponse,in anewnoteor case.

ωUpdateinformation: If the customerprovidesnew contactdetailsor updatestheir preferences,

besureto changethem in their profile.

ωAddTags: Addnew tagsto reflect their current situation (e.g., "Billing Issue,""ProductInquiry").

Thismakesit easierfor future teammembersto quicklyunderstandthe context.

Bysystematicallyusingthesemethods,you cangaina comprehensiveunderstandingof a customer's

historyandprovidea quick,accurate,andpersonalizedresponsethat showsyou valuetheir time and

business.

Call CenterExecutive
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By the end of this unit, the participants will be able to:

CustomerRelationshipManagement(CRM)

A customer relationship refers to the associationthat exists between an organisation and its

customers. Theserelationshipscan be built and strengthenedthrough the products or services

offered. In the telecom industry, customer relationshipsare particularly important, as companies

typicallyengagein long-term associationswith their customers.

The processof maintaining and nurturing these relationshipsis known as CustomerRelationship

Management(CRM). CRMenablesorganisationsto better understandcustomerneedsand address

them efficiently,effectively,andaccurately. Sincecustomerinformationextendsfar beyondwhat can

be stored in humanmemory,organisationsrely on CRMtools and applicationsto record, track, and

managecustomerdata.

Advantagesof CRM

ωMaintain a History: CRMsystemshelp recordŎǳǎǘƻƳŜǊǎΩpast purchases,interactions, and

requests. Thishistoricaldata allowscompaniesto anticipateneeds,improve satisfaction,and

increaseprofitability.

ω CustomerCategorisation: CRMenablessegmentationof customersbasedon the value they

bring to the business. Thisinsight helpsorganisationstailor servicesand benefits to different

customergroups.

ω ImprovesCustomerLoyalty: Byfosteringpositiverelationships,companiesstrengthencustomer

loyalty,leadingto repeatbusinessandlong-term profitability.
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1. Explainhow to categorizecustomerinteractionsandinitiate appropriateresolutionprocesses.

2. Showhow to categorizecustomerinteractionsandinitiate appropriateresolutionprocesses.

3. Explain the importance of providing immediate solutions where possible and informing
customersaboutestimatedresolutiontimes.

4. Demonstrate the processof providing immediate solutions and informing customersabout
estimatedresolutiontimes.

5. Elucidatethe processof prioritizingcustomerinteractionsbasedon urgency.

6. Showhow to prioritize customerqueriesand complaintsbasedon urgencyand organizational
guidelines.

7. Discussescalationproceduresandhow to seekguidancefor unresolvedqueries.

8. Show how to follow escalationproceduresfor unresolvedqueries and communicatethem
effectivelyto supervisors.

9. Demonstratethe processof coordinatingwith relevantdepartmentsto ensuretimely resolution
of customerconcerns.

10. Enlistmethodsfor coordinatingwith other departmentsto ensuretimely resolutionof customer
concerns.

2.3.1 Customer Relationship

UNIT 2.3: Resolution, Prioritization, and Escalation

Unit Objectives

Call CenterExecutive



ParticipantHandbook

38

ω EncouragesWord-of-Mouth Promotion& EnhancesReputation: Satisfiedcustomersoften share

their positiveexperienceswith others. Thisword-of-mouth advertisingenhancestheŎƻƳǇŀƴȅΩǎ

reputationandattractsnewcustomers.

Fig. 2.3.1 Benefits of CRM 

CustomerCategorization

InǘƻŘŀȅΩǎworld, telecomcompaniesservemillionsof customers,makingit challengingto offer every

individualthe mostsuitableproductsandservices. Toaddressthis,companieshaveadoptedcustomer

categorisation. Byclassifyingcustomersbasedon specificcriteriaτbroadlydividedinto landlineusers

and cell phone usersτtelecom providers can better understand customer needs and design

customisedproductsandservicesthat matchthoserequirements.

Importanceof CategorisingCustomers

With the wide rangeof productsandservicesofferedby telecomcompaniestoday,it becomesnearly

impossibleto provide customisedsolutions without categorisingcustomers. Categorisationhelps

organisationsunderstandcustomerneedsmore precisely,enablingthem to offer relevant services

andsolutions. Thisnot onlyenhancescustomersatisfactionbut alsoleadsto increasedprofitability for

the company.



39

Typesof Categorisation

Customerscanbecategorisedbasedonvariouscriteriasuchas:

ωGeographicallocation

ω Spendingpatterns

ω Usagebehaviour

ω Servicesutilised

ω Typeof service

ω Value-addedservices(VAS)

Forour purposes,we will focuson two keycriteria: typeof serviceandusage.

Typesof Services

Telecomservicesarebroadlydividedinto two categories:

ω Landline

ωMobile

LandlineServices

Landlineservicesrefer to telephoneconnectionsthat are installedat a specificlocation, suchas a

homeor anoffice. Theseservicescanbefurther classifiedinto:

ω HomeLandline

ωOfficeLandline(Corporate)

ω HotlineServices

HomeLandline

A home landline is a standard telephone connection

installedin a residence. It canbeeither wired or wireless.

ω Traditional wired landlines are now offered by a

limited number of serviceproviders,suchas Bharat

Sanchar Nigam Limited (BSNL) and Mahanagar

TelephoneNigamLimited(MTNL).

ωWireless landlines are provided by most leading

telecom companieslike Tata Teleservices,Reliance

Communications,Bharti Airtel, VodafoneIndia, and

IdeaCellular.

Fig 2.3.2 Landline Phone

OfficeLandline(CorporateCustomers)

Office landline customers,also known as corporate customers, have specialisedrequirements.

Typically, they need a singlemain phone numberτ either a 10-digit mobile number or an 8-digit

landlinenumberτ that connectsto multipleextensions.

ω Theseextensions,rangingfrom 4-digit to 7-digit numbers,allow callsto be routed within the

ƻǊƎŀƴƛǎŀǘƛƻƴΩǎinternalnetwork.

ω Thissetuphelpscompaniesmanagemultiple departmentsor employeesefficiently under one

centralcontactnumber.

Call CenterExecutive
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Fig 2.3.3  Landline phone at office

Fig 2.3.4  Extension-wise call transfer

HotlineςA hotline is a more advancedmodel of an office phoneconnection,primarily usedin the

CustomerServiceindustry, followed by Sales. Comparedto a standard office number, a hotline

numberhasa morecomplexstructure. It canbe either a regular8-digit numberor a 10-digit number,

suchasthe 1800-seriesnumber.

Themainhotline numberis linkedto anautomatedsystemcalleda VRU(VoiceResponseUnit),which

providesrecordedoptionsfor the caller. Basedon theŎǳǎǘƻƳŜǊΩǎselection,the systemautomatically

transfersthe callto asub-number,routingit to the extensionthat hasbeenfree the longest.
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Example:

If youcallABCTelecomat 1800123456, the VRUsystemanswersthe callandprovidesthe following

options:

ωDial1 for Service

ωDial2 for Sales

ωDial3 for Complaints

Eachdepartmenthasa sub-number under the main hotline number (1800123 456). Dependingon

your choice,the call is transferredto the correspondingdepartmentandthen automaticallyrouted to

the extensionof the staffmemberwhohasbeenavailablethe longest.

A customercare executivemust be skilled in classifyingcustomerinteractionsto ensurethat each

issueis handledefficiently and correctly. Categorizinga customerquery is the first and most critical

step in the resolutionprocess. It allowsyou to prioritize issues,route them to the right team, and

applythe correctstandardoperatingprocedure.

Customerinteractions can be categorizedbasedon severalkey factors. Think of this as a triage

process,similarto what amedicalprofessionalwoulddo in anemergencyroom.

1. ByIssueType:

Thisisthe mostcommonmethod. Youclassifythe interactionbasedon the natureof the problem.

ωTechnicalSupport: Issuesrelated to a product or servicenot working as intended (e.g., a

softwarebug,amalfunctioningdevice).

ωBilling & Payments: Questionsor disputes about invoices, charges,refunds, or payment

methods.

ωShipping& Logistics: Queriesaboutdeliverystatus,lostpackages,or damagedgoods.

ωProductInquiry: Questionsaboutproductfeatures,specifications,or availability.

ωComplaint: Customerexpressingdissatisfactionwith aproduct,service,or employee.

ωGeneralInquiry: Abroadquestionthat doesn'tfit into the other categories.

2. ByUrgencyor Priority:

Thisdetermineshowquicklythe issueneedsto beaddressed.

ω HighPriority: An issuethat is severelyimpactingthe customeror business. Examplesincludea

completeserviceoutagefor abusinessclientor asafety-relatedcomplaint.

ω MediumPriority: Anissuethat iscausinginconveniencebut isnot critical,likeabillingerror.

ω LowPriority: Generalquestionsor feedbackthat canbeaddressedwhentime permits.

3. ByCustomerSegment:

Someissuesarecategorizedbasedonwho the customeris.

ω VIP/KeyAccounts: Issuesfrom high-value customersmight be escalatedautomatically to a

dedicatedteam.

ω New Customers: Queriesfrom new usersmight be handledwith extra careto ensurea positive

first experience.

2.3.2 How to Categorize Customer Interactions

Call CenterExecutive
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Howto Initiate AppropriateResolutionProcesses

Onceaninteractioniscategorized,youcaninitiate the correctresolutionprocess. Thisprocessisoften

governedbypredefinedworkflowsandstandardoperatingprocedures(SOPs).

1. Logthe Interaction: Thefirst stepisto createa newcaseor ticket in the CRM. Thecaseshouldbe

accuratelytaggedwith the categoriesyouidentified(e.g., "Billing,""HighPriority,""VIP").

2. Apply a StandardProcedure: For common issues,there will be a documentedprocedure to

follow.

Å Example: BillingError. Theproceduremightbe:

o Verifythe customer'saccountandbillinghistory.

o Cross-referencethe chargeswith the serviceagreement.

o If anerror isfound,processacreditor refund.

o Sendaconfirmationemailto the customer.

3. RouteandEscalate: If the issueis complexor fallsoutsideof your expertise,youmustescalateit

to the appropriateinternal team.

ÅEscalationPath: Use the categoriesto determine the correct team. A "technical support"

querymight be routed to the ITdepartment,while a "legal" issuewould go to the legalteam.

TheCRMsystemoften hasrulesto automatethis routingprocess.

4. Communicatewith the Customer: Throughoutthe process,keepthe customerinformed. Provide

themwith acasenumber,anestimatedresolutiontime, andupdateson the progress.

5. Documentthe Resolution: Oncethe issueis resolved,document the final solution in the case

notes. Thisensuresthat you have a complete record for future referenceand for improving

internalprocesses.

2.3.3 The Importance of Immediate Solutions and Timely 
Updates

In a telecom call centre, providing immediate solutionswherever possibleand keepingcustomers

informed of estimated resolution times are critical for building trust and enhancingcustomer

satisfaction. Immediatesolutionshelpresolvesimplequeriesor requestsquickly,leavingthe customer

feelingvaluedand supported. Formore complexissuesthat require backendintervention,providing

an accurateestimatedresolution time ensurestransparency,managescustomerexpectations,and

reducesfrustration. The following scenariosillustrate the difference between actions that can be

resolved instantly and those that require planned follow-up, along with sample dialogues

demonstratingprofessionalcommunication.

Examplesof ImmediateSolutionsvs. EstimatedResolutionTimes
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Scenario 
(Customer Query)

Type of 
Resolution

Action Taken by 
Agent

Time 
Taken

Sample Dialogue

1. Customer forgot 
online account 
password

Immediate 
Solution

Reset password on 
the spot

2 minutes άL Ŏŀƴ ǊŜǎŜǘ ȅƻǳǊ 
password right now. 
Please follow the steps I 
ŀƳ ǎƘŀǊƛƴƎΦέ

2. Customer asks 
for current prepaid 
balance

Immediate 
Solution

Check in system and 
inform balance

1 minute ά¸ƻǳǊ ŎǳǊǊŜƴǘ ōŀƭŀƴŎŜ ƛǎ 
мроΦ ¸ƻǳ ƘŀǾŜ н D. Řŀǘŀ 

ǊŜƳŀƛƴƛƴƎΦέ

3. Customer wants 
to activate caller 
tune

Immediate 
Solution

Activate service 
immediately

3 minutes ά¸ƻǳǊ ŎŀƭƭŜǊ ǘǳƴŜ Ƙŀǎ ōŜŜƴ 
activated. It will reflect in 
ǘƘŜ ƴŜȄǘ мл ƳƛƴǳǘŜǎΦέ

4. Customer 
reports weak 
network in home 
area

Estimated 
Resolution

Register complaint, 
forward to technical 
team

24 hours άhǳǊ ǘŜŎƘƴƛŎŀƭ ǘŜŀƳ ǿƛƭƭ 
check your area network. 
It may take up to 24 
ƘƻǳǊǎΦέ

5. Customer 
requests new SIM 
replacement

Estimated 
Resolution

Process request, 
courier SIM to 
customer

2ς3 
working 
days

ά¸ƻǳǊ {La ǿƛƭƭ ōŜ 
delivered within 3 days. 
Here is your reference 
ƴǳƳōŜǊΦέ

6. Customer asks 
for refund of wrong 
recharge

Estimated 
Resolution

Raise refund 
request to billing 
team

48 hours άL ƘŀǾŜ ǊŀƛǎŜŘ ȅƻǳǊ ǊŜŦǳƴŘ 
request. The amount will 
be credited within 48 
ƘƻǳǊǎΦέ

7. Customer 
requests address 
change

Estimated 
Resolution

Update needs 
verification, send 
request to backend

72 hours ά¸ƻǳǊ ŀŘŘǊŜǎǎ ŎƘŀƴƎŜ 
request will be completed 
ƛƴ о ŘŀȅǎΦ ¸ƻǳΩƭƭ ǊŜŎŜƛǾŜ ŀƴ 
{a{Φέ

In a callcentre, not all customerqueriesandcomplaintsareequallyurgent. Someissues,suchasa lost
SIMor a network outage,require immediateattention, while others, like requestsfor new offers or
addresschanges,canbe handledwithin a longer timeframe. Prioritizingcustomerinteractionshelps
ensurethat criticalproblemsareresolvedfirst, customersatisfactionismaintained,andorganizational
guidelinesor ServiceLevelAgreements(SLAs)are followed. Theprocessinvolveslisteningcarefullyto
the customer,identifyingthe urgencylevelof the issue,checkingorganizationalguidelines,and then
takingactionaccordingly. Criticalissuesareeither resolvedimmediatelyor escalatedto higherteams,
whereaslessurgentmattersareaddressedwithin the definedresolutiontime. Communicatingclearly
with the customerabout expectedresolution times is also an essentialpart of prioritization, as it
buildstrust andmanagesexpectationseffectively.

2.3.4 Prioritizing Customer Interactions Based on Urgency

Call CenterExecutive
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Examples of Prioritizing Customer Queries and Complaints

Customer 
Query/Complaint

Urgency Level
Action by Agent (as per 

guidelines)
Resolution Timeline

Customer reports SIM 
lost

Critical Block SIM immediately to 
prevent misuse, initiate 
replacement

Within 15 minutes

Customer complains 
network outage

Critical Raise to technical team 
immediately, provide 
reference number

Within 1 hour

Customer requests 
wrong recharge refund

High Register complaint, escalate to 
billing team

Within 48 hours

Customer reports slow 
internet speed

High Troubleshoot, raise ticket if 
issue persists

24ς48 hours

Customer requests 
activation of caller 
tune

Medium Process directly through 
system

Within 10 minutes

Customer asks about 
latest recharge offers

Low Provide information politely Immediately on 
call/chat

Customer requests 
address change

Low/Medium Register request, inform 
customer about verification 
process

72 hours

In a call centre, not everycustomerquery or complaintcanbe resolvedimmediatelyby the agent.
Someissuesmayrequirespecialpermissions,technicalexpertise,or higher-level intervention. In such
cases,it is important to follow the escalationprocedure defined by the organization. Escalation
ensuresthat unresolvedqueriesare handledefficiently, preventsdelaysin service,and maintains
customersatisfaction.

The processof escalationinvolves identifying the unresolved issue, checkingthe organizational
guidelinesto determinethe appropriatelevelof escalation,andthen communicatingthe issueclearly
to the supervisoror concernedteam. While escalating,it is important to provideall relevantdetails
suchastheŎǳǎǘƻƳŜǊΩǎquery,actionsalreadytaken,referencenumbers,andanydeadlines. Thishelps
supervisorsunderstandthe situation quicklyand take appropriateaction. Additionally,keepingthe
customer informed about the escalationand expected resolution time is essential to maintain
transparencyandtrust.

Followingescalationproceduresalsoallowsagentsto seekguidancefor issuesthey arenot trainedor
authorizedto handle,ensuringthat problemsareresolvedwithout unnecessarydelaysor errors.

Howto FollowEscalationProcedures

2.3.5 Escalation Procedures and Seeking Guidance
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Step Action Example/Dialogue

1. Identify 
unresolved query

Determine if the issue 
cannot be solved at your 
level

ά¢ƘŜ ŎǳǎǘƻƳŜǊΩǎ {La ƛǎ ōƭƻŎƪŜŘ ŘǳŜ ǘƻ ŀ ǎȅǎǘŜƳ 
ŜǊǊƻǊ ǘƘŀǘ L Ŏŀƴƴƻǘ ƻǾŜǊǊƛŘŜΦέ

2. Check escalation 
guidelines

Refer to SOPs or 
organizational 
instructions for escalation

ά!ŎŎƻǊŘƛƴƎ ǘƻ {htΣ {La-related technical errors 
should be escalated to the Technical Team 
[ŜŀŘΦέ

3. Communicate to 
supervisor/team

Provide complete details 
of the issue and actions 
already taken

άL ƘŀǾŜ ǊŜŎŜƛǾŜŘ ŀ ŎƻƳǇƭŀƛƴǘ ŦǊƻƳ aǊΦ {ƘŀǊƳŀ 
(Ref #12345). His SIM is blocked, and I 
attempted a reset, but it requires technical 
ƛƴǘŜǊǾŜƴǘƛƻƴΦ tƭŜŀǎŜ ŀŘǾƛǎŜΦέ

4. Record escalationNote down the reference 
number or log in CRM

Enter escalation in CRM or ticketing system for 
tracking

5. Inform the 
customer

Politely explain the 
escalation and provide 
estimated resolution time

άL ƘŀǾŜ ŜǎŎŀƭŀǘŜŘ ȅƻǳǊ ƛǎǎǳŜ ǘƻ ƻǳǊ ¢ŜŎƘƴƛŎŀƭ 
Team. You will receive a resolution within 24 
hours, and here is your reference number to 
ǘǊŀŎƪ ƛǘΦέ

6. Follow up Track the progress and 
update the customer 
once resolved

ά¸ƻǳǊ {La ƛǎǎǳŜ Ƙŀǎ ōŜŜƴ ǊŜǎƻƭǾŜŘΦ ¢Ƙŀƴƪ ȅƻǳ 
ŦƻǊ ȅƻǳǊ ǇŀǘƛŜƴŎŜΦέ

As a TelecomCustomerCareExecutive,you often encountercustomerqueriesor complaintsthat
cannot be resolved independently. Some issuesmay require input from technical teams, billing
departments,network teams,or other specializedunits. Coordinatingeffectively with the relevant
departmentsensuresthat customerconcernsareresolvedquicklyandaccurately,maintainingservice
qualityandcustomersatisfaction.

Theprocessinvolvesidentifyingthe departmentresponsiblefor the issue,communicatingthe details
clearly, tracking the progress,and keepingthe customer informed about the status and expected
resolution time. Proper coordination avoidsdelays,prevents miscommunication,and ensuresthe
organizationmeetsits ServiceLevelAgreements(SLAs).

For effective coordination, it is important to follow organizationalguidelines,use the available
communicationchannels(likeCRMsystems,emails,internalchat,or calls),andmaintainrecordsof all
actions taken. This also helps in following up with departmentsand providing timely updates to
customers.

2.3.6 Coordinating with Relevant Departments for Timely 
Resolution

Call CenterExecutive



46

Methods for Coordinating with Other Departments

Method Description / Example

Internal CRM/Ticketing 
System

Raise tickets or log issues in the system with all customer details. Track 
status and follow up regularly. 
Example: Logging a network outage complaint in the technical 
ticketing system.

Email Communication Send detailed emails to relevant departments with all necessary 
information and attachments. 
Example: Emailing the billing team about a wrong recharge or refund 
request.

Phone or Internal Calls Directly contact the concerned department or team lead to explain 
urgent issues. 
Example: Calling the technical team for a critical SIM-block issue.

Internal Chat / Messaging 
Tools

Use approved messaging platforms to quickly share information and 
updates. 
Example: Sending a chat message to the network team for real-time 
updates on service outages.

Escalation to Supervisor / 
Team Lead

If the issue is complex or urgent, escalate to supervisor for faster 
coordination. 
Example: Escalating a pending customer complaint that requires cross-
department approval.

Follow-up and Tracking Continuously monitor the status of the request or complaint and 
provide updates to the customer. 
Example: Checking the CRM ticket daily until the technical issue is 
resolved and informing the customer.

ParticipantHandbook
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3. Handling Inbound 
& Outbound Calls for 
Service and Sales

TEL/N0101

Unit 3.1 - Professional Call Handling and Service 

Quality

Unit 3.2 - Customer Data Management and Sales 

Opportunities

Unit 3.3 - Documentation and Inter-Department 

Coordination
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explain the importance of following standard calling scripts and tele calling guidelines to
maintainservicequalityandcompliance.

2. Demonstratehow to handle inbound and outbound callsprofessionallyusingstandardcalling
scriptsandtele callingguidelines.

3. Describeprofessionaltechniquesfor handling inbound and outbound calls effectively while
addressingcustomerneeds.

4. Demonstratehow to handle inbound and outbound callsprofessionallyusingstandardcalling
scriptsandtele callingguidelines.

5. DiscusskeycallhandlingmetricssuchasAverageCallHandlingTime(ACHT),AverageHoldTime
(AHT),andTurnaroundTime(TAT)to enhanceefficiency.

6. Show how to managecall handling time efficiently while adhering to ACHT,AHT,and TAT
guidelines.

7. Elucidatethe processof collectingandverifyingcustomerdatafor serviceandsalesinteractions.

8. Demonstratethe processof collecting and verifying customer data during serviceand sales
interactions.

9. Explainmethodsto identify potential salesopportunitiesby analyzingcustomerusagepatterns
andpreferences.

10. Showhow to identify potential salesopportunities by analyzingcustomerusagepatterns and
preferences.

11. Describehow to presenttelecomproductsandservicesby explainingFeatures,Advantages,and
Benefits(FABs)to customers.

12. Demonstratehow to presenttelecomproductsandservicesusingthe Features,Advantages,and
Benefits(FAB)approach.

13. Discusstechniquesfor offering customizedsolutions to customersbasedon their needsand
preferences.

14. Showhow to offer customizedsolutionsto customersbasedon their needs.

15. Explainbestpracticesfor documentingcustomerfeedback,inquiries,andcomplaintsaccurately
in CRMsystems.

16. Demonstrateproper documentationof customer feedback,inquiries, and complaintsin CRM
systems.

17. Enlistcoordinationmethodswith salesandmarketingteamsfor effectiveleadmanagementand
follow-ups.

18. Showhow to coordinatewith salesandmarketingteamsfor leadmanagementandfollow-ups.

ParticipantHandbook



By the end of this unit, the participants will be able to:

In a call centre, maintaining servicequality and complianceis essentialfor ensuringa consistent

customerexperienceandprotectingthe organizationfrom errorsor regulatoryissues. Standardcalling

scripts and tele-calling guidelinesprovide a structured approach for handling both inbound and

outboundcalls.

Å Communicateaccurateinformationconsistently.

Å Maintainprofessionaltoneandpolitenessthroughoutthe conversation.

Å Coverall requiredpoints,includingverification,solutions,andcompliancestatements.

Å Reduceerrors, misunderstandings,or omissionsthat could affect customersatisfactionor legal

compliance.

Å Improveefficiencybyguidingthe conversationin a logicalsequence.

Guidelinesalso help agentsmanagecallsprofessionally,includinggreetings,call handlingetiquette,

verificationprocesses,escalationprocedures,andclosingthe callpolitely. Thisstandardizationensures

uniformservicequalityacrossall agentsandinteractions.

HandlingInboundandOutboundCallsProfessionally

InboundCalls

1. Greeting: Answerthe callpromptlyandpolitely.

Å Example:άDƻƻŘmorning! Thankyou for callingXYZTelecom. My nameis Priya. How may I

assistyouǘƻŘŀȅΚέ

2. Verification: Confirmcustomerdetailsasper companypolicy.

3. Identify the Query/Issue: Listencarefullyandaskclarifyingquestions.

51

1. Explain the importance of following standard calling scripts and tele-calling guidelines to
maintainservicequalityandcompliance.

2. Demonstratehow to handle inbound and outbound callsprofessionallyusingstandardcalling
scriptsandtele-callingguidelines.

3. Describeprofessionaltechniquesfor handling inbound and outbound calls effectively while
addressingcustomerneeds.

4. Discusskeycall handlingmetricssuchasAverageCallHandlingTime(ACHT),AverageHoldTime
(AHT),andTurnaroundTime(TAT)to enhanceefficiency.

5. Show how to managecall handling time efficiently while adhering to ACHT,AHT,and TAT
guidelines.

3.1.1 Importance of Following Standard Calling Scripts and 
Tele-Calling Guidelines

UNIT 3.1: Professional Call Handling and Service Quality

Unit Objectives

Call CenterExecutive
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4. ProvideSolutionor Information: Usethe scriptto giveaccuratedetailsor guidethe customer.

5. Escalationif Needed: Followthe escalationprocedurefor unresolvedissues.

6. Closure: Confirmresolutionandthankthe customer.

Å Example:άLΩƳgladI couldhelp. Yourissuehasbeenresolved. Thankyou for callingXYZTelecom.
HaveagreatŘŀȅΗέ

OutboundCalls

1. Introduction: Introduceyourselfandthe purposeof the callclearly.

Å Example:άIŜƭƭƻΣthis is Rahulfrom XYZTelecom. I am callingto inform you about your new
rechargeplanoptions.έ

2. VerifyCustomerDetails: Ensureyouarespeakingto the correctperson.

3. ProvideInformation or Offer Services: Follow the approvedscript for promotions, surveys,or
reminders.

4. HandleObjectionsor Questions: Respondpolitelyusingthe guidelines.

5. Closure: Confirmnextsteps,thankthe customer,andendthe callprofessionally.

Å Example: ά¢Ƙŀƴƪyou for your time. If you choosethe plan, you will receiveconfirmation
shortly. HaveaniceŘŀȅΗέ

Professionaltechniquesfor handling both inbound and outbound calls are essentialfor a positive

customerexperience. Whileboth requireexcellentcommunication,the approachfor eachtypeof call is

slightlydifferent.

InboundCallTechniques

Inbound calls are initiated by the customer, meaning they are reachingout with a specificneed,

question,or problem. Thefocushereison listeningandunderstanding.

Å Prompt and Positive Greeting: Answerthe call within two to three rings with a friendly and

professionalgreeting. Stateyour nameandthe companyname. Forexample,"Hello, this is Alex

from AcmeInc. HowcanI helpyoutoday?"

Å ActiveListening: Let the customerfully explaintheir reasonfor callingwithout interruption. Use

verbal cueslike "I see," or "Go on," to show you're engaged. Thispreventsyou from making

assumptionsandensuresyouaddresstheir actualneed.

Å Empathizeand Acknowledge: Showempathyby acknowledgingtheir situation,especiallyif they

are upset or frustrated. This builds rapport and de-escalatestension. Use phrases like, "I

understandyourfrustrationwith this issue,"or "I'm sorryto hearthat happened."

Å ConfirmUnderstanding: Beforeprovidingasolution,rephrasethe customer'sproblemto confirm

you've understoodit correctly. For instance,"Just to be clear,you're looking for an update on

yourorderstatus,isthat right?"

3.1.2 Professional techniques for handling inbound and 
outbound calls effectively while addressing customer 
needs
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Å Offer SolutionsandTakeAction: Basedon yourunderstanding,provideclear,concisesolutions. If

you needto put them on hold, askfor their permissionfirst and providea time estimate. Once

the issueisresolved,confirmthe customerissatisfiedbeforeendingthe call.

OutboundCallTechniques

Outboundcallsare initiated by you, the representative,often for purposeslike follow-ups,sales,or

informationgathering. Thefocusisonbeingpreparedandrespectfulof the customer'stime.

Å BePrepared: Beforemakingthe call,haveall relevantcustomerinformation and the purposeof

yourcallready. Knowexactlywhat youneedto discussto makethe conversationefficient.

Å ClearIntroduction: Beginthe call by introducingyourselfand your company. Immediatelystate

the purposeof your call clearlyand concisely. Forexample,"Hello, my nameis Chriswith Tech

Solutions. I'm callingto follow up on the supportticketyousubmittedlastweek."

Å Checkfor Availability: Respectthe customer'stime by askingif it's a goodtime to talk. If they are

busy,offer to callbackat a moreconvenienttime. Thissimpleact showsconsideration. "Is now a

goodtime to speak?"

ÅMaintain a Positiveand ConfidentTone: Yourtone shouldbe positiveand professional. Speak

clearlyandat a moderatepace. Soundingconfidentandknowledgeablemakesthe customerfeel

securein yourability to helpthem.

Å Providea ClearCallto Action: Concludethe callby summarizingwhat wasdiscussedandstating

the next steps. Forexample,"I've sent you the instructionsvia email. Pleaselet me know if you

haveanyquestions. Haveagreatday!"

1. AverageCallHandleTime(ACHT)/ AverageHandlingTime(AHT)

Å Definition: Theaveragedurationof a customerinteraction,includingTalkTime,HoldTime,and

After-CallWork(WrapTime).

Å Formula:

3.1.3 Common Call Centre Metrics and adherence to the 
guidelines

Å Important Note: ReducingACHTmustnevercompromisecallqualityor customerservice. Thegoalis

to find the right balanceτefficienthandling+qualityengagement.

Call CenterExecutive



ParticipantHandbook

54

In a call centre, efficiently managingcall handlingtime is crucialto meet AverageCallHandlingTime
(ACHT/AHT)and TurnaroundTime(TAT)guidelines,while still providingquality serviceto customers.
Efficientcallhandlingensuresthat more customersareassistedin lesstime without compromisingthe
accuracyor qualityof service.

Tomanagecallhandlingtime effectively,agentsshould:

1. Preparebefore the call: Haveall necessarytools, systems,and information ready to minimize
delaysduringthe conversation.

2. Follow standard scripts: Using approved scripts ensures that all key points are covered
systematically,reducingthe needfor repeatedexplanations.

3. Listenactivelyandunderstandthe issuequickly: Identify theŎǳǎǘƻƳŜǊΩǎconcernearlyto provide
asolutionwithout unnecessaryback-and-forth.

4. Usehold time wisely: Onlyplacecustomerson hold when necessary,andminimizehold time to
maintainserviceefficiency.

5. Handlewrap-up (after-callwork) efficiently: Completedocumentation,logging,or ticket updates
promptlyafter the call.

6. Prioritizeand escalateappropriately: For complexissuesthat cannot be resolvedimmediately,
escalate to the relevant department to avoid exceedingTAT while keeping the customer
informed.

7. Avoidunnecessaryconversationor delays: Stayprofessionalbut conciseto maintainefficiency.

By following these practices,agentscan meet ACHT/AHTtargets, reduce customerwait times, and
ensurethat TATfor complaintsor requestsismaintainedwithin SLAlimits.

Step Action Impact on ACHT/AHT/TAT

1. Preparation Gather customer details, account 
info, and system access

Reduces talk time and hold time

2. Use script Follow approved call flow Ensures no steps are missed; 
saves time

3. Active listening Quickly understand the query Minimizes back-and-forth and 
call duration

4. Efficient hold Place on hold only when 
required

Reduces Average Hold Time 
(AHLDT)

5. Prompt wrap-up Log issue or update CRM 
immediately

Keeps TAT within SLA

6. Escalation if needed Forward unresolved issues to 
correct department

Avoids delays and ensures timely 
resolution

7. Clear closure Confirm resolution with 
customer

Prevents repeat calls, improving 
overall efficiency
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By the end of this unit, the participants will be able to:

In serviceandsalesinteractions,accuratecustomerdata is critical for providingpersonalizedsolutions,

buildingtrust, and ensuringcompliancewith companypoliciesand legalrequirements. Theprocessof

collectingand verifyingcustomerdata involvessystematicstepsto ensurethe information is reliable

andcomplete.

1. CollectingCustomerData

Customerdatacanbecollectedduringinteractionsusingvariousmethods:

Å Direct questioning: Politelyaskcustomersfor their detailssuchas name,contact information,

address,andpreferences.

Å Usingforms or digital platforms: CollectinformationthroughCRMforms,webportals,or mobile

applications.

Å Observingbehavior: Trackcustomer interactions,purchasehistory, and feedbackpatterns to

gaininsights.

Å Third-party sources: Obtainadditionaldata from authorizeddata brokers,ensuringcompliance

with dataprivacyregulations.

2. VerifyingCustomerData

Oncedataiscollected,it mustbeverifiedfor accuracyandcompleteness:

Å Cross-checkinformation: Comparethe provideddata with existingrecordsin CRMsystemsor

officialdocuments.

1. Elucidatethe processof collectingandverifyingcustomerdatafor serviceandsalesinteractions.

2. Demonstratethe processof collecting and verifying customer data during serviceand sales
interactions.

3. Explainmethodsto identify potential salesopportunitiesby analyzingcustomerusagepatterns
andpreferences.

4. Showhow to identify potential salesopportunities by analyzingcustomerusagepatterns and
preferences.

5. Describehow to presenttelecomproductsandservicesby explainingFeatures,Advantages,and
Benefits(FABs)to customers.

6. Demonstratehow to presenttelecomproductsandservicesusingthe Features,Advantages,and
Benefits(FAB)approach.

7. Discusstechniquesfor offering customizedsolutions to customersbasedon their needsand
preferences.

8. Showhow to offer customizedsolutionsto customersbasedon their needs.

3.2.1 Collecting and Verifying Customer Data for Service and 
Sales Interactions

UNIT 3.2: Customer Data Management and Sales Opportunities

Unit Objectives
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Å Confirmwith the customer: Politelyconfirm detailssuchasphonenumbers,addresses,and email

IDsduringthe interaction.

Å Validate authenticity: Ensure sensitive information like payment or identification details is

legitimateandsecure.

Understandingcustomerbehavioriskeyto uncoveringpotentialsalesopportunities. Byanalyzingusage

patterns and preferences,businessescan identify products or servicesthat are likely to interest

individualcustomers,enablingpersonalizedrecommendationsandimprovedsalesperformance.

1. Methods to Identify SalesOpportunities

a)AnalyzingPurchaseHistory:

Å Reviewwhatproductsor servicesthe customerhaspreviouslybought.

Å Identify trendssuchasfrequentlypurchaseditemsor seasonalbuyingpatterns.

Å Example: A customerfrequentlybuyingprepaidrechargepacksmaybe interestedin premium

dataplans.

b) MonitoringServiceUsagePatterns:

Å Trackhowcustomersuseexistingproductsor services.

Å Lookfor underutilizedservicesor featuresthat canbeupgraded.

Å Example: A customerusingbasicinternet servicescouldbe offered a higher-speedplan based

onusagepatterns.

c)CollectingCustomerFeedbackandPreferences:

Å Usesurveys,ratings,or direct feedbackto understandcustomerinterests.

Å Identifyareaswherecustomersexpressadesirefor additionalservicesor improvements.

d) SegmentingCustomers:

ÅGroupcustomersbasedondemographics,purchasebehavior, andpreferences.

Å Tailormarketingcampaignsandrecommendationsto eachsegmentfor higherconversion.

e)LeveragingCRMandAnalyticsTools:

Å UseCRMsoftwareto analyzehistoricalinteractions,complaints,andinquiries.

Å Predictpotentialneedsor upsell/cross-sellopportunitiesbasedon patternsdetected.

2. IdentifyingSalesOpportunities

Å CollectData: Pullcustomerinformation from CRM,includingpastpurchases,serviceusage,and

feedback.

Å AnalyzePatterns: Examinefrequency,timing,andtypeof usageto detecttrends.

Å Identify Gapsor Needs: Spot productsor servicesthe customerhasnot yet availedbut may

benefit from.

3.2.2 Identifying Potential Sales Opportunities through 
Customer Usage Patterns and Preferences

Call CenterExecutive



ParticipantHandbook

58

Fig. 3.2.1 FABStatement

Identifyingthe variousUSPs(UniqueSellingPoints),advantages,andbenefitsof a productor serviceis

essentialfor creatingeffectivesalesandmarketingmessages. TheFeatures,Advantages,andBenefits

(FAB)techniqueis a proven method that helps telecom executivesexplainwhy a customershould

choosea particularproduct or service. It connectsproduct detailswith customerneeds,makingthe

salespitchmorepersuasiveandcustomer-focused.

1. UnderstandingFABStatements

Å Features(F):

Specificcharacteristicsor technicaldetailsof aproduct/service.

Example:ά¢ƘƛǎplanoffersunlimitedcallingacrossIndia.έ

Å Advantages(A):

Howthe featureaddsfunctionalvalueor solvesaproblem.

Example:ά¸ƻǳŘƻƴΩǘhaveto worry aboutcalllimitsor extracharges.έ

3.2.3 Presenting Telecom Products and Services Using the 
Features, Advantages, and Benefits (FAB) Approach

ÅMakeRecommendations: Suggestrelevantproductsor servicestailoredto theŎǳǎǘƻƳŜǊΩǎusageand

preferences.

Å Follow-Up: Trackthe effectivenessof recommendationsand refine strategiesbasedon customer

response.

Å Benefits(B):

The real value or outcome the

customer experiences. This

connects directly to customer

needsandlifestyle.

Example: ά¸ƻǳcan stay

connectedwith familyandfriends

anytime without worrying about

costs.έ

Together,thesestatementsmove from what the product has,to whyƛǘΩǎuseful,to how it improves

theŎǳǎǘƻƳŜǊΩǎlife.

2. Stepsto CreateFABStatements

Å Step1: Listall featuresof the product/service.

Å Step2: Foreachfeature,identify oneor moreadvantages.

Å Step 3: Put yourself in the ŎǳǎǘƻƳŜǊΩǎshoesand highlight the benefit that matters most to

them.

ά{ƻƳŜexecutivesstart with the benefit (what matters most to the customer)and then explainthe

advantageandfeaturethat supportsit. Thisworkswell for customerswho arelesstechnicalandmore

focusedonoutcomes.έ
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3. ApplyingFABto TelecomProducts

Example1ςMobilePhonewith GorillaGlass

Å Feature: Thephonecomeswith GorillaGlass3.

Å Advantage: Thescreenisprotectedfrom scratchesandaccidentaldamage.

Å Benefit: Thecustomerenjoyspeaceof mind while travelingor carryingthe phonewith keysand

coins,ensuringthe screenremainscleanandlong-lasting.

Example2ςTelecomDataPlan

Å Feature: High-speed4G/5Gdatawith unlimitedusage.

Å Advantage: Seamlessbrowsing,streaming,anddownloadingwithout interruption.

Å Benefit: Customerscanwork, study,or enjoy entertainmenton the go without worrying about

slowspeedsor dataexhaustion.

Example3ςBroadbandConnection

Å Feature: 24/7 customersupportwith quickissueresolution.

Å Advantage: Anyservicedisruptioncanbeaddressedimmediately.

Å Benefit: Customerssavetime, avoid frustration, and enjoy uninterrupted internet for work or

leisure.

4. Importanceof FABin SalesInteractions

Å Helpsexecutivesstayfocusedandstructuredduringproductpresentations.

Å Makescommunicationcustomer-centricby linkingproductfeaturesto actualneeds.

Å Buildstrust byshowinghowthe serviceaddsrealvalue.

Å Increasesconversionratesby highlightingbenefits that matter most to the buyer (suchascost

savings,reliability,or convenience).

Providingcustomizedsolutionshelpsbuild strongerrelationships,enhancescustomersatisfaction,and

increasesloyalty. In telecom and serviceindustries, tailoring solutions ensuresthat products and

servicesaligncloselywith aŎǳǎǘƻƳŜǊΩǎlifestyle,usagehabits,andexpectations.

Techniquesfor OfferingCustomizedSolutions

1. ActiveListeningandProbingQuestions

Å Listencarefullyto understandcustomerneeds,challenges,andpreferences.

Å Askprobingquestionslike:άIƻǿoften do youusethe internet for workorŜƴǘŜǊǘŀƛƴƳŜƴǘΚέ

Å ά5ƻyoupreferprepaidflexibilityor postpaidŎƻƴǎƛǎǘŜƴŎȅΚέ

2. CustomerProfilingandSegmentation

Å UseCRMdata to categorizecustomersbasedon demographics,purchasehistory,andusage

behavior.

ÅOffersolutionsthat matcheachŎǳǎǘƻƳŜǊΩǎprofile (e.g., students,professionals,families).

3.2.4 Offering Customized Solutions to Customers Based on 
Their Needs and Preferences

Call CenterExecutive



60

3. UsagePatternAnalysis

Å Trackcallfrequency,dataconsumption,rechargecycles,or servicecomplaints.

Å Recommendupgradesor additionalservicesbasedonobservedtrends.

4. HighlightRelevantFeatures,Advantages,andBenefits(FAB)

Å Focuson featuresthat directlyaddresstheŎǳǎǘƻƳŜǊΩǎpainpoints.

Å Emphasizebenefitsthat addvalueto their personalor professionallife.

5. PersonalizedCommunication

Å Avoidgenericsalespitches. Instead,usetheŎǳǎǘƻƳŜǊΩǎnameandrefer to their specificneeds.

Å Example:ά{ƛƴŎŜyoutravel frequently,our internationalroamingplanmaysuityoubetter.έ

6. FlexibilityandOptions

Å Present2ς3 tailoredchoicessocustomersfeel in control.

Å Example: OfferaάǿƻǊƪ-from-ƘƻƳŜέbroadbandpackagevs. aάŦŀƳƛƭȅŜƴǘŜǊǘŀƛƴƳŜƴǘέpackage.

7. Follow-UpandFeedback

Å After offeringasolution,checkcustomersatisfaction.

Å Usefeedbackto refine future recommendations.

Howto Offer CustomizedSolutions

Scenario1ςCustomerNeedingMore Data:

Step1: Askabouttheir currentusage:ά5ƻyoumainlyusedatafor streamingor forǿƻǊƪΚέ

Step2: Identifythe gap: Thecustomeroften runsout of datamid-month.

Step3: Offersolution:ά.ŀǎŜŘon your usage,LΩŘrecommendupgradingto our 50GBmonthlydata

plan. Thisensuresuninterrupted streamingandvideocalls.έ

Scenario2ςFamilyCustomerLookingfor Value:

Step1: Understandtheir need: Theywant affordableservicesfor multiple familymembers.

Step2: Identifyopportunity: Theyrechargeeachnumberseparately.

Step3: Offer solution:άLƴǎǘŜŀŘof multiple recharges,our family packallows4 connectionsunder

oneplanwith unlimitedcallsanddatasharing.LǘΩǎmorecost-effectiveandconvenient.έ

Scenario3ςBusinessCustomerSeekingReliability:

Step1: Askaboutwork requirements:ά5ƻyourelyonvideocallsor remoteaccessŦǊŜǉǳŜƴǘƭȅΚέ

Step2: Identify issue: Theyfacedowntimewith basicbroadband.

Step 3: Offer solution: άhǳǊbusiness-gradebroadbandwith dedicatedsupport ensuresminimal

downtimeandpriority issueresolution,helpingyourwork run smoothly.έ

By carefully understandingcustomer needs and preferences,analyzingtheir usagebehavior, and

applying the FABapproach,executivescan offer customizedsolutions that are both relevant and

valuable. This not only improves customer satisfaction but also strengthens long-term business

relationships.

Role-PlayActivity: OfferingCustomizedSolutions
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Scenario Customer Concern Executive Dialogue 

1. Data Usage Customer άL ƪŜŜǇ ǊǳƴƴƛƴƎ ƻǳǘ ƻŦ ƳƻōƛƭŜ 
data before the end of the 
ƳƻƴǘƘΦέ

-9ȄŜŎǳǘƛǾŜΥ άL ǳƴŘŜǊǎǘŀƴŘΣ ǘƘŀƴƪ 
you for sharing. May I ask how 
you mainly use your data ςfor 
work, browsing, or streaming 
ǾƛŘŜƻǎΚέ 
-/ǳǎǘƻƳŜǊΥ άaƻǎǘƭȅ ǎǘǊŜŀƳƛƴƎ 
ŀƴŘ ƻƴƭƛƴŜ ŎƭŀǎǎŜǎΦέ 
-9ȄŜŎǳǘƛǾŜΥ ά.ŀǎŜŘ ƻƴ ǘƘŀǘΣ L 
suggest upgrading to our 50GB 
monthly plan. It offers faster 
speeds and enough data to cover 
your streaming and classes 
without interruptions. This 
ƳŜŀƴǎ ȅƻǳ ǿƻƴΩǘ ƴŜŜŘ ǘƻ 
recharge repeatedly, saving you 
ōƻǘƘ ǘƛƳŜ ŀƴŘ ƳƻƴŜȅΦέ

2. Family Customer ά²Ŝ ƘŀǾŜ ŦƻǳǊ ŦŀƳƛƭȅ ƳŜƳōŜǊǎΣ 
and I recharge each number 
ǎŜǇŀǊŀǘŜƭȅΦ LǘΩǎ ŜȄǇŜƴǎƛǾŜΦέ

-9ȄŜŎǳǘƛǾŜΥ άL ǎŜŜΦ aŀȅ L ŀǎƪ Ƙƻǿ 
much you usually spend on 
ǊŜŎƘŀǊƎŜǎ ŦƻǊ ŀƭƭ ŦƻǳǊ ƳŜƳōŜǊǎΚέ 
-/ǳǎǘƻƳŜǊΥ ά!ǊƻǳƴŘ мΣнлл ŀ 
ƳƻƴǘƘΦέ 
-9ȄŜŎǳǘƛǾŜΥ άLƴǎǘŜŀŘ ƻŦ ƳǳƭǘƛǇƭŜ 
recharges, I recommend our 
Family Pack plan. It allows 4 
numbers under one connection, 
with unlimited calls and data 
sharing. This reduces your 
monthly expense and makes it 
easier to manage with a single 
ǊŜŎƘŀǊƎŜΦέ

3. Business Professional άL ǿƻǊƪ ŦǊƻƳ ƘƻƳŜΣ ŀƴŘ ƛƴǘŜǊƴŜǘ 
downtime is a big problem for 
ƳŜΦέ

-9ȄŜŎǳǘƛǾŜΥ ά¢Ƙŀƴƪ ȅƻǳ ŦƻǊ 
sharing. Do you rely more on 
video calls, large file transfers, or 
ōƻǘƘΚέ 
-/ǳǎǘƻƳŜǊΥ άaƻǎǘƭȅ ǾƛŘŜƻ Ŏŀƭƭǎ 
ŦƻǊ ƳŜŜǘƛƴƎǎΦέ 
-9ȄŜŎǳǘƛǾŜΥ άLƴ ǘƘŀǘ ŎŀǎŜΣ ƻǳǊ 
Business Broadband plan would 
be ideal. It provides higher speed 
and comes with priority support, 
so any issues are resolved 
quickly. This will ensure your 
meetings run smoothly without 
ƛƴǘŜǊǊǳǇǘƛƻƴǎΦέ
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By the end of this unit, the participants will be able to:

Definition:

Feedbackis organizedinformation collected from customersabout their opinions,suggestions,and

experiencesregardingaproductor service.

Importanceof CustomerFeedback

1. UnderstandingCustomerPerceptions: Customerfeedbackhelpstelecomcompaniesunderstandhow

customersrate their productsor servicesin comparisonto competitors.

Example: Customersmay prefer the network coverageof ABCTelecomover XYZTelecom. This

signalsXYZTelecomto improveits coverageto meetcustomerexpectations.

2. IdentifyingStrengthsandWeaknesses: FeedbackhighlightswhereaŎƻƳǇŀƴȅΩǎproductsandservices

exceland where they fall short. Thiscomparisonwith both customerexpectationsand competitor

performanceallowscompaniesto takecorrectivemeasures.

3. EvaluatingCustomer Service: Feedbackenables telecom companiesto assesshow effectively

employeesinteractwith andsupportcustomers.

Å CustomerSatisfactionSurveysarewidelyusedto determinewhethercustomerissuesarebeing

resolvedandqueriesansweredsatisfactorily.

Å If multiplesurveysmentionthat certainrepresentativesarerudeor unhelpful,the companycan

providetrainingor correctiveactionto improveservicequality.

4. DrivingContinuousImprovement: Bylisteningto customersregularly,telecomcompaniescanrefine

their offerings,improveservicedelivery,andbuild long-term trust andloyalty.

1. Explainbest practicesfor documentingcustomerfeedback,inquiries,and complaintsaccurately
in CRMsystems.

2. Demonstrateproper documentationof customer feedback,inquiries, and complaints in CRM
systems.

3. Enlistcoordinationmethodswith salesandmarketingteamsfor effectiveleadmanagementand
follow-ups.

4. Showhow to coordinatewith salesandmarketingteamsfor leadmanagementandfollow-ups.

3.3.1 Customer Feedback and Its Importance

UNIT 3.3: Documentation and Inter-Department Coordination

Unit Objectives
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Accuratedocumentationof customerinteractionsisessentialfor maintainingservicequality,resolving

issuesefficiently, and improving customer experience. CRM(CustomerRelationshipManagement)

systemshelporganize,track,andanalyzetheseinteractionssystematically.

BestPracticesfor DocumentingCustomerFeedback,Inquiries,andComplaints

1. RecordInformation Promptly:

Å Documentfeedback,inquiries,or complaintsimmediatelyafter the interactionto avoidmissing

details.

2. BeClearandConcise:

Å Use simple, preciselanguage. Avoid jargon or abbreviationsthat may confuseother team

members.

3. CaptureRelevantDetails:

Å Include the ŎǳǎǘƻƳŜǊΩǎname, contact information, account number, product/service in

question,andinteractiondate/time.

Å Forcomplaintsor inquiries,includethe issuedescription,causeif known,andurgencylevel.

4. CategorizeCorrectly:

Å Tagthe interactionasfeedback,inquiry,or complaint.

Å Assignappropriatecategoriesor subcategories(e.g., billing, network issue,technicalsupport)

for easierreportingandtracking.

5. UseCRMFieldsConsistently:

Å Fillall mandatoryfieldsin the CRMto ensurecompleteness.

Å Followcompanystandardsfor notesanddescriptionsto maintainuniformity.

6. DocumentActionsTaken:

Å Recordthe stepstakento resolvethe issue,includingfollow-ups,escalations,or commitments

to the customer.

7. Maintain ProfessionalTone:

Å Useneutralandfactuallanguage. Avoidpersonalopinionsor emotionalexpressions.

8. UpdateStatusRegularly:

Å Keepthe CRMupdated with the latest status, whether the issue is resolved,pending,or

escalated.

ProperDocumentationin CRMSystems

3.3.2 Documenting Customer Feedback, Inquiries, and 
Complaints in CRM Systems

CustomerInteraction CRM Documentation Example

Feedback - Customer Name: Ramesh Kumar 
- Contact: 9876543210 
- Product: 4G Mobile Data Plan 
- Feedback: Appreciates uninterrupted network 
coverage in rural areas. 
- Date/Time: 02/10/2025, 11:30 AM 
- Action Taken: Logged for performance 
recognition. 
- Category: Feedback
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3. KeyTipsfor CRMDocumentation

Å Alwaysdouble-checkcustomerdetailsbeforesavingrecords.

Å AvoidvagueentrieslikeάŎǳǎǘƻƳŜǊǳƴƘŀǇǇȅέ; specifythe reasonclearly.

Å UseCRMfeatureslike tags,priority markers,andremindersfor efficient tracking.

Å Ensureall sensitiveinformationisdocumentedsecurelyandcomplieswith dataprivacylaws.

Inquiry - Customer Name: Priya Sharma 
- Contact: 9123456780 
- Product: Postpaid Plan 
- Inquiry: Wants information about international roaming charges. 
- Date/Time: 02/10/2025, 01:15 PM 
- Action Taken: Provided details and sent brochure via email. 
- Category: Inquiry

Complaint - Customer Name: Anil Verma 
- Contact: 9988776655 
- Product: Broadband Service 
- Complaint: Internet speed is consistently below plan limit. 
- Date/Time: 02/10/2025, 03:00 PM 
- Action Taken: Escalated to technical support; follow-up scheduled in 24 hours. 
- Category: Complaint

Fig. 3.3.1Roleof CRMin Telecom
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Effective lead managementrequires seamlesscoordination between customer service,sales,and

marketing teams. Proper collaboration ensurestimely follow-ups, increasedconversionrates, and

improvedcustomersatisfaction.

CoordinationMethods

1. RegularTeamMeetings:

Å Conductdaily or weeklymeetingsto review leads,discusshigh-priority prospects,and share

updateson follow-ups.

2. SharedCRMSystems:

Å Use a centralizedCRMwhere all teams can accesslead information, track follow-ups, and

updateleadstatus.

3. LeadAssignmentProtocols:

Å Defineclearrulesfor assigningleadsbasedongeography,expertise,or product/servicetype.

4. CollaborativeCommunicationChannels:

Å Utilize tools like Slack,Teams,or email threads for instant communicationbetween sales,

marketing,andsupportteams.

5. FeedbackLoop:

Å Salesand marketing teams provide feedbackon lead quality, campaigneffectiveness,and

customerresponsesto helprefine future leadgenerationstrategies.

6. StandardOperatingProcedures(SOPs):

Å Maintain documentedprocessesfor lead handling,follow-ups, escalationprocedures,and

reporting.

7. PerformanceTrackingandReporting:

Å Trackleadstatus,follow-up timelines,and conversionratesto evaluateteam efficiencyand

identify bottlenecks.

3.3.3 Coordination with Sales and Marketing Teams for Lead 
Management and Follow-Ups

Coordinatingfor LeadManagementandFollow-Ups

Step Action

1. Lead Capture Marketing team generates leads from campaigns, 
website forms, or social media. All details are 
logged into the shared CRM.

2. Lead Assignment Customer Care or sales manager assigns leads to 
specific sales executives based on expertise or 
region.

3. Initial Follow-Up Sales executive contacts the lead promptly, notes 
preferences, and updates CRM with interaction 
details.

4. Collaboration Customer care informs marketing of lead 
response, campaign effectiveness, or additional 
requirements.

Call CenterExecutive
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Coordinatingeffectivelywith salesand marketingteamsensuresthat leadsare managedefficiently,

follow-ups are timely, and customer interactions are personalized. Usingshared systems,regular

communication,and feedbackloopsstrengthenscollaboration,enhancesconversions,and improves

overallbusinessperformance.

5. Scheduled Follow-Ups Set reminders in CRM for next interaction; update 
lead status regularly.

6. Feedback Sharing Sales and marketing teams share feedback on lead 
quality, interest level, and conversion 
opportunities in weekly meetings.

7. Reporting and Analysis Teams analyze lead progress and conversion 
metrics to improve future campaigns and 
coordination.

Exercise

ShortQuestions:

1. Explainwhy it isnecessaryto verifycustomerdatabeforeprocessinga telecomservicerequest.

2. Describetwo techniquesto identify salesopportunitiesfrom customerusagepatterns.

3. What is the significanceof documentingcustomercomplaintsaccuratelyin CRMsystems?

Multiple ChoiceQuestions:

1. Whyis it important to follow standardcallingscriptsduringcustomerinteractions?

a)Tosavetime only

b) Toensurecomplianceandconsistentservicequality

c) Tomakethe callshorter

d) Toavoidlisteningto customers

2. Whichof the followingbestdescribesAverageCallHandlingTime(ACHT)?

a)Thetotal time a customerwaitsin the queue

b) Thetime takento completea customercallincludingtalk time andafter-callwork

c)Thenumberof callsreceivedper day

d) Theaveragewaitingtime beforea callisanswered

3. Whenpresentingtelecomproductsusingthe FABapproach,ά!ŘǾŀƴǘŀƎŜǎέrefersto:

a) Thephysicaldescriptionof the product

b) Thebenefitscustomerwill get

c) Thefunctionalsuperiorityoverother products

d) Thepricecomparisonwith competitors
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4. Whichof the followingis the mostprofessionalwayto handleanoutboundsalescall?

a) Startdirectlywith the productdetails

b) Greetpolitely,verifycustomerdetails,andintroducethe purposeof the call

c) Askpersonalquestionsfirst

d) Endthe callquicklywithout explanation

True/FalseStatements

1. Usinga standardcallingscriptensuresconsistencyin communicationacrossall customercalls.

2. TurnaroundTime(TAT)measuresthe durationtakento completeaŎǳǎǘƻƳŜǊΩǎissueor request.

3. Collectingcustomerdataisoptionalduringserviceinteractions.

4. Offeringcustomizedsolutionshelpsimprovecustomersatisfactionandloyalty.

5. Coordinationwith salesandmarketingteamsisnot necessaryfor effectiveleadmanagement.

Fill in the Blanks:

1. _________helpsin maintainingservicequalityandcompliancewhile interactingwith customers.

2. AverageHoldTime(AHT)refersto the __________.

3. TheFABapproachstandsfor Features,__________,andBenefits.

4. Properdocumentationof customerfeedbackin __________systemsensuresaccuracyandbetter

follow-ups.
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4. Customer 
Engagement and 
Relationship Building

TEL/N0102

Unit 4.1 - Professional Customer Interaction and 

Requirement Analysis

Unit 4.2 - Product Alignment, Promotions, and Sales 

Transactions

Unit 4.3 - Customer Retention, Complaint Handling, 

and Service Standards
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explain the importance of professionalcustomer interactions in a telecom showroom to
enhancecustomersatisfactionandretention.

2. Demonstratehow to attend to customersand provide personalizedservicein a professional
manner.

3. Describehow to inquire about customerrequirementseffectivelyto understandtheir product
andserviceneeds.

4. Showhow to inquireaboutcustomerrequirementsandassesstheir telecomneeds.

5. Discusstechniquesfor aligningcustomerneedswith suitabletelecomproductsandservices.

6. Demonstratetechniquesto aligncustomerneedswith suitabletelecomproductsandservices.

7. Explainvarious promotions, loyalty programs, and bundled offers, and their benefits for
customers.

8. Show how to inform customersabout promotions, loyalty programs,and bundled offers
effectively.

9. Describethe processof guidingcustomersin selectingthe right productsandservicesbasedon
their preferences.

10. Demonstratethe processof guiding customersin selectingthe right telecom products and
services.

11. Elucidatethe keystepsinvolvedin processingsalestransactions,issuinginvoices,andensuring
accuratebilling.

12. Showhow to processsalestransactions,issueinvoices,andensureaccuratebilling.

13. Explainthe role of follow-up interactions in building long-term customer relationshipsand
increasingcustomerloyalty.

14. Demonstrate customer follow-up techniques to ensure satisfaction and build long-term
relationships.

15. Enlist best practices for handling customer complaints and query escalation as per
organizationalstandards.

16. Showhow to handlecustomercomplaintsand escalatequeriesin accordancewith company
policies.

17. Discussthe significanceof adhering to ServiceLevel Agreements(SLAs)and maintaining
responsetime standards.

ParticipantHandbook



By the end of this unit, the participants will be able to:

Professionalcustomer interactions are crucial in a telecom showroom, as they directly impact

customer satisfaction,loyalty, and brand reputation. Providingpersonalizedand courteousservice

helpscreateapositiveexperiencethat encouragesrepeatbusinessandreferrals.
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1. Explainthe importanceof professionalcustomerinteractionsin a telecomshowroomto enhance
customersatisfactionandretention.

2. Demonstratehow to attend to customersand provide personalizedservicein a professional
manner.

3. Describehow to inquire about customerrequirementseffectively to understandtheir product
andserviceneeds.

4. Showhow to inquireaboutcustomerrequirementsandassesstheir telecomneeds.

4.1.1 Professional Customer Interactions in a Telecom 
Showroom

UNIT 4.1: Professional Customer Interaction and 
Requirement Analysis

Unit Objectives

Fig. 4.1.1Customerinteractionat a telecomstore

Importanceof ProfessionalCustomerInteractions

1. EnhancesCustomerSatisfaction:

Å Courteousandattentivebehaviorensurescustomersfeelvaluedandunderstood.

Å Professionalguidancehelpscustomersmakeinformedchoicesaboutproductsandservices.

Call CenterExecutive
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2. BuildsCustomerTrustandLoyalty:

Å Demonstratingproductknowledgeandprovidinghonestrecommendationsfosterstrust.

Å Customersaremorelikelyto return to ashowroomwheretheyaretreatedrespectfully.

3. EncouragesPositiveWord-of-Mouth:

Å Satisfiedcustomerssharetheir experienceswith friendsandfamily, improvingtheŎƻƳǇŀƴȅΩǎ
reputation.

4. ImprovesSalesPerformance:

Å Professionalservice combined with personalizedrecommendationsincreasesconversion
rates.

5. ReducesComplaintsandConflicts:

Å Clearcommunicationandactivelisteninghelppreventmisunderstandingsanddissatisfaction.

Techniquesto Attend to CustomersProfessionallyandProvidePersonalizedService

1. WarmandCourteousGreeting:

ÅWelcomeeachcustomerpromptlyandpolitely.

Å Example:άDƻƻŘmorning!Welcometo ABCTelecom. HowmayI assistyouǘƻŘŀȅΚέ

2. ActiveListeningandUnderstandingNeeds:

Å Askopen-endedquestionsto identify theŎǳǎǘƻƳŜǊΩǎrequirements.

Å Example: ά!ǊŜyou looking for a new mobile plan, or do you need assistancewith your
currentǎŜǊǾƛŎŜΚέ

3. DemonstratingProductKnowledge:

Å Explainfeatures,advantages,and benefits (FAB)of products relevant to the ŎǳǎǘƻƳŜǊΩǎ
needs.

Å Showdemosof devices,apps,or servicesif applicable.

4. ProvidingPersonalizedRecommendations:

Å Suggestproductsor plansbasedonusagepatterns,preferences,or budget.

Å Example: Offeringa family plan to a customerwith multiple linesor a high-data plan to a
frequent internet user.

5. ProfessionalBodyLanguageandTone:

Å Maintaineyecontact,smile,andusepolite language.

Å Avoidappearingrushedor distracted.

6. HandlingQueriesandComplaintsEfficiently:

Å Listencarefully,provideaccurateinformation,andresolveissuespromptly.

Å Escalateto supervisorsif necessary,keepingthe customerinformedthroughout.

7. Follow-UpAssistance:

Å Offerguidanceon after-salessupport,rechargeoptions,or serviceapps.

Å Example:άLŦyouneedhelpsettingup yournewphone,our teamcanassistyouanytime.έ

ProfessionalCustomerServicein a Showroom

Step Action

1. Greeting Welcome the customer warmly and politely.

2. Needs Assessment Ask open-ŜƴŘŜŘ ǉǳŜǎǘƛƻƴǎ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 
requirements.

3. Product Presentation Demonstrate relevant products/services and explain FABs.
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4. Personalized Recommendation {ǳƎƎŜǎǘ ŀ Ǉƭŀƴ ƻǊ ǇǊƻŘǳŎǘ ǘŀƛƭƻǊŜŘ ǘƻ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ǳǎŀƎŜΣ 
preferences, or budget.

5. Handling Questions/Objections Listen carefully, clarify doubts, and provide accurate 
information.

6. Closing Interaction Summarize the solution, offer additional support options, 
and thank the customer.

Effectivelyinquiring about customer requirementsis a critical skill for telecom customercare and

showroomexecutives. UnderstandingtheŎǳǎǘƻƳŜǊΩǎneedsallowsyouto offer personalizedsolutions,

recommendappropriateproductsandservices,andimprovecustomersatisfaction.

Techniquesto InquireAbout CustomerRequirements

1. ActiveListening:

Å Payfull attention to what the customersayswithout interrupting.

Å Notekeydetailssuchascurrentusage,preferences,andchallenges.

2. AskOpen-EndedQuestions:

Å Encouragecustomersto providedetailedinformationabouttheir needs.

Å Example:ά/ŀƴyoutell mehowyoutypicallyuseyourmobileor internetǎŜǊǾƛŎŜǎΚέ

3. UseProbingQuestions:

Å Divedeeperto uncoverspecificrequirements.

Å Example:ά5ƻyoumainlyusedatafor work,streaming,or socialƳŜŘƛŀΚέ

4. Identify CurrentPainPoints:

Å Askaboutproblemsfacedwith currentproducts/services.

Å Example:ά!ǊŜyousatisfiedwith yourcurrentnetworkcoverageor dataǎǇŜŜŘΚέ

5. ObserveCustomerBehaviorandPreferences:

Å Notenon-verbalcues,deviceusagepatterns,andexpressedpriorities.

6. ConfirmUnderstanding:

Å Summarizewhat the customerhassharedto ensureaccuracy.

Å Example:ά{ƻΣȅƻǳΩǊŜlookingfor ahigh-speeddataplanwith unlimitedcalls,ŎƻǊǊŜŎǘΚέ

4.1.2 Inquiring About Customer Requirements to Assess 
Telecom Needs

Call CenterExecutive
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2. AssessingCustomerTelecomNeeds

Step Action

1. Greeting ²ŜƭŎƻƳŜ ǘƘŜ ŎǳǎǘƻƳŜǊ ǇƻƭƛǘŜƭȅΦ 9ȄŀƳǇƭŜΥ άDƻƻŘ ƳƻǊƴƛƴƎΗ Iƻǿ Ŏŀƴ L 
ƘŜƭǇ ȅƻǳ ǿƛǘƘ ȅƻǳǊ ǘŜƭŜŎƻƳ ƴŜŜŘǎ ǘƻŘŀȅΚέ

2. General Inquiry Ask broad questions to understand the type of service required 
(mobile, broadband, or bundled services).

3. Detailed Inquiry Use open-ended and probing questions to uncover specific 
requirements: 
-άIƻǿ Ƴŀƴȅ ŦŀƳƛƭȅ ƳŜƳōŜǊǎ ǿƛƭƭ ǳǎŜ ǘƘƛǎ ǇƭŀƴΚέ 
-ά5ƻ ȅƻǳ ƻŦǘŜƴ ƳŀƪŜ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŎŀƭƭǎΚέ

4. Identify Pain Points Ask about current challenges with existing products or services. 
-ά!ǊŜ ȅƻǳ ŜȄǇŜǊƛŜƴŎƛƴƎ ŀƴȅ ƛǎǎǳŜǎ ǿƛǘƘ ȅƻǳǊ ŎǳǊǊŜƴǘ ƛƴǘŜǊƴŜǘ ǎǇŜŜŘ ƻǊ 
Ŏŀƭƭ ŘǊƻǇǎΚέ

5. Confirm Requirements Repeat the key points shared by the customer to ensure accurate 
understanding. 
-ά{ƻΣ ȅƻǳ ƴŜŜŘ ŀ Ǉƭŀƴ ǿƛǘƘ ƘƛƎƘ-speed data and uninterrupted network 
ŎƻǾŜǊŀƎŜΣ ƛǎ ǘƘŀǘ ŎƻǊǊŜŎǘΚέ

6. Proceed to 
Recommendation

Once requirements are confirmed, suggest products or services that 
match their needs.

Effectivelyinquiring about customerrequirementsensuresthat telecom executivesunderstandthe

ŎǳǎǘƻƳŜǊΩǎpreferences,usagepatterns, and pain points. This forms the foundation for providing

personalizedsolutions,improvingcustomersatisfaction,and increasingthe likelihoodof a successful

sale.
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By the end of this unit, the participants will be able to:

Matchingcustomerrequirementswith the right telecomproductsor servicesis essentialto provide

value, enhance satisfaction, and drive sales. Proper alignment ensures that customers receive

solutionsthat fit their usagepatterns,preferences,andbudget,whilealsobuildingtrust andloyalty.

Techniquesto AlignCustomerNeedswith Products/Services

1. UnderstandCustomerRequirementsThoroughly:

Å Use active listening and probing questions to gather information on customer usage,

preferences,andchallenges.

2. SegmentCustomersBasedonNeeds:

Å Categorizecustomersinto segmentssuchasheavydatausers,familyplans,businessusers,or

budget-consciouscustomers.

Å Thishelpsin quicklyidentifyingrelevantproductsor services.

3. Applythe Features,Advantages,andBenefits(FAB)Approach:

Å Present products by highlighting features, explain advantages,and connect them to the

benefitsrelevantto theŎǳǎǘƻƳŜǊΩǎspecificneeds.

4. LeverageCRMandPastInteractionData:

Å Reviewcustomerhistory, usagepatterns,and previousinteractionsto suggestproductsthat

bestmatchtheir requirements.

5. ProvideOptionswith Recommendations:

Å Offer 2ς3 suitable alternatives,clearly explaininghow each meets the ŎǳǎǘƻƳŜǊΩǎneeds,

enablinginformeddecision-making.

6. ConsiderBudgetandPreferences:

Å Ensure recommendationsare realistic and affordable for the customer while delivering

maximumvalue.

1. Discusstechniquesfor aligningcustomerneedswith suitabletelecomproductsandservices.

2. Demonstratetechniquesto aligncustomerneedswith suitabletelecomproductsandservices.

3. Explain various promotions, loyalty programs, and bundled offers, and their benefits for
customers.

4. Show how to inform customers about promotions, loyalty programs, and bundled offers
effectively.

5. Describethe processof guidingcustomersin selectingthe right productsandservicesbasedon
their preferences.

6. Demonstratethe processof guiding customersin selectingthe right telecom products and
services.

7. Elucidatethe key stepsinvolvedin processingsalestransactions,issuinginvoices,and ensuring
accuratebilling.

8. Showhow to processsalestransactions,issueinvoices,andensureaccuratebilling.

4.2.1 Aligning Customer Needs with Suitable Telecom Products 
and Services

UNIT 4.2: Product Alignment, Promotions, and Sales 
Transactions

Unit Objectives

Call CenterExecutive
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7. ConfirmCustomerUnderstanding:

Å Summarizesuggestedsolutionsandaskthe customerfor confirmationbeforeproceeding.

AligningCustomerNeedswith Products/Services

Aligningcustomerneedswith suitable telecom productsor servicesensuresthat customersreceive

solutions tailored to their lifestyle, usagehabits, and budget. Using techniqueslike active inquiry,

segmentation,FABpresentation, and CRMinsights helps executivesprovide personalizedservice,

enhancesatisfaction,andimprovesalesoutcomes.

4.2.2 Communicating Promotions, Loyalty Programs, and 
Bundled Offers to Customers

Step Action

1. Gather Requirements Ask open-ended and probing questions to understand usage 
patterns, preferences, and challenges.

2. Analyze Needs Identify customer segment (e.g., heavy data user, family plan, 
business plan).

3. Match Solutions Use CRM data and product knowledge to shortlist 2ς3 suitable plans 
or devices.

4. Explain FAB Present the feature, advantage, and benefit of each option. 
Example: 
- Feature: High-speed 5G data plan 
- Advantage: Faster downloads and uninterrupted streaming 
- Benefit: Enjoy movies and video calls without interruptions, even 
during peak hours

5. Discuss Options and 
Recommendations

IƛƎƘƭƛƎƘǘ ŘƛŦŦŜǊŜƴŎŜǎ ŀƴŘ ǊŜƭŜǾŀƴŎŜ ƻŦ ŜŀŎƘ ƻǇǘƛƻƴ ǘƻ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 
needs.

6. Confirm Customer Choice Repeat the key points and ensure the customer is comfortable with 
the selected solution.

7. Proceed to Service/Plan 
Activation

Assist with plan activation, device setup, or contract processing.

Telecomcompaniesuse promotions, loyalty programs,and bundled offers to enhancecustomer

engagement,increaseretention, and provideaddedvalue. Forcustomers,theseinitiativesoffer cost

savings,convenience,andexclusivebenefits.

Understandingthe Offers

Å Promotionsare temporaryofferssuchasdiscounts,cashback,or seasonalplans. Forexample,a

mobile rechargeplan might include 50% extra data for a limited time. Customersbenefit by

gettingmorevaluefor the samecost.

Call CenterExecutive
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Å Loyalty Programsreward consistentusageor long-term association. Thesemay include reward

points, free add-ons, or early accessto new services. For instance,a subscriberwho regularly

renews their plan could earn points that can be redeemed for additional data or movie

subscriptions.

Å BundledOfferscombinemultiple serviceslike mobile,broadband,andOTTsubscriptionsinto one

package. Customerssavemoneyandenjoy the convenienceof managingseveralservicesundera

singleplan.

Fig. 4.2.1Customerloyaltyprogramandtypes

Techniquesfor InformingCustomersEffectively

1. Tailorthe Messageto CustomerNeeds:

Å Beforepresentinganoffer, understandtheŎǳǎǘƻƳŜǊΩǎusagehabits,preferences,andbudget.

Forexample,suggestinga familybundleto acustomerwith multiple linesensuresrelevance.

2. Explainthe ValueClearly:

Å Emphasizehow the offer benefits the customerrather than just listing features. Insteadof

saying,ά¢Ƙƛǎis a 50GBǇƭŀƴΣέexplain: ά²ƛǘƘ50GBhigh-speeddata, you canstreamvideos,

attendonlineclasses,andmakevideocallswithout worryingaboutrunningout of data.έ

3. CompareandHighlightSavings:

Å Helpcustomersseewhy the promotion is advantageous. Example:ά.ȅchoosingthis bundled

plan, you save 300 every month compared to subscribingseparately to mobile and

broadbandservices.έ

4. EngageandConfirmUnderstanding:

Å Ask the customer if they have questions and check whether the offer meets their

expectations. Example:ά5ƻŜǎthisplanmeetyourcurrent internet andmobileƴŜŜŘǎΚέ

5. Assistwith Activation:

Å Oncethe customer is interested, guide them through plan activation or subscription,and

providetips for maximizingbenefits.
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Activity

Å A customerentersthe showroomlookingfor a new mobile plan. After understandingthat they

area heavydatauser,the executiveintroducesa promotionoffering100GBhigh-speeddataat a

discountedrate.

Å UsingaFAB-styleexplanation,the executiveclarifies:

V Feature: 100GBhigh-speeddata

V Advantage: Allowsuninterruptedstreamingandbrowsing

V Benefit: Thecustomercanwork andenjoyentertainmentwithout interruptions,savingtime

andavoidingfrustration.

Å Theexecutivethen mentionsa loyalty programwhere frequent rechargeearnspoints redeemable

for OTTsubscriptions,andabundleoptioncombiningmobileandbroadbandto maximizesavings.

Å The customer is encouragedto ask questions,and the executive assistswith immediate plan

activation.

PracticeSheet: CommunicatingPromotions,LoyaltyPrograms,andBundledOffers

Scenario Customer Profile Trainee Task Example Approach (FAB)

1. Heavy Data 
User

Uses internet 
extensively for 
streaming and 
video calls

Introduce a high-
data promotion 
and explain how it 
improves the 
ŎǳǎǘƻƳŜǊΩǎ 
experience

Feature: 100GB high-speed data plan 
Advantage: Uninterrupted streaming 
and browsing 
Benefit: Can attend online meetings 
and stream videos without 
interruptions

2. Family 
Customer

Multiple family 
members on 
separate plans

Suggest a bundled 
family plan and 
highlight savings

Feature: Family bundle with 4 
connections 
Advantage: All lines managed under 
one plan 
Benefit: Saves money and simplifies 
billing for the household

3. Loyal 
Customer

Long-term 
subscriber looking 
for extra benefits

Introduce loyalty 
program rewards 
and explain 
redemption options

Feature: Earn points for every 
recharge 
Advantage: Redeem points for extra 
data or subscriptions 
Benefit: Enjoy additional services at no 
extra cost

4. New 
Customer 
Considering 
Multiple 
Services

Wants mobile, 
broadband, and 
OTT subscriptions

Suggest a bundled 
offer explaining 
convenience and 
cost benefits

Feature: Combined mobile + 
broadband + OTT package 
Advantage: Single subscription covers 
all services 
Benefit: Saves money and reduces 
hassle of managing multiple accounts

Call CenterExecutive
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4.2.3 Guiding Customers in Selecting the Right Telecom 
Products and Services

InǘƻŘŀȅΩǎcompetitivetelecommarket,customersare presentedwith a wide rangeof productsand

services. Fora customercareor showroomexecutive,it is essentialto guidecustomerseffectivelyto

select the product or plan that best meets their needs,preferences,and budget. Properguidance

helpscustomersmakeinformed decisions,enhancessatisfaction,and buildslong-term trust. Guiding

customerseffectively involves understandingtheir needs, presenting suitable options, explaining

features and benefits, and assistingin final selection. By applyingthese steps, telecom executives

ensurethat customersmakeinformedchoices,enhancingsatisfaction,trust, andlong-term loyalty.

1. Processof GuidingCustomers

1. GreetandUnderstandCustomerNeeds:

Å Beginbywelcomingthe customerpolitelyandaskingopen-endedquestions.

Å Example:άDƻƻŘmorning!HowcanI helpyouwith yourtelecomrequirementsǘƻŘŀȅΚέ

Å Probefurther:ά5ƻyouprimarilyneedthisplanfor calls,data,orōƻǘƘΚέ

2. AssessUsagePatternsandPreferences:

Å Understandhowthe customerusesservices,their budget,andpriorities.

Å Example: Acustomerfrequentlystreamsvideosmayneeda high-dataplan,whereassomeone

makingfrequentcallsmayneedavoice-orientedplan.

3. ExplainRelevantOptionsUsingFeatures,Advantages,andBenefits(FAB):

Å Presentproductsin astructuredway:

V Feature: High-speed4G/5Ginternet plan

V Advantage: Providesuninterruptedbrowsingandstreaming

V Benefit: Allows the customer to attend online meetings,stream videos,or use apps

without interruptions

Å Demonstratedevicesor plansif possible.

4. CompareAlternativesandHighlightSuitability:

Å Offer2ς3 suitableoptionsandexplainwhichplanbestfits theŎǳǎǘƻƳŜǊΩǎrequirements.

Å Example:άhǇǘƛƻƴA givesyou50GBdataper month andunlimited calls,while OptionBoffers

70GBdata with slightly higher cost. Sinceyou stream videosdaily, Option B may be more

suitable.έ

5. HandleQueriesandConfirmUnderstanding:

Å Answer customer questionsclearly and ensure they understandthe differencesbetween

plans.

Å Example:ά²ƻǳƭŘyoulikemeto summarizethe benefitsof the planyouǇǊŜŦŜǊΚέ

6. Assistin FinalSelectionandActivation:

Å Oncethe customerchoosesa planor product,guidethem throughsubscription,devicesetup,

or paymentprocess.

Å Example:ά[ŜǘΩǎactivateyour selectedplannow, andI canhelpsetup your phonefor optimal

performance.έ
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GuidingCustomersin Practice

Step Action/Example

1. Greeting & Needs 
Assessment

²ŜƭŎƻƳŜ ŎǳǎǘƻƳŜǊ ŀƴŘ ŀǎƪΥ ά²Ƙŀǘ Řƻ ȅƻǳ ǇǊƛƳŀǊƛƭȅ ƴŜŜŘ ςcalls, 
ŘŀǘŀΣ ƻǊ ōƻǘƘΚέ

2. Assess Preferences Identify usage pattern: heavy data user, frequent caller, or family plan 
requirement

3. Present Options with FAB Feature: 100GB data plan 
Advantage: Uninterrupted streaming 
Benefit: Enjoy videos and work online without interruptions

4. Compare Alternatives Show multiple plans: highlight cost, data limits, and suitability for 
customer needs

5. Address Queries Answer questions about cost, validity, or device compatibility

6. Confirm & Activate Guide customer in final selection, payment, and plan activation

4.2.4 Processing Sales Transactions, Issuing Invoices, and 
Ensuring Accurate Billing in Telecom

Accurateprocessingof salestransactionsandbilling is a critical function in a telecomenvironment. It

ensurestransparency,builds customer trust, and supportssmooth businessoperations. For NSQF

Level 3 learners, it is important to demonstrate the ability to handle customer transactions

professionally,verify details meticulously,generatecorrect invoices,and maintain proper records.

Proper execution of this process minimizes errors, avoids disputes, and enhances customer

satisfaction.

KeyStepsin ProcessingSalesTransactionsandBilling

1. ReceiveCustomerRequestandUnderstandRequirements

ω Beginbyconfirmingthe productor servicethe customerwantsto purchaseor subscribeto.

ω Example: ά¸ƻǳwant to activate the 50GB monthly plan and purchasea new SIM card,

ŎƻǊǊŜŎǘΚέ

ω Takenote of any specialrequests,promotions,or bundledservicesthe customeris eligible

for.

2. Verify CustomerIdentity andEligibility

ω ConfirmtheŎǳǎǘƻƳŜǊΩǎidentity with validIDproofsandcross-checkaccountdetails.

ω Checkeligibility for plans, offers, or loyalty programs to ensure the customer receives

appropriatebenefits.

ω Example: Verifyif a long-term subscriberiseligiblefor bonusdataundera loyaltyprogram.
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3. CalculateTotalCostAccurately

ω Determine the cost of products/services,applicable taxes, discounts,and any additional

charges.

ω Example:

o 50GBPlan= 499

o SIMCard= 100

o GST(18%) = 114.12

o TotalPayable= 713.12

4. ProcessPaymentSecurely

ω Acceptpaymentsthroughcash,debit/credit card,UPI,or digitalwallets.

ω Issuepaymentconfirmation to the customerand ensurethe transactionis recordedin the

system.

ω Example: CustomerpaysviaUPI; systemgeneratesadigitalreceiptinstantly.

5. GenerateandIssueInvoice

ω Createaninvoiceincluding:

o CustomerName& Contact

o Dateof Transaction

o Products/ServicesPurchased

o QuantityandUnit Price

o Taxes,Discounts,andTotalAmount

ω Ensurethat all legalandcompanystandardsfor invoicingaremet.

6. Verify BillingAccuracy

ω Double-checkthat all items,taxes,discounts,andtotalsmatchthe customerorder andpricing

rules.

ω Example: Confirmthat GSThasbeenappliedcorrectlyandthe total matchesthe sumof plan+

device+taxes.

7. ProvideInvoiceandCustomerConfirmation

ω Handoverthe printedor digitalinvoiceto the customer.

ω Reviewthe keydetailsof the invoiceandconfirmthat the customerissatisfied.

ω Example:άIŜǊŜis your invoice. Your50GBplan is now active,and your SIMcard is readyto

use.έ

8. Assistwith ActivationandSetup

ωGuidethe customerin activatingthe planor settingup devicesif necessary.

ω Example: Helpthe customerconfigureAPNsettingsor installtelecomapps.

9. UpdateRecordsin CRM/BillingSystem

ω Log the transaction, customer details, and invoice information in the CRMfor auditing,

reporting,andfollow-uppurposes.

ω Example: Thesystemautomaticallytrackspayment,planactivation,andservicestart date.
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2. Step-by-StepExecution

Step Action/Example

1. Receive Request & Understand 
Requirements

/ƻƴŦƛǊƳ ǇƭŀƴκŘŜǾƛŎŜ ǊŜǉǳŜǎǘŜŘΥ ά¸ƻǳ ǿŀƴǘ рлD. Ǉƭŀƴ Ҍ ƴŜǿ 
{LaΚέ

2. Verify Identity & Eligibility Check ID, account details, and eligibility for promotions/loyalty 
benefits

3. Calculate Total Cost tƭŀƴ Ґ пффΣ {La Ґ мллΣ D{¢ р҈ Ҧ ¢ƻǘŀƭ Ґ сол

4. Process Payment Accept cash/card/UPI; issue receipt or confirmation

5. Generate Invoice Include customer name, products, quantities, prices, taxes, 
discounts, and total

6. Verify Billing Accuracy Ensure totals, taxes, and discounts are correct before issuing

7. Provide Invoice & Confirmation Hand over invoice and explain key details to customer

8. Assist with Activation & Setup Guide customer in plan activation, device setup, or app 
installation

9. Update CRM/Billing Records Log transaction details for future reference and auditing

Processingsalestransactions,issuinginvoices,and ensuringaccuratebilling require a structured

approach, attention to detail, and customer-centric execution. By verifying customer details,

calculatingcosts accurately,generating error-free invoices, and updating records systematically,

telecomexecutivescanenhancecustomersatisfaction,maintaintrust, andsupportefficient business

operations.
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By the end of this unit, the participants will be able to:

Follow-up interactionsare essentialfor maintainingongoingcommunicationwith customersafter a

product purchase,servicerequest,or inquiry. Theydemonstratethat a companyvaluesits customers

beyond the point of sale and is committed to ensuringtheir satisfaction. For telecom executives,

effective follow-ups help resolveoutstandingissues,offer additional solutions,and strengthentrust,

ultimatelyincreasingcustomerloyaltyandlong-term engagement.

1. Explain the role of follow-up interactions in building long-term customer relationshipsand
increasingcustomerloyalty.

2. Demonstrate customer follow-up techniques to ensure satisfaction and build long-term
relationships.

3. Enlistbestpracticesfor handlingcustomercomplaintsandqueryescalationasper organizational
standards.

4. Showhow to handle customer complaintsand escalatequeries in accordancewith company
policies.

5. Discussthe significanceof adheringto ServiceLevelAgreements(SLAs)andmaintainingresponse
time standards.

4.3.1 The Role of Follow-Up Interactions in Building 
Customer Relationships

UNIT 4.3: Customer Retention, Complaint Handling, and 
Service Standards

Unit Objectives

Fig. 4.3.1Waysto improvecustomerrelationship
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1. EnhancesCustomerSatisfaction:

Å Checkingin with customersensurestheyarehappywith the productor service.

Å Example: Following up after a broadband installation to confirm speed and connectivity

satisfaction.

2. BuildsTrustandLoyalty:

Å Consistentfollow-ups show that the companycaresabout the customerexperience,not just

immediatesales.

Å Example: Callingacustomerafter anewSIMactivationto ensureit isworkingcorrectly.

3. IdentifiesOpportunitiesfor Upsellingor Cross-Selling:

Å Follow-ups provide a chanceto suggestadditional servicesor upgradesrelevant to customer

needs.

Å Example: Informingadata-heavycustomeraboutahigher-tier planfor uninterruptedstreaming.

4. ResolvesComplaintsandPreventsChurn:

Å Proactivelyaddressingissuespreventsdissatisfactionfrom escalatingandreducesthe likelihood

of customersleavingfor competitors.

5. CollectsValuableFeedback:

Å Follow-upsallow companiesto gather insightsabout servicequality, product performance,and

customerpreferences.

Techniquesfor EffectiveFollow-Up

Å Timely Contact: Reachout shortly after the transaction, service installation, or complaint

resolution.

Å PersonalizedCommunication: ReferencetheŎǳǎǘƻƳŜǊΩǎrecent interactionor purchaseto make

the follow-up relevant.

Å ActiveListening: Listento anyconcernsandprovidesolutionspromptly.

Å Recordand TrackFollow-Ups: Logeachinteraction in the CRMsystemto monitor progressand

planfuture engagement.

ÅOffer Additional Support or Benefits: Inform customers about upgrades, loyalty points,

promotions,or helpfulresources.

ConductingEffectiveFollow-Ups

Step Action/Example

1. Identify Customer for Follow-Up Select customers who recently purchased a plan, 
device, or availed a service.

2. Schedule Timely Contact Call or message within 2ς3 days after service 
delivery or installation.

3. Personalized Greeting άIŜƭƭƻ aǊΦ YǳƳŀǊΣ LΩƳ ŎŀƭƭƛƴƎ ǘƻ ŎƘŜŎƪ ƛŦ ȅƻǳǊ ƴŜǿ 
ōǊƻŀŘōŀƴŘ Ǉƭŀƴ ƛǎ ǿƻǊƪƛƴƎ ǎƳƻƻǘƘƭȅΦέ

4. Listen & Address Concerns Note any issues with connectivity, device setup, or 
billing, and provide solutions.

Call CenterExecutive
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Follow-ups are critical for maintaining customer engagementafter a product purchase,service

activation, or complaint resolution. Effectivefollow-up techniqueshelp telecom executivesensure

customersatisfaction,resolveissuesproactively,andbuild trust and loyaltyover time. At NSQFLevel

3, learnersareexpectedto practicestructuredfollow-up methods,useCRMsystemsfor tracking,and

communicateprofessionally.

KeyFollow-UpTechniques

1. TimelyFollow-Up

Å Contactthe customersoonafter the transactionor servicedeliveryto confirmsatisfaction.

Å Example: Abroadbandcustomerreceivesacalltwo daysafter installationto ensurespeedand

connectivityareworkingasexpected.

2. PersonalizedCommunication

Å ReferencetheŎǳǎǘƻƳŜǊΩǎrecentpurchaseor requestto makethe interactionrelevant.

Å Example:άIŜƭƭƻMs. Sharma,I am following up regardingthe new 5G SIMyou activatedlast

week. IseverythingworkingŦƛƴŜΚέ

3. ActiveListeningandIssueResolution

Å Payattention to concerns,askclarifyingquestions,andprovidesolutionspromptly.

Å Example: A customerreports slow internet speed; the executivetroubleshootsand escalates

to the technicalteamif necessary.

4. ProvideAdditional Value

Å Suggestupgrades,add-ons,or loyaltybenefitsbasedoncustomerusagepatterns.

Å Example:ά{ƛƴŎŜyoufrequentlystreamvideos,youmayconsiderour unlimitednightdataadd-

on for uninterruptedviewing.έ

5. DocumentandTrackFollow-Ups

Å Recordthe interaction,customerconcerns,andanyactionstakenin CRMfor future reference.

Å Scheduleremindersfor future follow-ups,surveys,or promotionaloffers.

6. ProfessionalCommunication

Å Maintainapolite andpositivetone,usingclearlanguageandempathy.

Å Avoidrushedconversations; ensurethe customerfeelsvalued.

4.3.2 Customer Follow-Up Techniques for Satisfaction and 
Loyalty

4. Listen & Address Concerns Note any issues with connectivity, device setup, or billing, and 
provide solutions.

5. Offer Additional Solutions Suggest relevant add-ons, upgrades, or loyalty benefits. Example: 
ά¸ƻǳ Ƴŀȅ ŎƻƴǎƛŘŜǊ ƻǳǊ ǳƴƭƛƳƛǘŜŘ ƴƛƎƘǘ Řŀǘŀ Ǉƭŀƴ ŦƻǊ ǳƴƛƴǘŜǊǊǳǇǘŜŘ 
ǎǘǊŜŀƳƛƴƎΦέ

6. Document Interaction Record the call, issues raised, and follow-up actions in CRM for 
future reference.

7. Plan Next Interaction Set reminders for future check-ins, feedback surveys, or 
promotional offers.
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2. Follow-UpInteractionProcess

Step Action / Example

1. Identify Customers for Follow-Up Select customers who recently purchased a plan, device, 
or availed a service.

2. Schedule Follow-Up Contact Call or message within 2ς3 days of service delivery or 
complaint resolution.

3. Personalized Greeting άIŜƭƭƻ aǊΦ ±ŜǊƳŀΣ LΩƳ ŎƘŜŎƪƛƴƎ ƻƴ ȅƻǳǊ ƴŜǿ ƳƻōƛƭŜ 
ǇƭŀƴΦ Lǎ ŜǾŜǊȅǘƘƛƴƎ ǿƻǊƪƛƴƎ ǎƳƻƻǘƘƭȅΚέ

4. Listen and Address Concerns Note any issues (e.g., network speed, device setup) and 
provide solutions or escalate if required.

5. Offer Additional Solutions Suggest relevant add-ons, upgrades, or loyalty benefits.

6. Confirm Customer Satisfaction !ǎƪΥ ά!ǊŜ ȅƻǳ ǎŀǘƛǎŦƛŜŘ ǿƛǘƘ ǘƘŜ Ǉƭŀƴ ŀƴŘ ǎŜǊǾƛŎŜ 
ǇǊƻǾƛŘŜŘΚέ

7. Document Interaction Record details of the conversation, concerns, and 
actions in CRM.

8. Plan Next Interaction Set reminders for future check-ins, surveys, or 
promotions.

4.3.3 Handling Customer Complaints and Query Escalation in 
Telecom

Effectivelymanagingcustomer complaintsand escalatingqueries when necessaryis essentialfor

maintainingcustomersatisfactionandprotectingtheŎƻƳǇŀƴȅΩǎreputation. Telecomexecutivesmust

follow organizationalstandards,remainprofessional,and ensuretimely resolution. Propercomplaint

handlingimprovestrust, reduceschurn,anddemonstratesacommitmentto high-qualityservice.

1. BestPracticesfor HandlingCustomerComplaints
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1. ListenActivelyandEmpathize

Å Allowthe customerto explaintheir issuewithout interruption.

Å Showunderstandingandempathy.

Å Example:άLunderstandhowfrustratingcalldropscanbe.[ŜǘΩǎwork togetherto resolvethis.έ

2. Acknowledgethe Complaint

Å Confirmthat the complaintisreceivedandwill beaddressedpromptly.

Å Example: ά¢Ƙŀƴƪyou for bringing this to our attention. We will investigate this issue

immediately.έ

3. Recordthe ComplaintAccurately

Å Logdetailsin the CRMsystem,includingcustomerinformation,complainttype,andcontext.

Å Example: Notethe time, location,plandetails,andnatureof the networkissue.

4. Resolveat FirstPointof Contact(if possible)

Å Tryto addressthe complaintwithout escalating,followingcompanyprocedures.

Å Example: Troubleshootnetwork settingsor provideimmediateadjustmentsto theŎǳǎǘƻƳŜǊΩǎ

plan.

5. FollowOrganizationalPoliciesfor Escalation

Å If the complaintcannotbe resolvedimmediately,escalateit to the appropriatedepartmentor

higherauthority.

Å Includeall necessarydetailsto avoiddelays.

Å Example: Forward unresolved billing complaints to the billing department with full

documentation.

6. Keepthe CustomerInformed

Å Provideupdateson the statusof their complaintor queryuntil resolved.

Å Example: ά¸ƻǳǊrequest has been forwarded to the technical team. We expect resolution

within 24hours.έ

7. ConfirmResolutionandCustomerSatisfaction

Å After resolution,follow up to ensurethe customerissatisfied.

Å Example:ά²ŜΩǾŜresolvedyourconnectivityissue. IseverythingworkingsmoothlyƴƻǿΚέ

8. AnalyzeandLearn

Å Documentrecurringcomplaintsandtrendsto improveservicesandpreventfuture issues.

Å HandlingCustomerComplaintsandEscalatingQueries
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Step Action / Example 1 Example 2 Example 3

1. Receive 
Complaint

Customer reports 
frequent call drops.

Customer reports 
incorrect billing 
amount.

Customer complains about 
slow internet speed.

2. Acknowledge 
and Empathize

άL ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ 
frustrating call drops can 
ōŜΦ [ŜǘΩǎ ǊŜǎƻƭǾŜ ǘƘƛǎ 
ǉǳƛŎƪƭȅΦέ

άL ǎŜŜ ǘƘŀǘ ȅƻǳ ǿŜǊŜ 
ƻǾŜǊŎƘŀǊƎŜŘΦ ²ŜΩƭƭ 
check this 
ƛƳƳŜŘƛŀǘŜƭȅΦέ

άL ǳƴŘŜǊǎǘŀƴŘ ǎƭƻǿ ƛƴǘŜǊƴŜǘ ƛǎ 
ƛƴŎƻƴǾŜƴƛŜƴǘΦ [ŜǘΩǎ 
ǘǊƻǳōƭŜǎƘƻƻǘ ƛǘ ǘƻƎŜǘƘŜǊΦέ

3. Record 
Complaint in CRM

Log plan type, location, 
issue details, timestamp.

Record invoice 
number, billing cycle, 
and complaint notes.

Note speed test results, plan 
details, and affected services.

4. Attempt First-
Level Resolution

Advise customer to 
restart device or adjust 
network settings.

Verify billing data and 
correct minor errors 
immediately.

Check router/modem settings 
or suggest temporary 
solutions.

5. Escalate if 
required

Escalate to technical 
team if issue persists.

Escalate to billing 
department for 
complex discrepancies.

Escalate to network 
operations team for persistent 
low speed.

6. Communicate 
Updates

LƴŦƻǊƳΥ ά¢ŜŎƘƴƛŎŀƭ ǘŜŀƳ 
will resolve within 24 
ƘƻǳǊǎΦέ

LƴŦƻǊƳΥ ά.ƛƭƭƛƴƎ ǘŜŀƳ ƛǎ 
reviewing your invoice; 
ǿŜΩƭƭ ǳǇŘŀǘŜ ƛƴ пу 
ƘƻǳǊǎΦέ

LƴŦƻǊƳΥ άhǳǊ ƴŜǘǿƻǊƪ ǘŜŀƳ ƛǎ 
working on improving speed; 
expected resolution by 
ǘƻƳƻǊǊƻǿΦέ

7. Confirm 
Resolution

/ŀƭƭ ŎǳǎǘƻƳŜǊΥ ά!ǊŜ ȅƻǳǊ 
Ŏŀƭƭǎ ƴƻǿ ǎǘŀōƭŜΚέ

/ŀƭƭκŜƳŀƛƭΥ ά¢ƘŜ ōƛƭƭƛƴƎ 
error has been 
corrected. Is 
ŜǾŜǊȅǘƘƛƴƎ ƻƪŀȅ ƴƻǿΚέ

/ŀƭƭΥ άLǎ ȅƻǳǊ ƛƴǘŜǊƴŜǘ ǎǇŜŜŘ 
ōŀŎƪ ǘƻ ƴƻǊƳŀƭΚέ

8. Document 
Learnings

Record recurring 
technical complaints for 
analysis.

Note patterns in billing 
errors for preventive 
measures.

Log network speed complaints 
by area for improvement.

4.3.4 Significance of Adhering to SLAs and Maintaining 
Response Time Standards
ServiceLevelAgreements(SLAs)are formal commitmentsbetweena telecomserviceproviderandits

customers,defining the quality, availability, and timeliness of services. For telecom executives,

adheringto SLAsand responsetime standardsis critical to ensuringreliability, trust, and customer

satisfaction. It not only protects theŎƻƳǇŀƴȅΩǎreputation but alsostrengthenslong-term customer

relationshipsandminimizesdisputes.

Handling Customer Complaints and Escalating Queries 
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Fig. 4.3.2 Keycomponentof ServiceLevelAgreement

Importanceof SLAsin Telecom

1. DefinesCustomerExpectations:

Å SLAsclearly outline servicestandardssuch as uptime, call resolution time, and network

performance.

Å Example: AbroadbandSLAmayguarantee99.5%uptimeper month.

2. EnhancesAccountability:

Å Adheringto SLAsensuresthat both the companyand its employeesare accountablefor

timelyservicedeliveryandissueresolution.

3. ImprovesCustomerSatisfactionandTrust:

Å MeetingSLAsdemonstratesreliabilityandprofessionalism.

Å Example: Resolvinga billing dispute within 24 hours as per SLAbuilds confidencein the

serviceprovider.

4. ReducesCustomerComplaintsandChurn:

Å Consistentlymeeting SLAsminimizes service-related complaints and increasescustomer

retention.

5. ProvidesMeasurablePerformanceMetrics:

Å Responsetimes,resolutiontimes,andservicequality canbe monitoredto assessoperational

efficiency.

Å Example: AverageCall HandlingTime (ACHT)and TurnaroundTime (TAT)are tracked to

ensureadherenceto SLAs.

Importanceof Maintaining ResponseTimeStandards

1 EnsuresPromptCustomerSupport:

Å Quickresponseto inquiries,complaints,andservicerequestspreventscustomerfrustration.

2. StrengthensProfessionalism:

Å Adheringto responsetime standardsreflects the ŎƻƳǇŀƴȅΩǎcommitment to high-quality

service.
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3. FacilitatesEfficientOperations:

Å Timelyhandlingof requestshelpsstreamlineprocessesandpreventsbacklogaccumulation.

4. SupportsSLACompliance:

Å Maintaining predefined responsetimes is a key SLAparameter that affects overall service

quality.

5. EnhancesCustomerRetentionandLoyalty:

Å Customersaremorelikelyto remainloyalwhenissuesareaddressedpromptlyandefficiently.

SLAandResponseTimeCompliance

Aspect Best Practices / Example

Uptime & Service Availability Ensure broadband or mobile services meet guaranteed uptime (e.g., 99.5% monthly 
uptime).

Response to Customer Queries Respond to emails or calls within defined SLA limits (e.g., within 24 hours).

Complaint Resolution Resolve issues like network faults or billing disputes within SLA timelines.

Monitoring & Reporting Track metrics like Average Handling Time, TAT, and first-call resolution to ensure 
compliance.

Communication with Customers Inform customers proactively about delays, outages, or resolution status.

Escalation Protocols Escalate unresolved issues to higher authorities before SLA breach occurs.

Adheringto SLAsand maintainingresponsetime standardsis crucial for ensuringservicereliability,

customersatisfaction,and operationalefficiency. Telecomexecutiveswho consistentlymeet these

standardscontributeto trustworthy servicedelivery,reducedcomplaints,andstrengthenedlong-term

customerrelationships.
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Exercise

A. Multiple ChoiceQuestions(MCQs):

1. Whyareprofessionalcustomerinteractionsimportant in a telecomshowroom?

a)Tocompletesalesquickly

b) Toenhancecustomersatisfactionandretention

c)Toavoidhandlingcomplaints

d) Toincreaseproductprices

2. Whichof the followingis the mosteffectivewayto understandcustomerrequirements?

a)Askingclosed-endedquestionsonly

b) MakingassumptionsabouttheŎǳǎǘƻƳŜǊΩǎneeds

c)Askingopen-endedquestionsandlisteningcarefully

d) Offeringpromotionswithout inquiry

3. Loyaltyprogramsofferedby telecomcompaniesprimarilyaimto:

a) Increaseimmediateprofitsonly

b) Retainexistingcustomersandrewardloyalty

c)Reducethe numberof salescalls

d) Avoidofferingdiscounts

4. Whatdoesadherenceto ServiceLevelAgreements(SLAs)ensure?

a)Customercomplaintsare ignored

b) Responsetimesandservicesmeetagreedstandards

c)Productsaresoldat a highermargin

d) Customersarebilled incorrectly

B. ShortQuestions:

1. Explainthe role of follow-up interactionsin buildinglong-term customerrelationships.

2. Describethe processof guiding customers in selecting telecom products based on their

preferences.

3. Whatarethe keystepsinvolvedin processingsalestransactionsandensuringaccuratebilling?

C. True/FalseStatements:

1.Personalizedcustomerservicehelpsimprovecustomerloyalty. ( )

2.Promotionsandbundledoffershaveno significantbenefit for customers. ( )

3.Inquiringaboutcustomerrequirementsshouldbe donepolitelyandprofessionally. ( )

4.Properescalationof customercomplaintsensuresservicequalityandcompliance. ( )

5.ServiceLevelAgreements(SLAs)definethe expectedresponsetime andservicestandards. ( )

D. Fill in the Blanks:

1.Professionalcustomerinteractionsin a showroomhelp in enhancingcustomer__________and

retention.

2.Loyaltyprogramsaredesignedto reward__________customers.

3.Theprocessof issuinginvoicesandensuringaccuratebillingispart of __________transactions.

4.Handling customer complaints as per company policies involves proper __________and

resolution.
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explainthe importance of maintainingshowroom displaysas per branding and cleanliness
standardsto attract customers.

2. Demonstratehow to maintainshowroomdisplaysasper brandingandcleanlinessstandards.

3. Describeproceduresfor restockingproductsand updatingprice tagsin coordinationwith the
supervisor.

4. Showhow to restockproductsandupdatepricetagsin coordinationwith the supervisor.

5. Discusskeysalesmetrics,suchasconversionrate, footfall, and revenuetargets,and their role
in analyzingshowroomperformance.

6. Demonstratethe processof tracking daily sales,customer footfall, and inquiries to analyze
showroomperformance.

7. Explaintechniquesfor identifying upsellingand cross-sellingopportunities to maximizesales
revenue.

8. Showhow to identify andimplementupsellingandcross-sellingtechniquesto boostrevenue.

9. Elucidatebest practicesfor cash handling, inventory management,and data protection in
showroomoperations.

10. Demonstratesecurity proceduresfor cashhandling, inventory management,and customer
dataprotection.

11. Discusshow a well-maintainedshowroomimpactscustomerperceptions,salesperformance,
andbrandreputation.
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By the end of this unit, the participants will be able to:

A well-maintainedtelecom showroomplaysa crucial role in attracting customers,enhancingtheir

experience,and reinforcingtheŎƻƳǇŀƴȅΩǎbrandimage. Showroomdisplaysare often the first point

of interaction between the customer and the company,and they must reflect professionalism,

organization,and brand consistency. It is essentialto understandand demonstratehow to maintain

displaysthat arevisuallyappealing,clean,andalignedwith corporatebrandingguidelines.

1. Importanceof ProperShowroomDisplayMaintenance

AttractsCustomers:

ω Clean,organized,andvisuallyappealingdisplaysdrawcustomerattention andcreatea positive

first impression.

ω Example: A neatly arrangedmobile display with proper lighting encouragescustomersto

exploreproducts.

ReinforcesBrandIdentity:

ω Consistentuse of company colors, logos, and promotional materials strengthens brand

recognition.

ω Example: Displaybannersandproductstandsfollow corporatebrandingguidelines.
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1. Explain the importance of maintaining showroom displaysas per branding and cleanliness
standardsto attract customers.

2. Demonstratehow to maintainshowroomdisplaysasper brandingandcleanlinessstandards.

3. Describeproceduresfor restockingproductsand updating price tags in coordinationwith the
supervisor.

4. Showhow to restockproductsandupdatepricetagsin coordinationwith the supervisor.

5. Discusskeysalesmetrics,suchasconversionrate, footfall, andrevenuetargets,andtheir role in
analyzingshowroomperformance.

6. Demonstratethe processof tracking daily sales,customer footfall, and inquiries to analyze
showroomperformance.

7. Explaintechniquesfor identifying upsellingand cross-selling opportunities to maximizesales
revenue.

8. Showhow to identify andimplementupsellingandcross-sellingtechniquesto boostrevenue.

9. Elucidate best practices for cash handling, inventory management,and data protection in
showroomoperations.

10. Demonstratesecurityproceduresfor cashhandling,inventorymanagement,and customerdata
protection.

11. Discusshow a well-maintainedshowroomimpactscustomerperceptions,salesperformance,and
brandreputation.

5.1.1 Maintaining Showroom Displays as per Branding and 
Cleanliness Standards

UNIT 5.1: Showroom Operations and Sales Optimization

Unit Objectives

Call CenterExecutive
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EnhancesCustomerExperience:

ω Easy-to-navigatedisplaysandclearproductlabelinghelpcustomersmakeinformedchoices.

DemonstratesProfessionalism:

ω A clean and well-organizedshowroom reflects the ŎƻƳǇŀƴȅΩǎcommitment to quality and

serviceexcellence.

SupportsSalesandPromotions:

ω Highlightingpromotions,bundledoffers,or new launcheson displayscaninfluencepurchasing

decisions.

2. Techniquesto Maintain ShowroomDisplays

1. OrganizeProductsSystematically:

ωGroupproductsbycategory,model,or usage.

ω Example: Smartphonesdisplayedseparatelyfrom accessorieswith clearlabels.

2. FollowBrandingGuidelines:

ω Ensurelogos,colors,andbannersareconsistentwith corporatestandards.

ω Example: Postersandstandsarepositionedaccordingto brand-approvedlayouts.

3. EnsureCleanliness:

ω Regularlydustshelves,cleanglassdisplays,andremoveclutter.

ω Example: Wipefingerprintsoff devicescreensandcleandemounitsdaily.

4. Maintain FunctioningDemoUnits:

ω Ensureinteractivedevicesarecharged,working,andupdatedwith the latestsoftwarefor

customertrials.

5. HighlightPromotionsandOffers:

ω Usesignageto clearlydisplayongoingdeals,loyaltyprograms,or bundledpackages.

6. Monitor andUpdateDisplaysRegularly:

ω Rotateproducts,replacedamagedsignage,and update promotional materialsto keep

the showroomcurrentandappealing.

3. Stepsfor Maintaining ShowroomDisplays

Step Action / Example

1. Organize Products Group smartphones by model and accessories separately; clearly 
label prices and features.

2. Apply Branding Guidelines Position banners, posters, and display stands according to 
company-approved layouts and colors.

3. Clean Displays Dust shelves, wipe glass, clean demo devices, and remove any 
clutter or packaging material.

4. Maintain Demo Units Ensure demo phones, tablets, or routers are powered, functional, 
and updated.

5. Highlight Promotions Display signage for current offers, loyalty programs, or bundles 
clearly visible to customers.

6. Regular Updates Replace worn-out materials, rotate products, and update 
promotions to keep displays fresh.
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In a telecom showroom,ensuringthat productsare alwaysavailableand price tagsare updated is

essentialfor smoothsalesoperationsand customersatisfaction. Customersexpectproductsto be in

stockandpricedcorrectly. If itemsare missingor mislabeled,it createsconfusion,reducestrust, and

canaffect sales. Hence,showroomstaff must follow systematicproceduresfor restockingproducts

andupdatingpricetagsunder the guidanceof their supervisor. Thisensuresaccuracy,accountability,

andadherenceto companystandards.

1. Proceduresfor RestockingProducts

1. CheckInventoryLevels:

ω Regularlyreviewstockavailabilityusinginventoryrecordsor bycheckingshelves.

ω Example: If mobilechargersarerunninglow on display,identify the shortageandnote it

down.

2. Inform the Supervisor:

ω Reportlow-stockitemsto the supervisorbeforetakingproductsfrom the storagearea.

ω Example:ά{ƛǊΣthe displayfor Model Xsmartphoneshasonlyoneunit left. ShallI restock

ƛǘΚέ

3. CollectStockfrom Storage:

ωWithǎǳǇŜǊǾƛǎƻǊΩǎapproval,takeproductsfrom the stockroomor warehouse.

4. RestockShelves/SystematicallyArrange:

ω Placeproductsneatlyin their designatedsectionswithout blockingvisibility.

ω Example: Arrangemobilecoversbysizeandcolor.

5. RecordRestockingin Log/CRM:

ω Updatestockmovementrecordsor digitalsystemsaspercompanyprocedures.

2. Proceduresfor UpdatingPriceTags

1. ReceivePriceUpdateNotification:

ω Companyor supervisorprovidesrevisedprice lists (due to discounts,promotions, or

policychanges).

2. Verify Priceswith Supervisor:

ω Confirmchangesbeforeupdatingto avoidmistakes.

3. ReplaceOldTags:

ω Remove outdated price tags and replace them with new ones clearly visible to

customers.

ω Example: Replacethe old 12,000 tag with the revised 11,500 tag for a handseton

discount.

4. Cross-CheckAccuracy:

ω Ensurethe displayedpricematchesthe billingsystemandǎǳǇŜǊǾƛǎƻǊΩǎinstructions.

5. UpdateRecords:

ω Notethe changesin pricetagupdatelogsor digitalrecords.

5.1.2 Restocking Products and Updating Price Tags in 
Coordination with the Supervisor

Call CenterExecutive
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3. Restocking& UpdatingPriceTags

Step Action Example

Identify Low Stock Staff notices only one headphone unit left on display.

Inform Supervisor ά{ƛǊΣ ǎƘƻǳƭŘ L ōǊƛƴƎ ŦƛǾŜ ƳƻǊŜ ǳƴƛǘǎ ŦǊƻƳ ǘƘŜ ǎǘƻǊŜΚέ

Collect & Restock {ǳǇŜǊǾƛǎƻǊ ŀǇǇǊƻǾŜǎ Ҧ ǎǘŀŦŦ ŎƻƭƭŜŎǘǎ ǇǊƻŘǳŎǘǎ ŦǊƻƳ ǎǘƻǊŜǊƻƻƳ ŀƴŘ ŀǊǊŀƴƎŜǎ 
them neatly.

Receive Price 
Update

{ǳǇŜǊǾƛǎƻǊ ƛƴŦƻǊƳǎΥ bŜǿ ǇǊƻƳƻǘƛƻƴŀƭ ǇǊƛŎŜ ŦƻǊ wƻǳǘŜǊ · ƛǎ мΣффф ƛƴǎǘŜŀŘ ƻŦ 
нΣмффΦ

Update Price Tag Staff removes the old tag and places a new one in the correct format.

Verify & Record Supervisor cross-ŎƘŜŎƪǎ Ҧ ǎǘŀŦŦ ǳǇŘŀǘŜǎ ǎǘƻŎƪκǇǊƛŎŜ ŎƘŀƴƎŜ ƛƴ /wa ƻǊ 
manual logbook.

In a telecom showroom,measuringperformanceis just as important as servingcustomers. Sales

metrics provide valuable insights into how effectively the showroom is operating, whether sales

strategiesareworking,andwhereimprovementsareneeded. Bytrackingmetricslikeconversionrate,

footfall, and revenuetargets,telecomstaff andsupervisorscananalyzecustomerbehavior,evaluate

saleseffectiveness,andalignbusinessgoalswith customerneeds.

1. KeySalesMetrics

1. Footfall (CustomerVisits):

ωDefinition: The total number of people visiting the showroomduring a specificperiod

(daily,weekly,monthly).

ωRole: Indicatescustomerinterestin the showroomandmarketingeffectiveness.

ωExample: If 500customersvisit in a weekbut only 50 purchase,staff cananalyzewhy the

conversionislow (productdisplay,pricing,or service).

2. ConversionRate:

ωDefinition: Thepercentageof visitorswhomakeapurchaseout of the total footfall.

ωFormula:

5.1.3 Key Sales Metrics for Analyzing Showroom Performance

ParticipantHandbook
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ωRole: Reflectsthe effectivenessof salesstaff in convertingvisitorsinto buyers.

ωExample: If 100out of 500visitorsbuyamobilephone,the conversionrate is20%.

2. RevenueTargets:

ωDefinition: Thesalesamount(in ύthat the showroomaimsto achievein agiventime.

ωRole: Helpsmeasurewhetherthe showroomismeetingbusinessgoals.

ωExample: If the monthly revenuetarget is 10,00,000but only 8,50,000isachieved,corrective

actionisneeded(promotions,better upselling).

2. Roleof SalesMetrics in ShowroomPerformance

Metric Role in Performance Analysis Example

Footfall Shows the volume of customer 
interest and effectiveness of 
promotions

A weekend promotion increases footfall by 
30%

Conversion 
Rate

Measures how well staff convert 
visitors into customers

Staff training improves conversion from 
15% to 25%

Revenue 
Targets

Tracks financial success and 
business growth

!ŎƘƛŜǾƛƴƎ мнΣллΣллл ǊŜǾŜƴǳŜ ŀƎŀƛƴǎǘ ŀ 
ǘŀǊƎŜǘ ƻŦ млΣллΣллл ǎƘƻǿǎ ǎǘǊƻƴƎ 
performance

3. Practicalfor Learners

Step Demonstration Activity

1. Counting Footfall Use a daily log or digital counter to record every visitor entering 
the showroom.

2. Calculating Conversion 
Rate

Record the number of purchases, divide by total visitors, and 
calculate percentage.

3. Tracking Revenue Compare actual sales amount with monthly target. Note shortfall 
or surplus.

4. Performance Analysis 5ƛǎŎǳǎǎ ǿƛǘƘ ǎǳǇŜǊǾƛǎƻǊΥ ά²Ƙȅ ǿŀǎ ŎƻƴǾŜǊǎƛƻƴ ƭƻǿ ǘƘƛǎ ǿŜŜƪΚέ ƻǊ 
άIƻǿ Ŏŀƴ ǿŜ ƛƳǇǊƻǾŜ ǊŜǾŜƴǳŜ ǿƛǘƘ ōǳƴŘƭŜŘ ƻŦŦŜǊǎΚέ

Daily trackingof sales,customervisits,and inquiries is an essentialtask in a telecom showroom. It

allows the team to monitor performance, identify trends, and take corrective measureswhere

necessary. Byrecordingthis data consistently,showroomstaff and supervisorscananalyzewhether

salestargetsare beingmet, how manycustomersare showinginterest (footfall), and what type of

inquiriesaremostcommon. Thisensuresbetter decision-makingandimprovedcustomerservice.

1. KeyElementsto TrackDaily

1. DailySales

ω Recordthe numberof productssoldandtotal salesrevenue.

ω Example: 15mobilephones,20SIMactivations,10accessoriesҦTotalrevenue 1,25,000.

5.1.4 Tracking Daily Sales, Customer Footfall, and Inquiries to 
Analyze Showroom Performance

Call CenterExecutive
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2. CustomerFootfall

ωCountthe total numberof peoplewhoenteredthe showroom,whethertheypurchasedor not.

ωExample: 120customersenteredthe showroomin aday.

3. CustomerInquiries

ωRecordall customerqueries(about products,services,billing, or promotions),even if they do

not leadto immediatesales.

ωExample: 30 inquiriesaboutnew5Gplans,15aboutbroadband,10aboutaccessories.

2. Process

Step Action Example

1. Record Daily Sales Enter sales data in CRM/software 
or sales register.

10 smartphones, 5 routers, 8 SIM 
activations sold.

2. Count Customer 
Footfall

Use a footfall counter, logbook, 
or digital system.

95 customers entered showroom 
today.

3. Note Customer 
Inquiries

Record queries in CRM or inquiry 
register with category.

12 customers asked about postpaid 
plans, 5 about bundled offers.

4. Verify with 
Supervisor

Share daily figures with 
supervisor for cross-checking.

Supervisor validates sales receipts and 
footfall count.

5. Analyze Data Compare sales against footfall 
and inquiries.

Out of 95 footfall, 23 made purchases 
Ҧ /ƻƴǾŜǊǎƛƻƴ Ґ нп҈Φ

6. Report Findings Prepare a short daily summary 
for management.

5ŀƛƭȅ {ŀƭŜǎΥ нΣмлΣлллΤ CƻƻǘŦŀƭƭΥ фрΤ 
Inquiries: 25 (mostly broadband).

3. Sample Daily Tracking Format

Date
Footfall 

(Visitors)
{ŀƭŜǎ ό¦ƴƛǘǎκ ύInquiries

Conversion 
%

Remarks

01-Oct-2025 100 20 units / 
мΣулΣллл

30 (15 
broadband, 
10 mobile, 5 
accessories)

20% Good sales, high 
broadband 
inquiries

02-Oct-2025 85 15 units / 
мΣнрΣллл

20 (mostly 
5G plans)

18% Customers asked 
about new plans

03-Oct-2025 120 25 units / 
нΣрлΣллл

40 
(broadband + 
OTT bundle)

21% Promotions 
boosted footfall

4. Benefitsof DailyTracking

ω Identifiesconversiongaps(visitorsvs. buyers).

ω Helpsin planningpromotionsbasedon inquiries.

ω Ensuresalignmentwith salestargets.

ω Providesreal-time feedbackto supervisorsandmanagement.
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In a telecomshowroom,customersoften visit with a specificproduct or servicein mind. However,

skilledsalesstaff can add more value to the ŎǳǎǘƻƳŜǊΩǎpurchasewhile also increasingshowroom

revenuethroughtechniqueslikeupsellingandcross-selling.

ωUpsellingmeansencouragingcustomersto buy a higher-valueproduct or upgradedversionof

what theycamefor.

ωCross-selling means suggestingcomplementaryproducts or servicesthat enhancethe main

purchase.

When done professionally,these techniquesimprove customersatisfaction,as customersfeel they

are receivingbetter value and convenience,while also helping the showroom meet its revenue

targets.

1. Techniquesfor IdentifyingOpportunities

1. UnderstandCustomerNeeds

ω Askopen-endedquestionsto learnmoreaboutcustomerpreferencesandusage.

ω Example:ά5ƻyouusuallywatcha lot of moviesandsportsonyourǇƘƻƴŜΚέ

2. ObservePurchaseIntent

ω Checkwhat productthe customerisinterestedin andfind possibleupgradesor add-ons.

3. Matchwith SuitableOptions

ω Suggest related or higher-value products only when relevant to the ŎǳǎǘƻƳŜǊΩǎ

requirements.

4. UseFAB(FeaturesςAdvantagesςBenefits)Approach

ω Explainclearlyhowthe suggestedproduct/servicebenefitsthe customer.

2. UpsellingandCross-SellingScenarios

5.1.5 Identifying and Implementing Upselling and Cross-Selling 
Techniques

Scenario
/ǳǎǘƻƳŜǊΩǎ 

Intent
Upselling 

Opportunity
Cross-Selling 
Opportunity

Example Conversation

1. Buying a 
Smartphone

Customer asks 
for a mid-range 
phone

Suggest higher 
model with better 
camera & storage

Offer screen 
guard, cover, or 
wireless earbuds

ά¢Ƙƛǎ ƳƻŘŜƭ ƛǎ ƎƻƻŘΣ ōǳǘ 
ŦƻǊ Ƨǳǎǘ нΣллл ƳƻǊŜ ȅƻǳ 
get a 64MP camera and 
double storage. Also, 
would you like a cover 
and earphones to 
protect and enjoy your 
ǇƘƻƴŜΚέ

2. New SIM / 
Plan 
Activation

Customer wants 
a prepaid SIM

Suggest postpaid 
plan with more 
data/OTT benefits

Offer add-ons like 
international 
calling pack

άhǳǊ ǇƻǎǘǇŀƛŘ Ǉƭŀƴ ƎƛǾŜǎ 
you unlimited data and 
free OTT subscription. 
Would you also like to 
add an ISD pack for your 
ŦǊŜǉǳŜƴǘ Ŏŀƭƭǎ ŀōǊƻŀŘΚέ

Call CenterExecutive
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3. 
Broadband 
Connection

Customer 
interested in 
basic internet 
plan

Suggest higher-
speed plan for 
better streaming

Offer Wi-Fi 
extender or 
router upgrade

ά{ƛƴŎŜ ȅƻǳǊ ŦŀƳƛƭȅ ǳǎŜǎ 
multiple devices, a 
higher-speed plan will 
avoid buffering. You can 
also take a Wi-Fi 
extender to cover all 
ǊƻƻƳǎΦέ

4. Buying 
Router

Customer asks 
for standard 
router

Suggest dual-
band/high-speed 
router

Offer installation 
service or 
extended 
warranty

ά¢Ƙƛǎ Řǳŀƭ-band router 
gives you stronger 
signals across multiple 
devices. For peace of 
mind, you can also take 
a 2-year extended 
ǿŀǊǊŀƴǘȅΦέ

3. BestPractices

ω Recommendproductsrelevantto customerneeds(avoidpushingunnecessaryitems).

ω Alwayshighlightvalueandbenefits,not just features.

ω Bepolite andprofessionalwhilesuggestingadditionalpurchases.

ω Ensurethat CUSTOMERfeelssupported,not pressured.

The physicalappearanceand organizationof a telecom showroom play a vital role in shaping

customer perceptions. A clean, well-arranged,and brand-aligned showroom not only creates a

welcomingenvironmentbut alsoboostscustomerconfidencein theŎƻƳǇŀƴȅΩǎproductsandservices.

Forsalesstaff, maintainingthe showroomis not just about cleanlinessbut alsoabout ensuringthat

brandimage,salesperformance,andcustomersatisfactionareconsistentlyupheld.

1. Impacton CustomerPerceptions

ωFirstImpressionsMatter: Customersjudgethe professionalismof a companyfrom the moment

theywalkin.

ωComfortandTrust: A neat andwell-lit showroomwith clearproduct displaysmakescustomers

feelcomfortableandrespected.

ωEaseof Decision-Making: Organizedshelves,price tags, and demo units help customers

compareproductseasilyandmakefasterdecisions.

Example: A customerentering a showroomwith cleandisplays,updatedoffers, and working demo

phonesismorelikelyto feelpositiveandtrust the company.

5.1.7 Discuss How a Well-maintained Showroom Impacts 
Customer Perceptions, Sales Performance, and Brand 
Reputation
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2. Impacton SalesPerformance

ω EncouragesPurchases: Attractivedisplaysandpromotionsinfluencebuyingdecisions.

ω Supports Upselling and Cross-Selling: Highlighting premium products or bundled offers

throughproperplacementincreasessalesopportunities.

ω BoostsEfficiency: Staffspendlesstime searchingfor productsin a well-arrangedshowroom,

improvingservicespeed.

Example: A clearly labeledsectionfor 5G phonescan increasesalesas customersquickly find and

comparelatestmodels.

3. Impacton BrandReputation

ω Consistencywith Brand Standards: Showroomsthat follow company branding guidelines

reflectprofessionalismandreliability.

ω CompetitiveAdvantage: Customersprefer brands that provide a clean, modern shopping

experience.

ω Long-TermLoyalty: A positiveenvironmentbuildscustomertrust, leadingto repeatvisitsand

strongerbrandrecall.

Example: If BrandA showroomis alwaysclean,branded,and welcoming,while Brand.Ωǎshowroom

lookscluttered,customersaremorelikelyto preferBrandA.

Call CenterExecutive
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Exercise

A. Multiple ChoiceQuestions(MCQs):

1. What is the primary reason for maintaining showroom displays as per branding and

cleanlinessstandards?

a)Toreducecleaningcosts

b) Toattract andengagecustomers

c)Toincreasestaff workload

d) Tocomplywith tax regulations

2. Which of the following metrics helps measure the percentageof visitors who make a

purchase?

a)Footfall

b) Conversionrate

c)Revenuetarget

d) Inventoryturnover

3. Upsellingin a showroomrefersto:

a)Sellinga lower-pricedproductinsteadof a higherone

b) Offeringadditionalproductsor servicesto increaseoverallsales

c) Ignoringcustomerpreferences

d) Reducingproductpricesto clearstock

4. Which of the following is a best practice for protecting customer data in showroom

operations?

a)Writingcustomerinformationon stickynotes

b) Storingdatain unsecuredfiles

c)Followingorganizationaldataprotectionprotocols

d) Sharingcustomerdetailswith all staff freely

B. ShortQuestions:

1. Explaintwo techniquesfor identifying upsellingor cross-sellingopportunities in a telecom

showroom.

2. Describethe proceduresfor restockingproductsandupdatingpricetagsin coordinationwith

the supervisor.

3. List three best practices for cash handling, inventory management,and customer data

protectionin showroomoperations.

C. True/FalseStatements:

1.Updatingpricetagsshouldalwaysbe donein coordinationwith the supervisor.

2.Trackingdailysales,footfall, andinquiriesisunnecessaryif revenuetargetsaremet.

3.Aclean,organizedshowroompositivelyinfluencescustomerperceptionandbrandreputation.

4.Cross-sellinginvolvessuggestingcomplementaryproductsto customersto enhancesales.
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6. Tracking and 
Evaluating Self-
Performance

TEL/N0115

Unit 6.1 - Tracking and Evaluating Self-Performance 
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explain the importance of tracking daily work metrics such as login hours, customer
interactions,callhandlingtime, andattendance.

2. Demonstrate how to record daily work-related metrics, including login hours, customer
interactions,andattendance.

3. Describeproceduresfor maintainingaccuraterecordsof completedtasksandescalatingissues
asper companyguidelines.

4. Show how to maintain accurate documentation of completed tasks and escalate issues
followingcompanyprocedures.

5. Discussmethods for comparing personal performance against assignedsales, service, or
operationaltargets.

6. Demonstrate how to compare personal performance against assignedsales, service, or
operationaltargetsusingperformancereports.

7. Elucidatedifferent sourcesof feedback,includingcustomer reviews,supervisorevaluations,
andinternal reports.

8. Showhow to collect and review customerand supervisorfeedbackto assessservicequality
andefficiency.

9. Explain how to analyze feedback and audit results to identify strengths and areas for
improvement.

10. Demonstratetechniquesto analyzefeedbackandidentify areasfor self-improvement.

11. Enlistbestpracticesfor utilizingfeedbackto enhanceservicequalityandwork efficiency.
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By the end of this unit, the participants will be able to:

Theperformanceof a CustomerCareExecutive(CCE)is evaluatedbasedon externalfactors,suchas

customersatisfactionand achievementof customergoals,and internal factors, includingindividual

targetsandcriticalsuccessfactors. Measuringperformanceensuresaccountability,identifiesareasfor

improvement,and helps executivesexcel in their roles. Peer reviewsand adherenceto company

targetsalsohelpidentify top performers.

1. CommonPerformanceParametersin TelecomCallCentres

1.1 RevenuePerformanceTargets

ωCCEscontributeto revenuebyselling,upselling,andcross-sellingproductsor services.

ωThegoalisto increaseAverageRevenueper User(ARPU).

ωExample: A CCEmeeting their target by successfullyselling broadband bundles and

smartphoneupgrades.

1.2 CollectionsandBadDebtRecovery

ωPurpose: Ensure timely collection of past-due payments to safeguard the ŎƻƳǇŀƴȅΩǎ

revenue.

ωProcess:
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1. Explainthe importanceof trackingdailywork metricssuchasloginhours,customerinteractions,
callhandlingtime, andattendance.

2. Demonstrate how to record daily work-related metrics, including login hours, customer
interactions,andattendance.

3. Describeproceduresfor maintainingaccuraterecordsof completedtasksandescalatingissuesas
per companyguidelines.

4. Showhow to maintainaccuratedocumentationof completedtasksandescalateissuesfollowing
companyprocedures.

5. Discussmethods for comparing personal performance against assignedsales, service, or
operationaltargets.

6. Demonstrate how to compare personal performance against assigned sales, service, or
operationaltargetsusingperformancereports.

7. Elucidatedifferent sourcesof feedback,includingcustomerreviews,supervisorevaluations,and
internalreports.

8. Showhow to collectand reviewcustomerandsupervisorfeedbackto assessservicequality and
efficiency.

9. Explain how to analyze feedback and audit results to identify strengths and areas for
improvement.

10. Demonstratetechniquesto analyzefeedbackandidentify areasfor self-improvement.

11. Enlistbestpracticesfor utilizingfeedbackto enhanceservicequalityandwork efficiency.

6.1.1 Measuring Performance of a Customer Care Executive 
(CCE) in Telecom

UNIT 6.1: Tracking and Evaluating Self-Performance 

Unit Objectives
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Å CollectionsAgingTracking: Categorizeoverdueinvoices(e.g., 0ς30days,30ς60days,60+days).

Å CollectionsActions:

o ReminderMessage/Call: Contactcustomerviamail,message,or phone.

o RedLetter: Issueformalpaymentnotice,e.g.,άtŀȅin 7 days.έ

o ServiceSuspension: Disconnectserviceif overdue.

o DebtRecoveryAgency: Engagecollectionagenciesfor unresolveddues.

1.3 ChurnManagement

ωRetainingexistingcustomersisoften moreprofitablethanacquiringnewones.

ωCCEshandlechurn incidentsby addressingcustomerconcernspromptly to ensurepositive

experiences.

ωExample: Offering personalizedplans or resolvingcomplaints in a single interaction can

reducechurnandincreaseloyalty.

1.4 ComplaintReduction

ωMonitor complaintsthroughcustomersurveysandinternalaudits.

ωImplementcorrectivemeasuresto minimizerecurringissues.

1.5 Adherenceto ServiceLevelAgreements(SLAs)

ωSLAsdefinemeasurablecommitmentsto customers.

ωExample: Walk-in customersshouldnot wait more than 10 minutes; servicenamechanges

completedwithin 48hours.

1.6 FirstTimeResolution(FTR)

ωResolvingacustomerqueryin the first interactionenhancessatisfactionandprofitability.

ωExample: Outof 100queriesin aday,80shouldideallybe resolvedthe first time.

2. Time-BasedPerformanceParameters

2.1 LoginTime

ω Calculation:

1. Determineexpecteddailylogintime: ShiftHoursςBreakTime.

2. Multiply by total workingdaysin amonth.

3. Calculateloginpercentage:

Login%=ExpectedLoginHours/ActualLoginHoursҎ100

ω Example:

o Shift: 9 hours,Break: 1 hourҦExpecteddailylogin=8 hours

o Month: 25daysҦExpectedlogin=200hours

o Actuallogin=190hoursҦLogin%=95%

2.2 CustomerContact

ω Trackthe numberof customersinteractedwith.

ω Importantevenif AHT(AverageHandlingTime)targetsaremet.

2.3 AverageCallHandlingTime(AHT)andAvg. CallHoldingTime(ACHT)

ωAHT: Totaltime spentincludingcallwaiting(ACW).

ωACHT: Actualtime oncall=AHTςACW.

ωExample:
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o AHT=450sec,ACW=15secҦACHT=435sec

o TargetAHT=380sec,TargetACW=20secҦ

ÁAHT%=118%(abovetarget)

ÁACW%=75%(within target)

ÁACHT%=121%(needsimprovement)

3. SoftSkills/ Quality Parameters

ÅPerformanceisalsojudgedon callqualityandprofessionalism:

Parameter Description

Greeting Use appropriate greeting to start the call positively.

Listening Listen carefully; avoid making customers repeat information unnecessarily.

Solution Offer accurate and relevant information or resolutions.

Offer New Services Suggest upselling or cross-selling based on customer needs.

Offer Assistance Check if customer requires further help after resolving query.

Close End the call on a positive, courteous note.

System Update Update customer information and CRM records accurately.

A //9Ωǎperformance is multi-dimensional, combining revenue generation, customer retention,

complaintresolution,SLAadherence,callefficiency,andsoft skills. Regularmonitoringof thesemetrics,

along with constructivefeedback,ensurescontinuousimprovement,accountability,and high-quality

customerservicein telecomcontactcenters.

In a telecomworkplace,keepingaccuraterecordsof completedtasksandproperlyescalatingissuesis

essential for accountability,processefficiency, and customer satisfaction. Proper documentation

ensuresthat supervisorsand managementhavea clear view of operations,while timely escalation

helpsresolveproblemsbefore they impactservicequality or revenue. Followingcompanyguidelines

ensuresconsistencyandcomplianceacrossthe organization.

1. Proceduresfor Maintaining AccurateRecords

1. DocumentCompletedTasksDaily

ω UseCRMsoftware,logbooks,or digitaltasktrackers.

ω Recordtaskdetails,completiontime,andoutcomes.

ω Example: Recordingthe installation of 5 new broadbandconnections,includingcustomer

detailsandserviceactivationtime.

2. UseStandardTemplatesor Formats

ω Followcompany-approvedformatsfor reportingto maintainconsistency.

ω Example: UsingapredefinedCRMentry form for servicecallsor complaints.

6.1.2 Maintaining Accurate Records and Escalating Issues

Call CenterExecutive
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3. VerifyInformation

ωDouble-checkcustomerdetails,taskstatus,andtimestampsto preventerrors.

ωExample: Ensurethat the bill updatedfor acustomermatchesthe paymentreceived.

4. UpdateRecordsin Real-Time

ωRecordtasksimmediatelyafter completionto avoidmissedor inaccurateentries.

ωExample: After resolvingaquery,logthe resolutionnotesin CRMimmediately.

5. MaintainHistoricalLogs

ωKeeprecordsorganizedfor easyretrievalandauditing.

ωExample: Archivedrecordsof customercomplaintsresolvedin the lastsixmonths.

2. Proceduresfor EscalatingIssues

1. Identify IssuesEarly

ωRecognizewhen a task cannot be completed or when customer requestscannot be

fulfilled.

ωExample: Atechnicalfault preventingaserviceactivation.

2. FollowEscalationGuidelines

ωEscalateissuesaccordingto companyhierarchyor pre-definedseveritylevels.

ωExample: Minor delaysҦTeamLead; MajorserviceoutageҦSupervisor/Manager.

3. ProvideCompleteDetails

ωInclude customer information, issue description, steps taken, and urgency in the

escalation.

ωExample: ά/ǳǎǘƻƳŜǊID 12345, broadband activation delayed due to router stock

shortage. Requestedsupervisorinterventionfor expeditedsolution.έ

4. TrackEscalatedIssues

ωFollowup onescalatedtasksto ensureresolutionandupdaterecordsonceresolved.

3. Maintaining Records and Escalating Issues

Step Action / Example

1. Task Completion RecordingLog resolved billing query in CRM with timestamp and resolution 
notes.

2. Use Standard Format Enter service request updates using company-approved template.

3. Verification Cross-check customer ID, payment status, and service details 
before finalizing record.

4. Real-Time Update Immediately record completion of SIM activation in CRM.

5. Escalation Identification Identify a network outage preventing service activation.

6. Escalate Issue Notify supervisor with all details and severity level.

7. Track Resolution Monitor supervisor action and update CRM once issue resolved.
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Accuraterecord-keepingand proper escalationare essentialfor efficient operations,accountability,

and high-quality customer service in a telecom environment. Following standardizedprocedures

ensuresthat tasksaredocumentedcorrectly,issuesareaddressedpromptly,andsupervisorshavethe

necessaryinformationto makeinformeddecisions.

In a telecom workplace,it is important for CustomerCareExecutives(CCEs)or showroomstaff to

measuretheir personalperformanceagainstassignedtargets. Thesetargets may relate to sales,

servicequality,or operationalefficiency. Regularcomparisonhelpsemployeesidentify strengths,spot

gaps,and improve performance,while also allowing supervisorsto provide meaningfulfeedback.

Using performance reports and relevant metrics ensures that comparisonsare accurate and

actionable.

1. Methodsfor ComparingPersonalPerformance

1. UsePerformanceReports

ω Accessdaily,weekly,or monthlyreportsfrom CRMor other trackingsystems.

ω Example: Sales report showing number of units sold, revenue generated, and

upselling/cross-sellingachievements.

2. CompareAgainstAssignedTargets

ω Identify the assignedgoalandcompareit with actualperformance.

ω Example: Target= 50 SIMactivationsper week; Actual= 42Ҧ Performance= 84% of

target.

3. UseKeyPerformanceIndicators(KPIs)

ω CommonKPIsinclude:

o Salesrevenueachieved

o Numberof products/servicessold

o FirstTimeResolution(FTR)percentage

o Customersatisfactionscores

ω Example: FTRtarget=80%; Actual=75%ҦShortfall=5%.

4. AnalyzeTime-BasedMetrics

ω Reviewloginhours,callhandlingtime, andresponsetime againstexpectedstandards.

ω Example: Expectedloginhoursper month=200; Actual=190ҦLogin%=95%.

5. VisualComparisonTools

ω Usegraphs,charts,or dashboardsfor quickassessmentof performancetrends.

ω Example: Linechartshowingweeklysalesvs. target.

6.1.3 Comparing Personal Performance Against Assigned 
Targets
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2. Stepsfor ComparingPerformance

Step Action / Example
1. Retrieve Report Access monthly sales and service performance report from CRM.

2. Identify Targets Note assigned sales targets, FTR targets, and operational KPIs.

3. Compare Actual vs. Target9ȄŀƳǇƭŜΥ ¢ŀǊƎŜǘ Ґ млл ǇǊƻŘǳŎǘ ǎŀƭŜǎΤ !Ŏǘǳŀƭ Ґ ур Ҧ ур҈ 
achievement.

4. Highlight Gaps Identify areas below target (e.g., FTR 75% vs. target 80%).

5. Take Corrective Action Plan improvement strategies (e.g., upselling training, customer 
follow-ups).

6. Track Progress Review updated reports after corrective actions to monitor 
improvement.

Feedbackis a crucialtool for improvingperformanceandensuringhigh-quality customerservice. In a

telecom environment, feedbackcan come from multiple sourcesincludingcustomers,supervisors,

and internal reports. Collectingand analyzingfeedback helps employeesunderstand strengths,

identify gaps, and implement improvements, thereby increasingefficiency, service quality, and

customersatisfaction.

1. Different Sourcesof Feedback

6.1.4 Collecting and Reviewing Feedback to Assess Service 
Quality

Source Description Example

Customer ReviewsDirect opinions, ratings, and 
comments from customers 
regarding products or service.

Customer rates a call center interaction 
4/5 stars and comments that resolution 
was fast but information on add-on 
services was missing.

Supervisor 
Evaluations

Feedback provided by team leads 
or managers based on 
performance observations and 
reports.

Supervisor notes that the CCE handled 
difficult queries professionally but 
exceeded target call handling time 
(ACHT).

Internal Reports Metrics and performance data 
extracted from CRM, call logs, or 
operational dashboards.

Reports show monthly sales, number of 
queries resolved, FTR %, and average 
login hours.

Customer SurveysStructured surveys to measure 
satisfaction, service quality, or 
product feedback.

{ǳǊǾŜȅ ŀǎƪǎΥ άIƻǿ ǎŀǘƛǎŦƛŜŘ ŀǊŜ ȅƻǳ ǿƛǘƘ 
ǘƘŜ {La ŀŎǘƛǾŀǘƛƻƴ ǇǊƻŎŜǎǎΚέ ǿƛǘƘ 
responses collected online or via phone.

Peer Feedback Input from colleagues regarding 
teamwork, knowledge sharing, 
and collaboration.

¢ŜŀƳ ƳŜƳōŜǊ ŎƻƳƳŜƴǘǎΥ άIŀƴŘƭŜŘ 
customer escalations well and assisted in 
ǘǊŀƛƴƛƴƎ ƴŜǿ ƧƻƛƴŜǊǎΦέ
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2. Processto CollectandReviewFeedback

Step Action / Example

1. Collect Customer 
Feedback

Use CRM, surveys, online reviews, or call follow-ups to gather 
customer opinions. Example: Collect feedback after broadband 
installation.

2. Gather Supervisor 
Evaluation

Receive monthly or weekly performance review from team lead, 
including strengths and improvement areas.

3. Access Internal ReportsReview performance metrics like sales achieved, FTR %, ACW, ACHT, 
and login hours.

4. Analyze Feedback Compare customer feedback with supervisor evaluation and internal 
metrics to identify gaps. Example: Low customer rating for query 
explanation vs. supervisor note on accuracy.

5. Implement 
Improvement Actions

Focus on training or corrective measures for weak areas, e.g., upselling 
techniques or call handling speed.

6. Monitor Progress Track improvements in subsequent feedback cycles to ensure positive 
change.

3. Benefitsof ReviewingFeedback

ω EnhancesServiceQuality: Identifies gaps in query handling, communication,or technical

knowledge.

ω BoostsEfficiency: Streamlinesprocessesbasedonrecurringissuesor suggestions.

ω IncreasesCustomerSatisfaction: Actingon feedbackimprovescustomerexperience.

ω SupportsPersonalDevelopment: Highlightsareasfor skillenhancementandtrainingneeds.

In a telecomworkplace,feedbackandaudit resultsarevaluabletools for enhancingperformanceand

improving servicequality. Feedbackcan come from customers,supervisors,internal reports, and

audits,while auditsprovidea structuredreviewof processesandcompliance. Analyzingtheseinputs

helps employeesrecognizestrengths, identify areas for improvement, and implement corrective

actions,ensuringbetter customersatisfactionandprofessionalgrowth.

1. Stepsto AnalyzeFeedbackandAudit Results

6.1.5 Analyzing Feedback and Audit Results to Identify 
Strengths and Improvement Areas
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Step Action / Example

1. Collect Feedback 
and Audit Reports

Gather customer feedback (surveys, reviews), supervisor evaluations, and 
audit reports (internal quality checks, compliance audits). Example: 
Customer survey shows dissatisfaction with billing clarity; audit report 
highlights delayed updates in CRM.

2. Categorize 
Feedback

Group feedback into categories such as sales, service, technical support, 
communication, or process compliance. Example: Billing issues, call 
handling, query resolution, upselling efficiency.

3. Identify Positive 
Feedback (Strengths)

Highlight areas where performance meets or exceeds expectations. 
Example: Customers praise polite communication and friendly demeanor.

4. Identify Negative 
Feedback 
(Improvement 
Areas)

Spot recurring issues, delays, or low ratings that need attention. Example: 
Frequent complaints about long wait times or incomplete information 
provided.

5. Compare with 
Targets and KPIs

Evaluate actual performance metrics against assigned targets or SLAs. 
9ȄŀƳǇƭŜΥ C¢w ǘŀǊƎŜǘ Ґ ул҈Σ ŀŎǘǳŀƭ Ґ тл҈ Ҧ ƛƴŘƛŎŀǘŜǎ ƴŜŜŘ ŦƻǊ ƛƳǇǊƻǾŜƳŜƴǘ 
in first-time query resolution.

6. Prioritize Areas for 
Improvement

Focus on high-impact areas that affect customer satisfaction or business 
performance. Example: Address billing clarity before minor cosmetic issues 
in CRM entries.

7. Create an Action 
Plan

Develop a structured plan to enhance skills or correct process gaps. 
Example: Training on billing queries, call scripting, or CRM updating.

8. Monitor Progress Track improvements through subsequent feedback and audits to ensure 
ŎƻǊǊŜŎǘƛǾŜ ŀŎǘƛƻƴǎ ŀǊŜ ŜŦŦŜŎǘƛǾŜΦ 9ȄŀƳǇƭŜΥ C¢w ƛƳǇǊƻǾŜǎ ŦǊƻƳ тл҈ Ҧ ур҈ ƛƴ 
next month.

2. Techniques for Self-Improvement Based on Feedback

Technique Description / Example

Reflection Review feedback carefully and reflect on personal performance. Example: 
Note that long call times are affecting ACHT targets.

Goal Setting Set specific, measurable targets for improvement. Example: Reduce average 
call handling time from 6 mins to 5 mins per call.

Skill Enhancement Attend training, workshops, or online courses to fill gaps. Example: Upselling 
training or communication skills workshop.

Peer Learning Observe and learn from colleagues who excel in areas where improvement 
is needed. Example: Shadow a colleague who has high FTR and customer 
satisfaction.

Regular Monitoring Track own progress weekly or monthly to ensure continuous improvement. 
Example: Maintain a log of FTR, call time, and customer satisfaction scores.
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3. Benefitsof FeedbackAnalysis
ωImprovesServiceQuality: Correctingrecurringissuesenhancescustomerexperience.
ωBoostsProfessionalGrowth: Highlightsareasto learnanddevelopskills.
ωSupportsData-DrivenDecisions: Providesobjectiveinformationto guideself-improvement.
ωIncreasesAccountability: Employeesbecomeresponsiblefor their performanceoutcomes.

Feedbackisa vital tool for continuousimprovementin telecomoperations. Usingfeedbackeffectively

helpsemployeesenhancecustomerservice,improveoperationalefficiency,andachievepersonaland

organizationalgoals. Whether it comesfrom customers,supervisors,or internal audits, feedback

providesactionableinsightsthat guidebetter decision-makingandperformanceenhancement.

BestPracticesfor UtilizingFeedback

6.1.6 Best Practices for Utilizing Feedback to Enhance 
Service Quality and Work Efficiency

Practice Description / Example

1. Collect Feedback 
Regularly

Seek feedback consistently from multiple sources such as customer surveys, 
supervisor reviews, and internal audits. Example: Request feedback after 
each service call or product installation.

2. Categorize and 
Analyze Feedback

Organize feedback into actionable categories like service quality, technical 
support, sales, and communication. Example: Group recurring complaints 
about long call handling times.

3. Focus on 
Improvement Areas

Identify gaps and prioritize areas that significantly impact customer 
satisfaction or operational efficiency. Example: Improve First Time 
Resolution (FTR) if repeated queries are observed.

4. Implement 
Corrective Actions

Take concrete steps to address shortcomings highlighted in feedback. 
Example: Attend training sessions on upselling techniques or CRM updates.

5. Track Progress 
Over Time

Monitor improvements after implementing changes to ensure feedback is 
effectively addressed. Example: Measure reduction in call handling time or 
increase in positive customer ratings.

6. Encourage Open 
Communication

Share feedback results with team members to foster collaboration and 
collective improvement. Example: Discuss recurring issues in team meetings 
to brainstorm solutions.

7. Recognize and 
Reinforce Strengths

Use positive feedback to reinforce effective behaviors and motivate staff. 
Example: Praise excellent customer handling during weekly review sessions.

8. Document 
Lessons Learned

Maintain records of feedback, actions taken, and results achieved to guide 
future improvements. Example: Create a log of resolved issues and 
techniques that worked for reference.

9. Integrate 
Feedback into Daily 
Workflow

Apply insights from feedback to daily operations for continuous efficiency. 
Example: Adjust call scripts based on common customer concerns noted in 
feedback.
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Effectively utilizing feedback allows telecom employeesto enhance service quality, improve
efficiency,and achievehigher customersatisfaction. By systematicallycollecting,analyzing,and
acting on feedback, employees can transform insights into practical improvements, foster
professionalgrowth,andcontributeto the overallsuccessof the organization.
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Exercise

A. Multiple ChoiceQuestions(MCQs):

1. Whyis trackingdailywork metricssuchasloginhoursandcallhandlingtime important?

a)Tomonitor salarypayments

b) Toensureservicequality,efficiency,andcompliance

c)Toreducethe numberof employees

d) Toavoidfollowingcompanyrules

2. Whichof the followingisanexampleof a sourceof feedback?

a)Customerreviews

b) Supervisorevaluations

c) Internalreports

d) All of the above

3. Whenissuescannotbe resolvedat your level,the correctprocedureis to:

a) Ignorethem

b) Escalatethem asper companyguidelines

c) Inform the customerto wait indefinitely

d) Handlethem without authorization

4. What is the bestwayto usefeedbackfor professionalimprovement?

a) Ignorethe negativecomments

b) Analyzestrengthsandareasof improvementandtakecorrectiveaction

c)Shareit onlywith friends

d) Useit only to comparewith colleagues

B. ShortQuestions:

1. Describethe proceduresfor maintainingaccuraterecordsof completedtasks.

2. How can performancereports help in comparingpersonalperformanceagainstassigned

targets?

3. Explainhow analyzingaudit resultscanhelpin self-improvement.

C. True/FalseStatements:

1.Attendancetrackingisnot consideredpart of dailywork metrics. ( )

2.Feedbackfrom supervisorscanbeusedto improveboth servicequalityandefficiency. ( )

3.Escalatingunresolvedissuesensurestimely resolutionandcustomersatisfaction. ( )

4.Internalreportsarea reliablesourceof feedback. ( )

5.Negativefeedbackshouldalwaysbe ignoredto avoidstress. ( )

D. Fill in the Blanks:

1. Maintaining accurate documentation of completed tasks ensures __________ and

accountability.

2. Comparing personal performance with assigned targets helps employees measure

__________.

3. Customerreviews,supervisorevaluations,andinternalreportsarekeysourcesof __________.

4. Analyzingfeedbackhelpsin identifying__________andareasfor improvement.
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7. Enhancing Work 
Performance and 
Adapting to Feedback

TEL/N0115

Unit 7.1 - Tracking and Evaluating Self-Performance
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Bythe end of this module, the paricipantswill be able to:

KeyLearningOutcomes

1. Explain the significanceof implementing corrective actions suggestedby supervisorsto
enhancework performance.

2. Demonstratehow to implement correctiveactionsbasedon supervisorfeedbackto improve
work performance.

3. Discussthe importance of conductingperiodic performancereviews to track progressand
identify areasfor improvement.

4. Showhow to conduct a self-assessmentand participate in performancereview discussions
with supervisors.

5. Elucidatethe processof seekingclarificationson job expectationsand applying suggested
strategiesfor better efficiency.

6. Demonstrateeffective waysto seekclarificationsand applysuggestedefficiencystrategiesin
the workplace.

7. Describethe needto adaptto evolvingwork processesandperformancerequirementsto stay
efficient.

8. Show how to adapt to new work processesand performancerequirements in a dynamic
environment.

9. Enlist best practicesfor following security protocols and data privacy rules while handling
customerdata.

10. Demonstrate compliance with security protocols and data privacy rules while handling
customerinformation.

11. Explainthe importance of proactive learning and continuous skill development for career
growth.
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By the end of this unit, the participants will be able to:

Supervisorfeedbackis a key component of professionaldevelopment in a telecom workplace. It

identifiesareaswhereanŜƳǇƭƻȅŜŜΩǎperformancecanbe improvedandprovidesspecificguidanceto

enhanceskills,efficiency,andservicequality. Implementingcorrectiveactionsbasedon this feedback

ensuresthat employeesalign with organizationalstandards,meet targets, and deliver consistent

customersatisfaction. Timely and effective implementationof correctivemeasuresis essentialfor

personalgrowthandoperationalexcellence.

1. Explainthe significanceof implementingcorrectiveactionssuggestedby supervisorsto enhance
work performance.

2. Demonstratehow to implement corrective actions basedon supervisorfeedbackto improve
work performance.

3. Discussthe importance of conducting periodic performance reviews to track progressand
identify areasfor improvement.

4. Showhow to conducta self-assessmentand participatein performancereview discussionswith
supervisors.

5. Elucidate the processof seeking clarifications on job expectationsand applying suggested
strategiesfor better efficiency.

6. Demonstrateeffectivewaysto seekclarificationsandapplysuggestedefficiencystrategiesin the
workplace.

7. Describethe need to adapt to evolvingwork processesand performancerequirementsto stay
efficient.

8. Show how to adapt to new work processesand performance requirements in a dynamic
environment.

9. Enlist best practices for following security protocols and data privacy rules while handling
customerdata.

10. Demonstratecompliancewith securityprotocolsanddata privacyruleswhile handlingcustomer
information.

11. Explainthe importanceof proactivelearningandcontinuousskilldevelopmentfor careergrowth.

7.1.1 Implementing Corrective Actions to Enhance Work 
Performance

UNIT 7.1: Tracking and Evaluating Self-Performance 

Unit Objectives
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1. Significanceof ImplementingCorrectiveActions

Aspect Significance / Example

Improves Work Efficiency Correcting inefficiencies, such as long call handling times, helps 
complete tasks faster. Example: Reducing average call time from 6 
minutes to 5 minutes improves productivity.

Enhances Service Quality Applying supervisor suggestions improves the accuracy, professionalism, 
and relevance of service. Example: Providing complete information on 
new plans as suggested during feedback sessions.

Aligns with Organizational 
Standards

Ensures compliance with company processes, SLAs, and quality 
expectations. Example: Following the correct procedure for billing 
adjustments to avoid errors.

Boosts Customer 
Satisfaction

Addressing gaps highlighted in feedback leads to better customer 
experience. Example: Resolving customer complaints more effectively 
after applying corrective measures.

Supports Personal 
Development

Helps employees develop skills, knowledge, and confidence in handling 
complex tasks. Example: Upskilling in upselling techniques based on 
supervisor recommendations.

Promotes Accountability Shows responsibility by acknowledging feedback and taking action to 
improve. Example: Logging all corrective actions taken in CRM for 
transparency.

2. ImplementingCorrectiveActions

Step Action / Example

1. Receive Feedback Supervisor points out that average call handling time exceeds target and FTR 
is low.

2. Understand 
Recommendations

Clarify specific actions needed, e.g., follow the updated call script, confirm 
customer details first, and offer solutions promptly.

3. Plan Corrective Actions Identify tasks to implement: practice call scripts, review CRM procedures, 
and focus on first-time query resolution.

4. Implement Actions Apply the suggestions during daily work: adhere to new script, double-check 
data, and resolve queries efficiently.

5. Monitor Results Track metrics like AHT, FTR %, and customer satisfaction after implementing 
changes.

6. Seek Feedback Again Discuss improvements with the supervisor and adjust actions if required for 
further enhancement.
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Periodicperformancereviews are essentialin a telecom workplace to track employeeprogress,

evaluate achievements,and identify areas for improvement. These reviews provide structured

feedbackfrom supervisorsand allow employeesto reflect on their own performance,align their

efforts with organizationalgoals,andtake correctiveactions. Regularassessmentensurescontinuous

learning,professionalgrowth,andenhancedservicequality.

1. Importanceof PeriodicPerformanceReviews

7.1.2 Conducting Performance Reviews to Track Progress 
and Improve Performance

Aspect Significance / Example

Track Progress Reviews help employees see how well they are meeting sales, service, or 
operational targets. Example: Monitoring monthly FTR % or revenue 
generated against targets.

Identify Improvement Areas Highlights skill gaps or process inefficiencies. Example: Long call handling 
times or recurring complaints about billing clarity.

Set Goals and Action Plans Provides guidance for setting realistic targets and corrective actions. 
Example: Plan to reduce ACHT from 6 minutes to 5 minutes through 
improved call handling.

Encourage Communication Fosters open discussion between employee and supervisor, creating a 
platform for feedback and suggestions.

Motivate Employees Recognition of strengths boosts confidence, while constructive feedback 
inspires improvement.

Align with Organizational 
Objectives

Ensures individual efforts contribute to company goals, such as higher 
customer satisfaction or revenue growth.

2. ConductingSelf-Assessment

Step Action / Example

1. Gather Performance Data Collect personal work metrics: sales figures, FTR %, call times, 
customer ratings.

2. Reflect on Strengths Identify areas where performance met or exceeded targets. 
Example: Positive customer feedback on politeness and 
clarity.

3. Identify Weaknesses Note recurring challenges or missed targets. Example: Call 
handling time exceeded benchmark by 1 minute on average.

4. Compare Against Goals Evaluate performance against set targets and KPIs. Example: 
Target = 50 upsells/month; Actual = 42.

5. List Actionable Improvements Decide on strategies to improve weak areas. Example: Attend 
upselling training or follow a structured call script.



132

3. Participatingin PerformanceReviewDiscussions

Step Action / Example

1. Prepare for Discussion Review self-assessment and gather supporting data.

2. Listen to Supervisor 
Feedback

Understand observations, areas for improvement, and suggestions.

3. Discuss Achievements and 
Challenges

Share successes, clarify difficulties, and provide context if needed.

4. Agree on Action Plan Collaboratively decide on corrective actions and improvement 
goals.

5. Document Outcomes Record agreed-upon targets, timelines, and performance 
improvement steps for follow-up.

Understandingjob expectationsclearly is crucial in a telecom workplaceto perform taskseffectively,

meet targets,and maintainservicequality. Employeesoften need guidanceon processes,targets,or

customer handling techniques. Seekingclarifications ensures tasks are executed correctly, while

applying suggestedstrategiesimproves work efficiency, accuracy,and professionalgrowth. Timely

clarificationreduceserrors,savestime,andenhancescustomersatisfaction.

1. Processof SeekingClarificationson JobExpectations

7.1.3 Seeking Clarifications and Applying Strategies for 
Better Efficiency

Step Action / Example
1. Identify Unclear Areas Recognize parts of tasks or targets that are ambiguous. Example: 

Unsure about the steps for processing a new broadband 
connection.

2. Approach Supervisor or 
Experienced Colleague

tƻƭƛǘŜƭȅ ŀǎƪ ŦƻǊ ƎǳƛŘŀƴŎŜ ƻǊ ŜȄǇƭŀƴŀǘƛƻƴΦ 9ȄŀƳǇƭŜΥ ά/ƻǳƭŘ ȅƻǳ 
please clarify the correct process for updating customer billing 
ŘŜǘŀƛƭǎΚέ

3. Use Structured Questions !ǎƪ ǎǇŜŎƛŦƛŎ ǉǳŜǎǘƛƻƴǎ ǘƻ ŀǾƻƛŘ ŎƻƴŦǳǎƛƻƴΦ 9ȄŀƳǇƭŜΥ ά{ƘƻǳƭŘ L 
ǾŜǊƛŦȅ ŎǳǎǘƻƳŜǊ L5 ōŜŦƻǊŜ ƻǊ ŀŦǘŜǊ ǇŀȅƳŜƴǘ ŎƻƴŦƛǊƳŀǘƛƻƴΚέ

4. Take Notes Record the clarification or instructions for future reference. 
Example: Note the updated steps in CRM SOP reference sheet.

5. Confirm Understanding {ǳƳƳŀǊƛȊŜ ǘƘŜ ŜȄǇƭŀƴŀǘƛƻƴ ǘƻ ŜƴǎǳǊŜ ŎƻǊǊŜŎǘƴŜǎǎΦ 9ȄŀƳǇƭŜΥ ά{ƻΣ L 
need to verify customer details first, then confirm payment, and 
Ŧƛƴŀƭƭȅ ǳǇŘŀǘŜ /waΦ Lǎ ǘƘŀǘ ŎƻǊǊŜŎǘΚέ
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2. ApplyingSuggestedStrategiesfor Better Efficiency

Step Action / Example
1. Review Supervisor 
Suggestions

Understand recommendations for improving efficiency. Example: Use 
call scripts to reduce call handling time.

2. Integrate Strategies into Daily 
Work

Apply the suggested methods in routine tasks. Example: Use shortcuts 
in CRM to update customer records faster.

3. Monitor Personal 
Performance

Track metrics like task completion time, AHT, FTR %, or sales targets 
to see improvement. Example: Average call time reduced from 6 
minutes to 5 minutes after using scripts.

4. Seek Feedback After implementing strategies, ask for supervisor feedback to confirm 
ƛƳǇǊƻǾŜƳŜƴǘǎΦ 9ȄŀƳǇƭŜΥ άL ƘŀǾŜ ǎǘŀǊǘŜŘ ǳǎƛƴƎ ǘƘŜ ǳǇŘŀǘŜŘ /wa 
ǇǊƻŎŜŘǳǊŜΤ ŎƻǳƭŘ ȅƻǳ ǊŜǾƛŜǿ ƛŦ ƛǘΩǎ ŜŦŦƛŎƛŜƴǘΚέ

5. Adjust Based on Feedback Refine strategies as required to achieve optimal results. Example: 
Modify call script phrasing for clearer communication based on 
supervisor suggestions.

The telecom industry is dynamic and fast-changing, driven by new technologies, customer

expectations,and organizationalstrategies. Employeesmust constantly adapt to evolving work

processes,updated tools, and revised performancerequirements to stay efficient. Flexibility and

willingnessto learnare keyqualitiesthat help individualsremainrelevant,improveproductivity,and

contributepositivelyto organizationalgrowth.

1. Needfor Adaptability in the Workplace

7.1.4 Adapting to Evolving Work Processes and Performance 
Requirements

Reason Explanation / Example
Technological ChangesNew CRM software, AI-based chat systems, or updated billing platforms 

require employees to learn and use them effectively. Example: Shifting 
from manual registers to digital CRM for tracking complaints.

Evolving Customer 
Expectations

Customers now demand faster responses and personalized services. 
Example: Providing WhatsApp-based support in addition to phone calls.

Organizational Policy 
Updates

New compliance guidelines, SLA changes, or revised targets may affect 
how tasks are done. Example: Resolving queries within 24 hours instead 
of 48.

Performance StandardsTargets for sales, service quality, or call-handling time may be updated. 
Example: Reducing Average Handling Time (AHT) to improve efficiency.

Market Competition Adapting ensures the company can stay ahead of competitors by offering 
better service. Example: Introducing bundled offers in response to rival 
promotions.
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In the telecom sector,employeesfrequently handlesensitivecustomerinformation suchas phone

numbers,addresses,ID proofs,billing details,and usagepatterns. Protectingthis data is not only an

ethical responsibility but also a legal requirement under data privacy laws and organizational

standards. Any mishandling of information can lead to loss of trust, financial penalties, and

reputational damage for the company. Therefore, Customer Care Executivesmust follow best

practicesto ensurecompliancewith securityprotocolsanddataprivacyguidelines.

1. BestPracticesfor HandlingCustomerDataSecurely

2. Howto Adapt to NewWork ProcessesandRequirements

Step Action Example

1. Stay Informed Regularly check for updates from 
supervisors or training sessions.

Attending a briefing on new sales 
targets or CRM updates.

2. Be Open to Learning Participate in refresher trainings, 
workshops, or e-learning modules.

Learning to use an upgraded billing 
system through online tutorials.

3. Practice New 
Processes

Apply new procedures in daily 
tasks to build confidence.

Using the new complaint-tracking 
software while assisting customers.

4. Seek Guidance Ask supervisors or senior 
colleagues for clarification if a 
process seems unclear.

!ǎƪƛƴƎΣ ά/ŀƴ ȅƻǳ ǎƘƻǿ ƳŜ ǘƘŜ ŎƻǊǊŜŎǘ 
way to log inquiries in the updated 
/waΚέ

5. Monitor Performance Compare personal results before 
and after adapting.

Tracking improvement in call resolution 
time after using an improved script.

6. Provide Feedback Share challenges faced while 
adapting, so improvements can be 
made.

Informing the supervisor if a new tool 
has a technical glitch slowing down 
work.

7.1.5 Following Security Protocols and Data Privacy Rules in 
Handling Customer Data

Best Practice Explanation / Example

Collect Only Relevant Data Request only the information necessary for the service. Example: 
Asking for customer ID for SIM card activation, not unrelated details.

Verify Customer Identity Confirm the authenticity of the person before sharing account 
details. Example: Ask for registered phone number or OTP 
verification.

Maintain Confidentiality Never disclose customer information to unauthorized persons. 
Example: Avoid discussing customer account details in public areas.

Use Authorized Systems OnlyEnter and update data strictly in official CRM/ERP systems provided 
by the company.
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2. Compliancewith SecurityProtocolsandDataPrivacy

Situation Correct Employee Action 

Customer requests account details 

over the phone

Verify customer identity through registered number and OTP before 

sharing.

While updating CRM records
Enter data only in the authorized portal, double-check accuracy, and 

save securely.

Customer provides ID proof for new 

connection

Scan and upload securely into the system, return original document 

immediately.

Colleague asks for customer details 

casually

tƻƭƛǘŜƭȅ ǊŜŦǳǎŜ ŀƴŘ ǎǘŀǘŜΥ ά{ƻǊǊȅΣ L Ŏŀƴƴƻǘ ǎƘŀǊŜ ŎǳǎǘƻƳŜǊ ƛƴŦƻǊƳŀǘƛƻƴ 

ǿƛǘƘƻǳǘ ŀǳǘƘƻǊƛȊŀǘƛƻƴΦέ

System generates data privacy 

compliance alert
Follow company SOP and notify IT/security team.

InǘƻŘŀȅΩǎcompetitivework environment,especiallyin fast-changingsectorslike telecom,employees

cannotrelyonlyon their initial training. Technology,customerneeds,andorganizationalprocessesare

constantly evolving. To stay relevant and achievelong-term career success,individualsmust take

responsibilityfor proactivelearning(learningon their own initiative)andcontinuousskilldevelopment

(upgradingskillsregularly). Thesehabitsnot only improvecurrent job performancebut alsoopenup

opportunitiesfor promotions,higherresponsibilities,andcareeradvancement.

WhyProactiveLearningandContinuousSkillDevelopmentMatter

7.1.6 Importance of Proactive Learning and Continuous Skill 
Development for Career Growth

ParticipantHandbook

Follow Strong Password 
Practices

Keep login credentials confidential and change them periodically. 
Example: Avoid writing passwords on sticky notes.

Adhere to Company PoliciesFollow internal guidelines such as DND (Do Not Disturb), restricted 
data access, and record-keeping policies.

Report Security Breaches Immediately inform supervisors if suspicious activity or data misuse 
is noticed. Example: A system alert showing multiple failed login 
attempts.

Dispose of Data Securely Shred physical documents and delete electronic files as per 
company rules when no longer needed.
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Aspect Importance / Example

Keeps Skills Updated Telecom tools, CRM systems, and sales techniques change 
frequently. Learning updates ensures employees perform tasks 
efficiently. Example: Adapting to a new billing software quickly.

Improves Job Performance Employees who learn new methods handle customers better, 
close sales faster, and achieve targets consistently.

Increases Employability Professionals with diverse skills are more valued by employers and 
have better chances of promotions or job opportunities.

Boosts Confidence Learning new skills builds confidence to handle challenges. 
Example: Attending training on conflict resolution helps in 
managing angry customers calmly.

Supports Career Growth Continuous upskilling prepares employees for higher roles, such as 
moving from Customer Care Executive to Team Leader.

Encourages Adaptability Proactive learners can easily adjust to new processes, tools, or 
organizational changes. Example: Switching from voice-based 
support to chat/AI-assisted customer service.

Enhances Customer 
Satisfaction

Skilled employees can provide accurate, timely, and professional 
service, improving overall customer trust and loyalty.

Examplesof ProactiveLearningin TelecomSector

Å Participatingin refreshertrainingsessionsonCRMsoftware.

Å Attendingworkshopsonsalestechniques,upselling,andcross-selling.

Å Learningaboutnewtelecomproducts,bundledoffers,andloyaltyprograms.

Å Takingonlinecourseson communicationskillsandcustomerrelationshipmanagement.

Å Seekingfeedbackfrom supervisorsandapplyingsuggestionsfor improvement.

Proactivelearningand continuousskill developmentare essentialfor careergrowth. Employeeswho

activelyseekknowledge,adapt to changes,and improve their skillsnot only perform better in their

current roles but also build a foundation for future opportunities. In the telecom industry, where

changeis constant, continuous learning ensuresprofessionalgrowth, job security, and customer

satisfaction.
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A. Multiple ChoiceQuestions(MCQs):

1. Whyis it important to implementcorrectiveactionssuggestedby supervisors?

a)Toavoidadditionalwork

b) Toimprovework performanceandefficiency

c)Toignoremistakes

d) Toreducefeedbacksessions

2. Conductingperiodicperformancereviewshelpsin:

a) Identifyingstrengthsandimprovementareas

b) Comparingemployeesfor promotiononly

c)Avoidingsupervisorinvolvement

d) Increasingworkloadwithout purpose

3. What is the primarypurposeof followingdataprivacyrules?

a)Tokeepcustomerinformationconfidentialandsecure

b) Toreducecallhandlingtime

c)Tospeedup salestransactions

d) Toavoidpaperwork

4. Continuousskilldevelopmentis importantbecause:

a) It reducesthe needfor teamwork

b) It ensurescareergrowthandadaptabilityto newrequirements

c) It eliminatesthe needfor supervisorreviews

d) It allowsemployeesto ignoreorganizationalstandards

B. ShortQuestions:

1. Explainhow self-assessmenthelpsin performancereviewdiscussionswith supervisors.

2. Describetwo effectivewaysto seekclarificationson job expectations.

3. Whyis it necessaryto adaptto evolvingwork processesin the telecomsector?

C. True/FalseStatements:

1. Implementingcorrectiveactionsfrom supervisorshasno impacton work performance.

2. Adaptingto newwork processesensuresefficiencyin a dynamicenvironment.

3. Performancereviewsareconductedonly to find employeemistakes.

4. Followingsecurityprotocolsisessentialto protect customerdataprivacy.

5. Proactivelearningandskilldevelopmentcontributeto careergrowth.

D. Fill in the Blanks:

1. __________reviewshelptrackprogressandidentify areasfor improvement.

2. Seeking__________on job expectationsensuresclarityandbetter performance.

3. Adapting to evolving work processesis necessaryto maintain __________in a dynamic

environment.

4. Followingsecurity protocols and data privacy rules ensuresthe protection of __________

information.

Exercise
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