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Customer Service

Scope of learning for the HSC

3.1 Customer service – mandatory focus area

3.1.1 Outcomes

The student:

 ● explains the fundamental principles of quality customer service
 ● proposes appropriate responses to customer inquiries, feedback and complaints
 ● applies knowledge of workplace policies and procedures and industry standards to 

ensure quality customer service.

3.1.2 Associated units of competency

The following scope of learning for the HSC must be read and delivered in conjunction with 
the following associated unit of competency:
either  BSBCUS201 Deliver a service to customers
or  BSBCUS301 Deliver and monitor a service to customers

The application and elements for each of these units of competency are provided below.

BSBCUS201 Deliver a service to customers

Application This unit describes the skills and knowledge required to deliver all aspects of 
customer service at an introductory level. It includes creating a relationship 
with customers, identifying their needs, delivering services or products and 
processing customer feedback. 

Elements 1. Establish contact with customers
2. Identify customer needs
3. Deliver service to customers
4. Process customer feedback.

BSBCUS301 Deliver and monitor a service to customers

Application This unit describes the skills and knowledge required to identify customer 
needs, deliver and monitor customer service and identify improvements in the 
provision of customer service. 

Elements 1. Identify customer needs
2. Deliver a service to customers
3. Monitor and report on service delivery.

Australian Consumer Law sets out rights and responsibilities in all sorts of purchasing 
situations. In NSW, the Department of Fair Trading safeguards the rights of consumers while 
at the same time advises businesses and traders about fair and ethical practice. NSW Fair 
Trading provides good advice to consumers with respect to resolving a complaint or dispute. 
For more information, go to the following website:
http://www.fairtrading.nsw.gov.au/
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Customer Service

Chapter 1: Customers

 ● types of customers typical to a business 
services environment: 
o internal
o external
o new

o repeat

 ● customers with special needs and implications for customer service

 ● difference between customer needs, preferences and expectations

 ● establishing customer needs, preferences and expectations through:
o active listening
o open, closed and reflective questions
o observation and recognition of non-verbal cues

 ● communicating effectively with customers:
o verbal, written and non-verbal communication
o face-to-face, over the telephone and electronically

o importance of being accurate, clear, concise and courteous 
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Customer Service

Types of customers typical to a business services environment

There are four main types of customers in a business services environment, including:

 ● Internal: An internal customer can be anyone in the 
business or organisation, who uses goods or services 
produced in that business, as an input for his or her own 
work. In other words, they are dependent on someone 
else within that business or organisation in order to fulfil 
their duties properly. Most commonly, they rely on the 
provision of information so good communication is 
paramount for good internal customer service. Good 
internal customer service results in increased worker satisfaction and morale, 
increased productivity and efficiency as well as increasing the service given to 
external customers. 

 ● External: An external customer is someone who buys 
your business’s products or services or requires some 
information but is not part of your business or organisation. 
External customers provide the income that the business or 
organisation needs in order to survive. They are otherwise 
known as consumers.

 ● New: A new customer is someone who comes on board for the first time. A new 
internal customer may be a new worker and a new external customer is someone 
buying the business’s products or services for the first time. 

 ● Repeat: A repeat customer is someone who buys again from a business or 
organisation that they have used before. This is generally the result of receiving 
good customer service in the past or has enjoyed using the product they had bought 
previously. It is cheaper for a business or organisation to bring in repeat customers 
than to bring in a new customer. 

Customers with special needs and implications for customer service

Some customers may have special needs, including:

 ● A disability (physical or mental)

 ● A short-term illness or impediment

 ● May come from a non-English speaking background so have 
limited understanding of English

Customers with special needs may have difficulty communicating what 
their needs are or may take time processing information. Sometimes 
it is not easy to identify a customer with special needs. So, all 
customers should be treated the same – using a positive attitude, good 
communication skills, patience and a sense of good humour. If a person 
with special needs does not have his/her needs met, they are not likely 
to become repeat customers – they will take their business elsewhere. This can result in bad 
publicity and may affect other sales and hence, profits. 
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Customer Service

A business or organisation should cater for special needs customers by:

 ● Providing appropriate products and/or information by a set time, for a certain purpose 
or to cater for individual traits

 ● Adapting/changing a product for the special need

 ● Providing special help with their mobility or impairment 

Difference between customer needs, preferences and expectations

A customer’s need is a desire for a product or the benefit from a service 
that will solve a problem. They are often thought of as being necessary 
purchases. 

A customer’s preference is their individual taste in products, which will give them the greatest 
satisfaction or levels of utility. Preferences are independent of income and prices - someone 
may prefer a BMW but may only afford a Toyota. The ability to afford a product does not 
determine their likes or dislikes. 

A customer’s expectation of a product is their perceptions of the quality of that product or 
service. Expectations are usually pre-conceived and are usually based on ideas of value for 
money, excellent service and of the product working properly. If the quality of the product or 
service doesn’t meet with expectations, the consumer will be disappointed and so will not buy 
that product or service again. Conversely, if it exceeded expectations, they will become loyal 
customers. Either way, they will tell their friends about their experiences. 

Establishing customer needs, preferences and expectations

A customer doesn’t always know what products he/she needs in order to solve a problem so 
they look to the salesperson for assistance. It is then the job of the salesperson to identify 
what the customer actually needs and provide sound advice on the best options to solve the 
problem. 

One of the most important aspects of customer expectation is good customer service. If the 
customer is not fully satisfied with the service, they might not purchase the most appropriate 
good/service to solve their problem. In this case, they will not return to that business again. 

Active listening is part of the communication process, and is essential in establishing the 
needs of the customer. It involves a lot more than just hearing what the 
customer is saying. Active listening will build rapport with the customer so 
that enough information is obtained about the problem that needs to be 
solved. Therefore, the customer will be able to purchase the most 
appropriate good/service to solve their problem. 

Active listening involves the following:

 ● Paying full attention: face the customer and give them undivided 
attention.

 ● Show that you are listening: display appropriate body language (do 
not cross your arms), nod and acknowledge what the customer is 
saying.
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Customer Service

 ● Provide feedback: ask relevant questions for clarification and paraphrase what the 
customer has said so they know you understand.

 ● Respond appropriately: do not interrupt the customer, respond honestly and don’t put 
the customer down.

 ● Defer judgement: let the customer finish, don’t make any assumptions, then make 
appropriate suggestions.

In order to fully understand the customer’s needs, it is important to ask many questions. 
These questions may be:

 ● Open: these encourage more information so the salesperson knows the full picture. 
They cannot be answered with just one word. Open questions often start with words 
like “what”, “why” and “how”. 

 ● Closed: these generally require a one-word answer, like “yes” or “no”. 

 ● Reflective questions: these questions prompt the customer to think 
about the benefits of the products/services you suggest. By making the 
customer think about their choice, the salesperson is ensuring that the 
products/services will meet their needs. 

A large part of communication is non-verbal – more than 65% of the impact of communication 
is in fact from non-verbal cues. Non-verbal cues are all the ways a person presents and 
expresses themselves apart from the actual words they speak, including body movement and 
orientation, posture, voice tone, facial expressions, as well as detail of dress and clothing. 
How we say something usually has more impact than what we actually say. If verbal and non-
verbal messages do not match, people tend to believe the non-verbal. Customer needs can 
be better met if their non-verbal cues are understood.

Communicating effectively with customers

A good relationship with a customer begins and ends with effective 
communication, and it creates an image of the business to the 
customer. Communication is required to determine the customer’s 
needs so they can be satisfied. This communication can be verbal 
(face-to-face or over the telephone), non-verbal (facial expressions 
and body language), or written (electronically or hand-written). 
Good listening is often the key to effective communication so the 
business clearly understands what the customers want. Excellent 
communication will build positive and long-lasting relationships 
between the business and its customers.

Verbal communication: good verbal communication is paramount in the business world as it 
is the main method of sharing information between people. When speaking with customers it 
is important to:

 ● Always introduce yourself

 ● Choose words carefully: be brief, free of jargon, use good sentence structure

 ● Use a friendly tone: portray energy and confidence

SAMPLE



© Five Senses Education Business Services: Mandatory Focus Areas 9

Customer Service

 ● Pace yourself: fast speech indicates anger or impatience while slow speech indicates 
fatigue or disinterest

 ● Don’t repeat yourself too often

 ● Listen attentively

 ● Maintain eye contact

Non-verbal communication: is the sending and receiving of wordless clues. The way you 
listen, look, move, and react tells the other person whether or not you care, if you’re being 
truthful, and how well you’re listening. When your non-verbal signals match up with the 
words you’re saying, there is an increase in trust, clarity, and rapport. When they don’t, they 
generate tension, mistrust, and confusion. First impressions are often made before a single 
word is spoken. 

Non-verbal communication may occur through the following:

 ● Gestures: can made by the hands, arms or body including movements of the head. 
A gesture may be complimentary in one cultural circumstance while offensive in 
another. 

 ● Facial expressions: in face-to-face conversations, facial expressions can convey a 
lot of meaning, both positive and negative. For example, smiling shows that you are 
interested, nodding shows understanding whereas frowning or rolling of the eyes 
shows disinterest.

 ● Posture: this often shows the level of attention or involvement in the conversation. 
Crossing your arms sends a negative impression.

 ● Eye contact: making eye contact shows interest, attention and 
involvement

 ● Distance: standing too close to somebody when talking to them often 
makes them feel uncomfortable. It is best to stand at least an arm’s 
length away or more when speaking with a customer.

 ● Touch: shaking hands with both male and female customers is acceptable and 
appropriate in Australian business, though a weak handshake will convey a negative 
impression. However, in some cultures, it is not acceptable to 
shake hands with females. Most customers otherwise do not 
like being touched at all unless they actually know the other 
person well. 

 ● Clothing: the type of clothing worn conveys clues about 
personality, background and financial status. People who dress for comfort and 
practicality tend to be self-controlled, dependable and have more traditional views 
and beliefs. Being untidy in appearance will make the customer feel that you may not 
be the most appropriate person to deal with their problem.

Written communication: this may be in the form of letters, newsletters, reports, hand-written 
notes or electronic messages. The benefits of written communication include:

 ● There is a permanent record for future reference
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Customer Service

 ● It is easily distributed

 ● Everyone receives the same information

 ● Satisfies any legal or binding rules

 ● They can be revised and edited several times

 ● Most appropriate for complex messages, especially if they contain important facts and 
figures

The challenges of written communication include:

 ● It may need to be formal, so must be well written

 ● It may not be read by the recipient for a period of time, so leave enough time for a 
turnaround of information

 ● Proof-read the document and make any necessary changes before sending out the 
document

Face-to-face communication: this is the most effective communication as the two-way 
conversation allows for immediate responses to questions to allow for feedback and to clarify 
misinterpretations. Face-to-face communication is best in the following situations:

 ● To share or give information that will affect the customer

 ● When the information needs immediate attention

 ● To directly answer questions of concern that either the customer 
or the business has

When dealing with a customer face-to-face, it is important to:

 ● Give the customer your undivided attention

 ● Listen carefully

 ● Give honest responses and don’t hold back bad news

 ● Don’t dismiss the customer’s concerns as trivial

 ● Always give them the larger picture – the “why” and “how” rather than just the “what”

 ● Don’t be serious all the time: add some humour so the customer feels comfortable 
and enjoys talking with you

 ● Ensure the customer has their concerns answered: ask questions to get feedback

 ● Don’t wait too long to give or get feedback

Communicating by telephone: it is important to make a good impression as this is often the 
first communication a customer has with a business. To do this, you must:

 ● Don’t use negative language.

 ● Answer the phone within the first few rings and don’t drop it when picking it up
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Customer Service

 ● Speak clearly, identify your business and yourself

 ● Smile: this is conveyed in your voice

 ● Ask the customer his/her name and use it during your conversation

 ● Repeat information, especially phone numbers, so the customer can write it down

 ● Give the customer your undivided attention: stop multi-tasking and don’t stop mid-
conversation to speak to a colleague

 ● Be polite at all times and don’t make comments about the caller that may be heard by 
another customer

 ● Try to let the customer hang up first and don’t make any comments that they may 
hear. 

 ● Speak with enthusiasm: use inflection in your voice to convey sincerity and 
confidentiality; vary your tone so you don’t sound monotonous

 ● If you don’t know the answer to a customer’s question, never say “I don’t know” but 
reassure them that you will find out the answer. You could either ask them if they mind 
being put on hold or ask them for their phone number so you or someone who knows 
the answer can call them straight back. Always keep the customer informed as to 
your progress, especially if finding out the answer is taking longer than expected. 

 ● If another line starts to ring and there is no-one else there to answer it, ask the 
customer if they mind you answering the call; politely tell the second caller that 
you are busy with another customer then take their contact details and ring them 
back after you have finished with the first caller; go straight back to the first caller, 
apologise for the interruption and thank them for their patience before you continue 
with their enquiry.

 ● If the caller is angry, it is important to acknowledge their feelings by apologising on 
behalf of the business; showing sympathy by saying “I know how you feel”; accepting 
responsibility even if it wasn’t your fault; and indicate your preparedness to help them. 
Most importantly, remain calm and don’t take their anger personally.

 ● At the end of the call, it is important to summarise the conversation, especially 
reiterating their name and contact details, the problem and 
the action you will be taking. Always ask if there is 
anything else you can help them with before you say 
“thank you” and “goodbye”. SAMPLE
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Electronic communication: electronic communication, in particular e-mails, is now a highly 
popular tool for communication in the business world. The benefits of using electronic 
communication include:

 ● It is interactive

 ● Can enhance team work

 ● Can prioritise messages

 ● Can transmit large amounts of information quickly

 ● Stored data and contacts can be accessed easily

 ● Can access your messages from anywhere in the world when travelling

 ● Text, graphics, sound and video can be combined into a single message

 ● Makes communication possible between numerous people in different parts of the 
world – both cheaply and quickly

 ● Can store messages and attachments safely, minimising the need for paper-based 
storage

The importance of good communication skills: correct grammar, punctuation, spelling 
and non-verbal clues are very important communication skills. The reader/receiver of 
communication will form an opinion of you based on these and errors will lead them to form a 
negative impression. The following is important for successful communication:

 ● Courtesy: respect the receiver and never raise your voice during a conversation

 ● Clarity: it is important that the receiver understand the conversation so it is important 
not to use ambiguity

 ● Conciseness: people prefer information to be “short and sweet” otherwise the 
customer may lose their patience and business may be lost

 ● Correctness: never give out wrong information; people 
expect to be told the truth no matter what the situation

 ● Completeness: give out all relevant information so 
conclusions and/or decisions can be made

 ● Consideration: consider the state of mind of the 
customer and understand what he/she expectsSAMPLE
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