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SECTION A (this section is compulsory)

Question One
a) Select the most correct choice for the following items
(i) 
8

(ii) A customer is …..
(a) Someone who purchases products or services from another
(b) A person or a unit receiving the out puts of another person or system 
(c) A person who exchanges money for a product or service 
(d) Whose expectations for the service/product are met

(iii) Creating an environment, experience, culture and ethos that say in action and words sum up___
(a) Customer satisfaction
(b) Internal customer care
(c) Customer care
(d) Customer buying behavior 

(iv) Which choice about customer service is not true?
(a) Average customer service will always be sufficient
(b) Profit goals are more likely to be reached because of customer care
(c) Businesses must provide excellent customer service or expect failure
(d) Excellent customer service results in a more positive business reputation

(v) Which of the 3 are customer services and elements of service delivery for non-commercial or public sector like a school?
(a) Timeliness, appearance, courtesy 
(b) Quality & efficiency, ease of doing business, problem-solving 
(c) Responsive, reliable, respectful 
(d) Retention, related sales, referrals

(vi) Receiving the benefits of the product or service they get when they need it refers to…
(a) Customer satisfaction
(b) Customer expectation
(c) Customer needs and wants 
(d) Customer’s perception

(vii) The rest go together in customer care except ______.
(a) Quality  
(b) Convenience 
(c) After sales services 
(d) Customer satisfaction 
(viii) A ________ customer is a customer that walks away from the transaction feeling neutral about it and may not probably do business with you again
(a) Satisfied
(b) Loyal
(c) Dissatisfied
(d) Wandering 

(ix) ___________customers do not have a specific intention to buying a particular item.
(a) Wandering 
(b) Impulse
(c) Discount 
(d) Indirect
(x) _________ are the essential purchasers of what the organization is producing either as consumer/producer goods.
(a) Direct customers
(b) Satisfied customers 
(c) Loyal customers 
(d) Current customers
(xi) Which of the following is not a consumer buying behavior? 
(a) Routine Response
(b) Extensive Decision Making 
(c) Unprogrammed Behavior
(d) Impulse buying, 

(xii)  Am I doing the right thing? represents__________risk.
(a) Social 
(b) Physical 
(c) Functional
(d) Psychological

(xiii) ________is not a personal factor that is influential in the consumer buying decision process
(a) Economic status
(b) Occupation
(c) Lifestyle
(d) Social class

(xiv) When a customer presents a service representative with a complaint, the representative’s first reaction should usually be a(n):
(a) Apology 
(b) Friendly greeting
(c) Statement of organizational policy regarding the request.
(d) Request for clarifying information.

(xv)  All except _____belong to the sales element
(a) Purchase Environment:
(b) Provision for customers with special needs
(c) Staff
(d) Documentation

(xvi) These are for the location element of satisfaction except________
(a) Purchase Environment
(b) Location
(c) Access
(d) Security and Comfort

(xvii) Receptionists, sales staffs, call center agents, customer care reps are typical example of those working in___________
(a) Reception
(b) High contact office
(c) Back office 
(d) Front desk manager

(xviii) In front-desk management the following must be in place apart from
(a) A uniform way to answer the phone 
(b) Set procedures in place when a customer has a question or problem 
(c) Provide information about products/service or rates to clients
(d) Established chain of command to make sure that issues are handled in a timely fashion 

(xix) Telephone etiquette refers to..
(a) a set of practices and forms which are followed in a wide variety of situations 
(b) Knowing how to help customer’s needs, and problems via a telephone
(c) a set of rules that apply when people make calls or when they are receiving phone calls to or from others
(d) Things companies may want callers or receivers to say 


(xx) Which among the following statements cannot describe those likely to be new customers of a company? 
(a) Some were not candidates for purchasing your products/services
(b)  Customers who in the past have bought from your competitors. 
(c) Some of these customers might have been your customers previously
(d) A group involving discount, wandering, impulse and need based customers 

   
(xxi) Which of these statements is not true about complaints management?
(a) Every business has to deal with situations in which things go wrong from a customer's point of view.
(b) Don't be dismissive of your customer's problem 
(c) Complaints should be handled courteously, sympathetically and swiftly. 
(d) Complaints are negative encounters which must be treated so.


b) Read this short passage about customer care and attend to subsequent questions 
DECO Entreprises Ltd. owns a chain of supermarkets around Kampala City under brand name Half-Price Supermarkets and its business has been booming until recently when sales started falling and have continued to come low. Mr. Kagwa James the proprietor of DECO Entreprises Ltd has been wondering why this is happening to his once booming business but he is determined to find the cause of this problem so as to get a solution. To get to the bottom of this, he has been asking a number of people about what could be the problem and even hired a consultant but all pointed to one problem “poor customer care/service”. Unfortunately, Mr. Kagwa seem not to be agreeing with them as he maintains that all Half-Price supermarkets are well stocked with a variety of high-quality goods sold at highly competitive prices as the brand name suggests. However, in his continue search for the right answers from other people, Mr. Kagwa has been referred to you as an Expert in customer care for professional advice. In view of this as a professional; 
(i) Explain to Mr. Kagwa what is customer care/customer service			(02 marks)
(ii) Brief Mr. Kagwa on what are the four key parts of customer care.		(04 marks)
(iii) Mention to Mr. Kagwa any 8 importance of customer care to his supermarket	(04 marks) 
(iv) What customer care strategies would you recommend to Mr. Kagwa to implement in all his Half-Price supermarkets so as to make his business boom once again.		(08 marks)

SECTION B (Attempt any 3 questions from this section)

Question Two 
A customer is the most important person ever in this org….in person or by mail.  A customer is not dependent on us …..we are dependent on him. A customer is not an interruption of our work….he is the purpose of it, we are not doing him a favour by serving him….he is doing us a favour by giving us the opportunity to do so. Every organization has a variety of customers in the past, present and future form and among these are satisfied customers who are a requirement to do business and loyal customers the basis for sustained profitability and growth. In view of this as a graduate of UICT who did Customer Care course unit among others;
a) What any five (5) strategies would recommend to organisations that want to manage their customers effectively 									(10 marks)
b) Explain any five (5) strategies organizations can use to build customer loyalty so as to be profitable and attain the desired growth.						(10 marks)

Question Three
Buying a Car or a piece of land for the first time or even afterwards is very critical for any person because of the high customer perceived risk which in fact requires one to undergo the entire consumer buying process. In view of this;
a) Describe the consumer buying process steps you would follow to make such a purchase													(10 marks)
b) What strategies can organisations use to minimize or eliminate customer perceive risk in these circumstances									(10 marks)


Question Four 
 “ABC Ltd has observed that inefficiencies in interdepartmental communication and cooperation are affecting the quality of service delivered to external customers. Management has decided to strengthen internal customer service practices across departments by promoting better teamwork, proactive information sharing, and mutual respect among staff. Each department is required to propose strategies that will enhance how employees serve one another as internal customers.
a) Explain five (5) strategies ABC Ltd can implement to improve internal customer service among its staff.											(10 marks)
b) Discuss five (5) specific benefits ABC Ltd is likely to gain from improving internal customer service.													(10 marks)
											
Question Five
A & B Supermarket started its operations in Ntinda Trading centre seven months ago serving Ntinda and all surrounding areas of Bukoto, Naguru, Kyambogo, Najjera, Kuwature, Kyebando, Kisasi, Naalya etc. In its first 3 months of operations all was good, customer long lines all day long, huge sales and massive profits but in the last three months all this has been declining at a high rate to an extent that today A & B can’t earn a third of what they used to get in the first 3 months. The supermarket has noted that these days few customers come and those who used to come are no longer coming back. In view of this as a student of customer care;
a) Explain any five things A & B Supermarket didn’t do so as to retain all those customers that used to come in the first 3 months						(10 marks)
b) Advise A & B Supermarket on any five strategies it may implement to attract new customers once again.     								(10 marks)     





Question Six 
a) Apart from product/service and sales element that contribute towards customer satisfaction;
(i) Mention the other four elements, which contributes to satisfaction 		(04 marks)
(ii) Explain any four (4) key issues considered under the Product/service element 
(08 marks)
b) Describe for them the steps of a complaint management process that must be followed.
(08 marks)  
Question Seven
a) You have just been recruited as a Receptionist in the Office of the Academic Registrar at UICT. In view of this; explain what you think will be your key responsibilities in that position	(10 marks)
b) As a student who has just studied telephone etiquettes, briefly mention the key issues you need to observe when;
(i) Making or placing a business call						(03 marks)
(ii) Receiving a business call 							(04 marks)
(iii) Transferring calls								(03 marks)



*** GOOD LUCK***
































Question One

a) The various types of customers available to organisations  (1 x 10  = 10 marks)
1. Internal or external customers
2. Direct or Indirect customers
3. Discount Customers: 
4. Impulse Customers: 
5. Need-Based Customers: 
6. Wandering Customers: 
7. Dissatisfied customers:
8. Satisfied customers: 
9. Loyal customers: 
10. Former customers: 

b) Strategies to manage their customers effectively (1 x 7 + 3 =  10 marks) 
UNDERSTAND YOUR CUSTOMERS
· Excellent customer service starts by first taking the time to get to know the customer, his situation, his vision, his frustrations and his goals.  
· It involves finding out what your customers are and what they want, thereafter you can target your highest levels of customer care towards them. 
2.	COMMUNICATE WITH YOUR CUSTOMERS
There is one skill that run through every aspect of working life is the ability to communicate effectively. 
· Communication, therefore, is at the heart of excellent customer care and central to developing positive working relationships with your customers. 
· You communicate with customers in one of 3 ways; Face-to-face, On the telephone or In writing
3.	MANAGE YOUR CUSTOMER INFORMATION
· It’s important that you draw up a plan about how customer information is to be;
· gathered, recorded, analyzed and retrieved as necessary, 
4.	COLLECT INFORMATION ABOUT YOUR CUSTOMERS
· Customer surveys- self-complete questionnaires, 
· Interviews and meetings in customer panels/focus groups 
· Customer comment cards 
· Customer helplines/hotlines; all can help you get information about your 
5.	MEETING AND KNOWING CUSTOMERS’ NEEDS
(i) Finding and meeting the unmet wants
(ii)  Knowing customers’ needs (what are customers need/wants?)
(iii)	Have Unique Sales Proposition (Why do your customers need only you?)
(iv)	Customer information (What do you know about your customers?)
 	(v)	The customer's current supplier (Who are the customer’s suppliers?)
6.	MEASURE YOUR CUSTOMER SERVICE LEVELS
· Where possible, put systems in place to assess your performance in business areas which significantly affect your customers’ satisfaction levels. 
· Identify Key Performance Indicators (KPIs), which reflect how well you’re responding to your customers’ expectations. 
7.	CUSTOMER FEEDBACK AND CONTACT PROGRAMMES
· Customer feedback and contact programmes are two ways of increasing communication with your customers. 
· Customer feedback can provide you with detailed information about how your business is perceived. 
· It’s a chance for customers to: Voice objections, suggest changes Endorse your existing processes, 

c) Statement explanation “Customer Satisfaction Vs customer loyalty = 2 marks

A satisfied customer is a customer that walks away from the transaction feeling neutral about it. It’s possible that they will do business with you again, but not probable. While a loyal is one who feels as though s/he is part of the process and business and that cares about that business. Loyal customer--Returns despite offers by the competition. Satisfied customers are open to the next better opportunity. A satisfied customer is a transactional customer who trades his money for your product or service, and that’s it. 
The problem with having a customer who is merely satisfied is that they can leave you at any time if they can find something cheaper, better, faster, or that with more benefits. 

Differences/advantages between Customer Satisfaction & customer loyalty (1x8 = 8 marks) 
What is the difference between the customer satisfaction and loyalty? 
1. Pricing. You negotiate prices with satisfied customers. 
2. Payment. Satisfied customer pay at their discretion. Loyal customers pay on time.
3. Referrals. Satisfied customers become referrals of your competitors. Loyal 
4. Turnover. Generally, you will experience turnover rates of 15% or higher of 
5. Competitive data. Your satisfied customers are seeking competitive data. Your. 
6. Perception. Satisfied customers perceive you as a commodity provider. Loyal 
7. Contract. You will need a contract to keep many satisfied customers in place.. 
8. Difficult times. Satisfied customers will leave you. Loyal customers will stay by 
Advantages or characteristics of loyal customer
· Loyal customers always return & become a dependable lifetime sales stream
· Loyal customers brag about your service/product creating Word of Mouth (WOM) advertising. The most effective advertising - offering favorable word of mouth publicity regarding a product. Loyal customers go out of their way to passionately recommend you to others
· You can sell your products to loyals at a premium price - for more money.
· Loyal customers are more forgiving when a mistake is made
· A loyal customer will buy what you’re currently selling, and whatever else you come up with. 
· Loyal customers feel more like a partner than a transactional buyer. 
· Loyal customers stick with you, even in a period of crisis. 
· Loyal customers are immune to the pull of competition. 
· Loyal customers have a switching cost. 

Strategies organizations use to build customer loyalty (10 X 1 = 10 marks).			
· Focus on creating product or service value.
· Provide Great Customer Service. 
· Communicate with Customers
· Listen to your customers, and show them you’re listening. 
· Provide Customer Incentives 
· Risk free trial 
· Reward repeat business. 
· Promote Product Awareness 
· Build a Reputation for Reliability 
· Generate goodwill (today’s social responsibility) 
· Be Flexible with Policies
· Provide service with personality. 
· Address Customers by Name
· Invest in your workers. 
d) 
SECTION B (Attempt any 3 questions from this section)

Question Two 
a) Importance of customer services			(10 x 1 = 10 marks)
i) Helps to create a relationship with customers –.
ii) Allows a competitive advantage- 
iii) Offers financial gains-. 
iv) Achieves customer retention-
v) Pays your check (employees)-
vi) Promotes quality- 
vii) Helps achieve targets-.
viii) Helps gain customer loyalty-(.
ix) Crucial for marketing mix-
x) It’s an affective selling tool-
xi) Minimizes customer turnover/defection rate.

b) Strategies to improve customer care 		(1 X 8 +2 = 10 marks)
1: Setting a Clear Customer service Strategy
Often organisations confuse defining a customer experience strategy with creating a 
[bookmark: key]2: Identifying Your Key Service Activities
It is useful to identify those key service activities so that you can review your 
3: Selecting the Correct People
When recruiting employees to provide customer service, the process on interpersonal 
4: Developing, Motivating and Managing your People
Even though you have hired the right people, there is still a need to orient them into the 
5: Establishing Effective Service Delivery Processes
Effective processes and procedures provide the foundation for smoothing the material, 
6: Building in Continuous Improvement
· No matter how effective the service delivery processes, or well-trained the service deliverers, things go wrong. 
7: Ensuring Managers are the Key Change-Agents
Senior management must have the vision, intention and commitment to introduce a 
[bookmark: follow]8: Follow-Up
Your customer service initiatives don't have to stop when the sales process is complete.  Following up with your customers 

Question Three
Describe the steps you would follow to make such a purchase			(10 marks)
a) BUYING DECISION PROCESS each step 2 marks  (10 X1 = 10 marks)
1. -Need recognition
2. -Choice of involvement
3. -Identification of alternatives
4. -Evaluation of alternatives
5. -Decision 
6. -Post Purchase bahaviour
b) Ways/strategies to remove/reduce customer’s perceived risk (Any six = 6x1 = 6 marks)
1.  Available information
· Many consumers perceive risks when they buy new products, and obtaining WOM information can lessen their uncomfortable feeling or reduce the risks. 
· consumers tend to solicit information from family members, groups, peers or friends.  
· Information from social sources may reduce this risk
2. Guaranty 
· General: It’s a written undertaking that something is of a specified benefit, content, or quality, or that it will provide satisfaction or will perform a duty or obligation in a specified manner.
· Legal: Three-party contingent liability agreement under which a third-party (the guarantor) agrees to be directly or collaterally responsible for the obligation (contract fulfillment, loan) of a first-party (the principal) to a second-party (bank, client) in case the first-party defaults or fails to fulfill its part of a deal.
3. Opinion leaders
· General: Influential members of a community, group, or society to whom others turn for advice, opinions, and views.
· Marketing: Minority group (called early adopters) that passes information on new products to less adventuresome or not as well informed segments of the population e.g. automobiles; books and clothing are susceptible to such influencers whereas appliances, food, toiletries, etc., are not.
4. Celebrities
· Public figures or well known and respected persons e.g. sports or political personalities
5. Relationship 
· Build solid, deep relationships with the key decision-makers. Relationships mitigate risk. The greater the relationship, the lower the perceived risk. That’s why the salesman with the longer relationship almost always has the benefit of the doubt in a competitive situation. It’s not the price – its the risk.
6. 3rd party recommendation
Make ample use of third party recommendations, customer lists, case studies and testimonials. All of these say to the customer that someone else, or lots of someone elses, have used the product or service. That means its less risk for your customer to buy it.
7. Customer involvement 
 Try to get your customer as physically involved with the product as possible. For example, if you’re selling a piece of equipment, try to get the customer to try the equipment, or at least visit somewhere its being used. The more your customer can see and feel the actual thing, the less risk is it to them.
8. Offers
 Finally, work with your company to create offers that reduce the risk. Trial periods, money-back guarantees, delayed billing, warranties, and service desks – all of these reduce your customer’s perception of risk.
· Free Trial —People can try out your product free and without obligation for 10 days, 15 days, 30 days, or more. The time frame should fit the product
· Money-Back Guarantee — A customer pays upfront, but if dissatisfied can return the item for a full refund.
· Warranty - you may return the product for repair or replacement within specific time.
· Free Gift/sample — when you offer a freebie that your customer wants, your offer will usually out pull a discount offer of similar value because a gift is of a more tangible benefit.
· Limited-time — An offer with a time limit gets more response than an offer without one, especially when you give a specific deadline- This forces a decision
· Long-Term Guarantee — another way to dramatize your offer and guarantee. Instead of a 30- or 60-day guarantee, you offer a one-year, multi-year, or lifetime guarantee


Question Four 
a) the benefits of practicing internal customer services 	(10 x 1 = 10 marks)
1. Better communication. 
2. Improved workflows. 
3. Interdepartmental collaboration. 
4. Lower costs. 
5. More productivity. 
6. A happier workforce - motivation. 
7. We learn from each other: 
8. We learn to respect each other for the skills needed to perform a certain job or task: 
9. Help create networks: 
10. Two heads are better than one. 

b) strategies internal customer services @ UICT 	(10 x 1 = 10 marks)
Organisational strategies to improve internal customer service
The several ways an organization can strengthen its internal customer service orientation such as: - 
1. Encourage coordination & cooperation;
2. Manage the employee complaint process effectively. 
3. Carry post mortems 
4. Customer experience.
5. Create forums to share information. 
6. Practice proactive information-sharing. 
7. Foster cooperation or teamwork
8. Set own perspective
9. Interaction/interruptions
10. Meeting customer’s expectations
11. Embrace technology
12. Always appreciate
										
Question Five
a) Customer acquisition (winning new customers)
1. Customer acquisition is the sales and marketing process of obtaining new customers. 2. 
Strategies to win new customers ( 9X 1 + 1 = 10 marks)
1. Know your customers
2. Define your key added-value deliverables
3. Matching customer needs to your deliverables.
4. Communicate to customers
5. Know your competitors
6. Give Away Free Stuff
7. Provide superior customer services
8. Produce Quality Content Regularly
9. Develop a Referral Strategy

b) strategies  for customer retention 			(10 X 1 =10 marks)
Below are some of the powerful strategies for customer/client-retention;
Strategy #1: Know your customer 
Strategy #2: Clearly focus your marketing efforts on existing clients. 
Strategy #3: Develop and implement a strategic client contact management system.
Strategy #4: Stay in Touch 
Strategy #5: Make great personnel service a priority 
Strategy #6: Empower Your Staff 
Strategy #7: Meeting customer needs and wants
Strategy #8: track your customers 
Strategy #9: Seek feedback and suggestions from your clients. 
Strategy #10: complaints management  
Strategy #11: Manage Customer Relationships 


Question Six 
a) other four elements contribute to satisfaction	(4 x 1 = 4 marks)								
· The After Sales Eleme
· The Location Element
· The Time Element
· The Culture Element
b) Explain any four (4) key issues considered under the; (8 x 2 = 16 marks)  
The Product Element 
a) Availability: Product is immediate availability or before a negotiated / promised delivery date.
b) Quality	 -“Life time” zero defects
c) Presentation : Using packaging consistent with the most responsible current environmental protection standards and the minimum necessary for hygiene / protection/ transportation / storage
d) Image: An image which matches reality and is fully resonant with lifetime and aspirations of target customers.
e) Value for money: Ensuring no deception i.e. giving greater (perceived or actual) value than the cost of the purchase
f) Fulfilment of expectations: Giving satisfaction in excess of expectations.
2. The sales element
a) Marketing and merchandising	,
b) Verbal communication, 
c) Purchase Environment:
d) Staff , 
e) Documentation , 
f) Purchase Variables
g) Explaining them clearly, negotiating of them and confirming them in writing. 

Question Seven
a) Responsibilities of a Receptionist 			(10 X 1 = 10 marks) 
 1. Provide information about products/service or rates to clients.
2. Sell the services of their establishment
3. Assist in coordinating the Front Desk and other Departments.
4. Receive payment for accounts.
5. Collect payment for charges on the customers.
6.  Responds to customer inquiries.
7. Provide administrative, reception and program support to management and staff.
8. Manage phone activity including providing general knowledge to callers.
9. Manage walk-in traffic. Smile and greet customers in a welcoming manner.
10. Register and assign clients.
11. Resolve customer complaints within scope of authority; otherwise refer the matter to the management

c) Personnel officer’s qualities 					(10x1=10mrks)
1. Professionalism: thoroughness, knowledgeableness, preparedness, courteous, and attentiveness 
2. Flexibility: accommodative and adjustable 
3. Resourcefulness: dependable to all 
4. Pleasant, tactful and patient: skillful & enjoy dealing with people e.g. diplomacy  
5. Efficiency and follow through: always do things right up to the end 
6. Communication skills: able to communicate, keep customers informed and listen to customers 
7. Enthusiasm: have the interest and committed to providing good service
8. Neat appearance: Physical appearance is important; as front office personnel are representatives of the organisation
9. Punctuality: time management is very essential
10. Reliability: do what you promised dependably and accurately
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