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Gandhiji’s ‘Talisman

I will give you a talisman. Whenever
you are in doubt or when the self
becomes too much with you, apply the
following test:

Recall the face of the poorest and
the weaKest man whom you may have
seen and ask yourself if the step you
contemplate is going to be of any use
to him. Will he gain anything by it?
Will it restore him to a control over
his own life and destiny? In other
words, will it lead to Swaraj for the
hungry and spiritually starving
millions? |

Then you will find your doubts and
your self melting away.
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FOREWORD

The National Education Policy (NEP) 2020 envisions an education system that
is deeply rooted in India's cultural heritage and achievements, while also
preparing students to effectively engage with the challenges and opportunities
of the 21st century. This aspirational vision is built upon the National
Curriculum Framework for School Education (NCF-SE) 2023, which outlines
a comprehensive approach to education across various stages. In the early
stages, the NCF-SE 2023 fosters the holistic development of students by
focusing on the five dimensions of human existence, known as the
panchakoshas, creating a solid foundation for further learning.

High-quality vocational textbooks play a vital role in bridging practical skills
and theoretical knowledge. These textbooks must balance direct instruction
with opportunities for hands-on experience, helping students to apply what
they learn in real-life settings. The National Council of Educational Research
and Training (NCERT) is providing such high-quality teaching-learning
resources. A team of experts, educators, and practitioners have collaborated
to develop these vocational textbooks to ensure students are well-prepared for
the demands of their chosen fields.

The Customer Service Associate — Financial Services textbook for Grade 12
provides students with advanced knowledge and skills to efficiently manage
banking and financial customer sevices operations. It covers introduction to
financial services and product/service information, communication and
relationship building . Students will develop the ability to resolving customer
queries effectively.

In addition to technical expertise, the textbook promotes values such as
integrity, precision, confidentiality, problem-solving, and professional
communication. It encourages learners to enhance their skills through
industry reports, digital learning modules, case studies, and internships.
With proper guidance, students will be ready to apply their learning in real-
world back-office roles and advance in the financial services sector. I thank
all contributors to this vocational textbook and welcome constructive
feedback for future improvement.

New Delhi
May 2025
DINESH PRASAD SAKLNI
Director
National Council of Educational
Research and Training



ABOUT THE TEXTBOOK

The textbook for Customer Service Associate — Financial Servicesis a
comprehensive resource designed to prepare students for the vital role of
delivering customer-centric services in the banking and insurance sector.
Customer Service Associates play a crucial role in addressing customer
queries, providing accurate information, ensuring smooth transactions, and
maintaining high service standards while adhering to banking and insurance
regulations. The textbook emphasizes the development of professional skills
in communication, problem-solving, customer relationship management, and
compliance with regulatory frameworks. \QV
AAC

The content of the textbook has been meticulously aligned with the National
Occupational Standards (NOSs) to ensure students acquire the necessary
knowledge, skills, and competencies for the job role. Developed with the
contributions of industry experts and academicians, the textbook integrates
both theoretical concepts and practical applications, thereby meeting the
performance criteria outlined in the Qualification Packs (QPs) for Customer
Service Associate — Financial Services. AO

Key NOSs covered include handling customer queries and requests, providing
accurate information about financial products and services, ensuring service
quality, maintaining integrity and ethical practices, and fostering
collaboration within financial service teams. The student textbook has been
developed with expert inputs from subject specialists and industry
professionals, making it an inspiring and valuable teaching-learning resource
for vocational students. Adequate care has been taken to align the content
with the NOSs for the role of Customer Service Associate — Financial Services,
so that students gain job-relevant competencies as per the prescribed
performance standards. The textbook has also undergone expert review to
ensure quality, relevance, and alignment with NOSs.
The NOSs for the job role of Customer Service Associate — Financial
Services covered through this textbook are as follows:

1. BSC/N8415: Handle customer queries and service requests

2. BSC/N8416: Provide information about banking and insurance products

and services

3. BSC/N8417: Maintain service excellence, integrity, and ethics
The textbook for Customer Service Associate — Financial Services is structured
to comprehensively cover the essential aspects of the role, ensuring a
balanced blend of theory and practice. It is divided into five modules, each
addressing critical areas such as customer interaction, service quality,
regulatory compliance, ethics, and teamwork, thereby preparing students for
effective performance in the financial services sector.

Punnam Veeraiah

Professor and Head

Department of Business and Commerce
PSSCIVE, Bhopal
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MODULE 1: INTRODUCTION TO FINANCIAL
SERVICES AND PRODUCT/SERVICE INFORMATION

INTRODUCTION

Finance is like the oxygen for businesses, trades and industries, as it is the
basic requirement for the establishment and operation of various types of
business entities. b’

Financial services sector in India comprises of commercial banks, insﬁl@—hce
companies, NBFCs (Non-Banking financial companies), pensio nds,
mutual funds and plenty of other smaller financial entities. Ba \qg sector
has witnessed tremendous growth with the introduction of ng@ntrants like
payment banks, Small finance banks and added by digital g h in Banking.
The Government of India is continuously introducing var& reforms to boost
up this industry. RBI has changed the financial servi scenario by allowing
easy fund access to Micro, Small and Medium Enterprises (MSMEs), setting
up of MUDRA (Micro Units Development and ance Agency). RBI, SEBI
and other regulatory agencies have aggressi ﬁodiﬁed financial services
landscape in the country. The combined t@s of all the stakeholders have
made the Indian financial services sectcrr»%e of the most vibrant progressive
and robust in the world. \,6

A country can enhance its o economic status by ensuring flow of
financial services which increﬁe roductivity across all sectors.

Some of the characteristi)il@ the financial services are

It is Human Centri %e human element is the predominant force in the
financial services i stry. Financial services need people who are thorough
professionals @'&v competent in their respective fields. They have to

understand the” requirements of customers thoroughly and design and
recomme oducts and services.

Cus%;\a,tion: Financial services are highly customized in their product and
sgiy offering. Providing financial services also involves a varying degree of
adyvisory services as well. These things have to be customized. These services
vary from one customer to another.
Employment Opportunities — The Financial services sector is one of the largest
employers in the country. Millions of people are employed by this sector.

This Module deals with the definition and meaning of Financial Services and
their types viz., Fund based and Non fund based or fee based Financial
Services. Thereafter how the financial system in our country is regulated is
discussed and then how grievances of customers are dealt by Ombudsmen
system is elaborated.



This module further deliberates on meaning and differentiation of financial
products and services, giving details of basic products/services which one
encounters in day to day life and finally discussion on Product features and
Service categories.

Session 1 deals with Introduction to financial services, Types of financial
institutions (excluding banks), Types of financial market and Digital
transformations in BFSI..

Session 2 gives Operational Structure of various regulating authorizes viz.,
SEBI, IRDAI, RBI and PFDRA besides giving outline of functionir@b’)f
Ombudsmen for Banking and Insurance sectors. g(,\/

Session 3 deals with Meaning and difference between product»a\n?d service,
Basic financial products, Product features, Service categoriesQ'Q’

Session 4 discusses how to communicate product flefits tailored to
customer needs, Handle product-related queries confidgt & accurately and
Ethical Up-selling strategies. LY



SESSION 1: UNDERSTAND THE FINANCIAL SERVICES AND
ITS OPERATIONS/TYPES

DEFINITION OF FINANCIAL SERVICES

“Financial services are the products and services offered by various financial
institutions for the facilitation of various financial transactions and other
related activities.”

Financial services are offered by various companies like banks, credit card
companies, stock brokerages, insurance companies, accountancy fi

consumer finance companies, investment funds, some government- sp red
businesses etc. \',\/
MEANING OF FINANCIAL SERVICES QQ»

Financial services are an important part of our economic €ystem. Financial
services basically refer to a wide range of activities like banking, insurance,
investment services, brokerage services, consumer figdnce companies, etc.
Typically speaking, these services are provided b @Kancial services firms and
their professionals only. These financial serv1ééprov1ders provide financial
products like different investments and th@ various instruments, etc. In
nutshell, we can say that all types of actlggpes which are financial in nature
are a part of financial service. @(’N

Types of Financial Services: %@»

Financial services are broa& categorized into two segments namely fund
based and non fund or fee

Fund Based Financial @’VICGS

X
These services pl:gg}e money to individuals and businesses in the form of
loans, overdra‘@ nd other variants.

ExamplesQ@

Proj @anomg, Working Capital Financing, Venture Capital, Private Equity,
an@sets based Finance, Invoice Discounting, Trade Finance, and Lease

FQance

These services are useful for expanding business operations, start new
business and provide immediate payment upon sales, allowing borrowers to
take advantage of discounts and hence lower costs.

Non Fund or Fee Based Financial Services

Fee-based financial services are provided by financial services provider who
charge a fee as per their policies.



Examples

Financial Planning, Investment Advisory Services, Port-folio Management,
Estate Planning, Tax Planning, Retirement Planning, Insurance and Mutual
Funds, etc.

Types of financial institutions

(Mutual funds companies, Insurance companies, Broking House and other
intermediatory)

In India, financial institutions are categorized as banking and non—bar@g
financial institutions. Banking institutions include various types o nks,
whereas non-banking institutions include insurance companies, hs@estment
banks, and other financial service providers.

Here we will deal with Non Banking institutions: <

O
xO
Insurance Companies: Provide financial pro ee?ion through insurance
products like life, health, and property insuran

Non-Banking Financial Institutions:

Mutual funds: A mutual fund is a pool of: ey managed by a professional
Fund Manager. It is a trust that collec @roney from a number of investors
who share a common investment ob{?} e and invests the same in equities,
bonds, money market instrumen @nd /or other securities.

Investment Banks: Assist ¢ anies with raising capital, mergers and
acquisitions, and other ﬂn6 tal transactions.

Credit Unions: Non—pIG‘F;%' financial cooperatives that serve their members.
X
Brokerage Firms: écilitate the buying and selling of securities.

Other Fina c@ Institutions: Include entities like IFCI Ltd and National
Bank for & lture and Rural Development (NABARD).

Some 'n\ﬁcial institutions, like SIDBI (Small Industries Development Bank
of ), focus on specific sectors like small and medium enterprises.

’Spes of Financial Market (Including Primary and Secondary)



Financial Markets

= -
Money Market i Capital Market

iy o’ - -t
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Primary Secondary

Fig.1.1 Types of Financial Market

O

Financial Markets \(,\’6
Any system that allows buyers and sellers to trade financial ass $vsuch as

bonds, shares, international currencies, derivatives, etc is re@%d to as a
financial market. Financial markets make it easier for indiv@,la S

money to get it and those who want to invest it. Any mark here securities
can be bought and sold is referred to as a financial ma;égzt. he stock market,

who need

bond market, and commodities market are all exam)a of Financial Market.

In India, financial markets are broadly categoriz%gto the money market and
the capital market. The money market als with short-term, liquid
securities, while the capital market fosuses on medium to long-term
investments. These markets are further subdivided into various types like the
stock market, bond market, fore%@ exchange market, and commodity

market. @f&

Money Market:

Money markets typicall Q}Lde in liquidity short-term bonds (less than 12
months ) and are cha )‘%

interest return. hey markets feature large-volume trading between
organizations an {&alers at the wholesale level. It consists of money market
mutual funds @chased by private investment and money market opened by
account h ‘l@rs at the retail level. Individuals can participate in the money
market purchasing short-term certificates of deposit (CDs), municipal
bond% US Treasury bills, among other options

(Qprc’%al Market:

This market deals with medium and long-term investments, including:

erized by a high level of safety and a low rate of

Primary Market

The primary market is where new securities are issued for the first time,
allowing companies and governments to raise capital. The secondary market,
on the other hand, is where existing securities are traded among investors,
providing liquidity and price discovery.



Primary Market Features:
New Issues:

It's the market where companies and governments first issue their securities,
like stocks or bonds, to the public.

Capital Raising :

The primary market helps companies and governments raise capital to
finance their operations and projects. e}
IPO: \(,\,6
2
Initial Public Offerings (IPOs) are a common example of a pri@ market
transaction, where companies go public for the first time. Q,Q«

Direct Funding: <

AS)

Companies receive the funds directly from the sale of §Q@1rities in the primary

market. X,

O
Secondary Market Features: @
Trading of Existing Securities: N

O
The secondary market facilitates tradieé\o’f already issued securities between
investors.

X
N\
Liquidity: %
It provides liquidity to ir)lt&’rs, allowing them to easily buy and sell their

securities. %

Price Discovery: (b‘%&

The secondary@irket helps determine the current market price of securities
based on ly and demand.

Invest@ading:

It ere investors buy and sell securities, like stocks and bonds, from each
other.

Stock Exchanges:
Stock exchanges are a common venue for secondary market trading.
Other Key Financial Markets:

Stock Market: A platform for trading stocks, representing ownership in
companies.



The stock market is where you can buy and sell shares in public corporations.
Each share has a value and investors profit from the stocks if they outperform
the market. Purchasing stocks is simple. The main issue is determining which
stocks will generate profit for the investor.

Bond Market (Debt Market): Where bonds, representing debt securities, are
issued and traded. A bond is a financial instrument whereby an investor lends
money for a set length of time at a fixed interest rate. A bond can be thought
of as a contract between the creditor and debtor that describes the debt and
its installments. Bonds are issued to fund projects and operations by firms,
communities, regions, and sovereign nations. Bonds are sometimes kioWn
as debit, credits, or fixed-income securities. '\’6

Foreign Exchange Market (Forex): Where currencies are trad@acilitating
international transactions. Q

This is the place where the monetary standards are t»{g%‘d and there are
dealers, arbitrageurs, examiners, and hedgers in th€se business sectors.
Universally, the forex exchanging market is the bi&gest contrast with other
resource classes. The development of global e)%@lge made it important to
have the option to decide the overall worth netary standards given the
distinctions in their buying power. The requi ent for trading one money to
one more for settling exchanges labor arr%@roducts achieved unfamiliar trade
hazards and that made a strong forex et. India has had the rupee forward
market presented by banks for 125:, while, however, that is presented by
banks just against genuine ness. Today, it is feasible to likewise
exchange cash sets in the ey subordinates fragment of the stock trade.
The USDINR pair is, ob\{ié' Iy, the most popular and extensively traded
currency pair. X

Derivatives Mark?é‘g}there financial instruments like futures and options
are traded, bas underlying assets like stocks or commodities.

Commodi arket: Where commodities like gold, silver, and agricultural
products\ traded.

Di @ ransformation in BFSI

I%ital transformation in the Banking, Financial Services, and Insurance
(BFSI) sector indicates leveraging new technologies and strategies to improve
operations, customer experience, and overall efficiency. This involves
adopting digital platforms, solutions, and latest technologies like Al, cloud
computing, and block chain to enhance banking operations, personalize
customer experiences and create new digital products and services.

Important Aspects of Digital Transformation in BFSI



Cyber Security F\exlblhty and
Adaptability

Better Customer Product

Experience Development
Improved Data Analytic Skill Upgradlng of
Efficiency and Insights Employees

Fig. 1.2 Important Aspects of Digital Transformation in BFSI é‘
<
o
Better Customer Experience: \'}
Digital transformation makes it easy for personalized Qes, aligned

processes and convenient access to banking and financial gervices via digital
channels.

xO
Improved Efficiency: \J

By automation of tasks, optimizing workflows %d use of digital platforms,
BFSI institutions can achieve cost optlmlzatl@ and efficiency.

Product Development: (}(b'

Digital transformation leads to cre )ﬁgn of innovative financial products and
services customized to custome ds.

Data Analytics and Insight@

Digital technologies e re collection, analysis, and utilization of data to
gain deeper underst%gimg of customer behavior, risk assessment and market

trends. Q
<
Cyber Securit

Digital t formation demands robust cyber security measures to protect
sens% customer data and comply with regulatory requirements of the
co

&111 Upgrading of Employees:

As a natural fall out while digital transformation progresses, BFSI institutions
need to invest in employee training and up skilling to ensure they can
effectively manage new technologies and processes.

Flexibility and Adaptability:



Digital transformation allows BFSI institutions to become more flexible and
adaptable to changes in the market, regulatory landscape and customer
expectations.

Some Examples of Digital Transformation in BFSI:

Mobile and online banking: this is offering a wide range of financial services
through digital platforms.

Al-powered chat bots: It provides personalized customer support and

assistance. e}
<&

Block chain technology: It is enhancing security and transpalgﬁ'y in

financial transactions. \',\

Cloud computing: It Improves scalability, flexibility, and cos@@éctiveness.

Data analytics: It Identifies trends, predicts risk, and pex@%ﬁlizing customer
experiences.
xO

Benefits of digital transformation O\/

Digitization in the banking system is comple ﬁgoes much further beyond
just moving a traditional bank to & nline banking system. The
transformation process can bring about@w opportunities for businesses of
all sizes and bring forth banking s)%@ ions that provide greater customer
satisfaction. Here are some of the greatest benefits from digital transformation
in banking and financial service$;

&

Eas@ompliance Enhanced security

More customer-focused Access new clients More personalized
investment banking banking

)
e

Fig.1.3 Benefits of digital transformation

More customer-focused investment banking: Digital transformation in
investment banking is more customer-focused than ever before. Because

9



digital transformation in investment banking has replaced investment banks
with small investors, the focus is now on short-term goals and all on one-
digital platform. Offerings and technological decisions are now based on
customer profiles.

Easier compliance: By making the switch to a modern financial management
system, banks and financial service providers can stay compliant. There are
automated processes that can help employees allocate less time doing tasks
like auditing reports and instead focus on the work that matters most. If a
bank is on a cloud-based system, it provides timely updates and keeps u%t’o
date on regulations automatically. )

Access new clients: A digital-native environment makes \'a;g}acting

customers easier by being upfront about their services and w they can
provide. By going digital, banks are making customer acquisit(z uch easier
with expanded services and 24x7 account accesses. <

Enhanced security: With the growth of digitization,@nes the challenge of
data security and businesses securely managing cyustomer data. Thankfully,
there are sophisticated software development EVices available to protect
your customers personal information and @Ve their accounts from being
hacked or scammed. \,

More personalized banking: A digit@transformation helps banks and
financial institutions to hone in on € ly what a customer needs and wants.
There is no longer the need to me what a customer wants, with new
technology, a bank can know exa¢tly what it is the customer expects of them.
Banking is no longer just a v@e ly practice; it’s a daily act that requires a fast
and secure ecosystem t at\customers can trust.

Technology used Q@ Digital Transformation in financial institutions

(optional) &(b'

For a sucmﬁz 1 digital transformation to take place banks must take
advanta e latest digital technology available. Here are some of the most
comm xisting technologies within the banking and financial services

S€EC (%
o

10
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Fig.1.4 Technology used for Digital Transformation in financialinstitutions

Cloud
computing

Internet of )
Things (loT) @ Block chain

<

Al and Machine
Learning

@

Application programming interfaces (APIs): An APl is a goftware interface
that allows for two or more software applications to int@’ate data services
and capabilities, instead of having to develop them fro%@cratch. Which allows
for better connectivity for businesses to their ne stomers and partners?
Furthermore, they can create new products an rvices for their customers
and improve overall operational efficiency. @

Cloud computing: Cloud computing tec@ology is the on-demand access of
computing resources, which banks a nancial service providers have come
to use and accept. The cloud env'roﬁ'hent allows for better operations and a
more flexible infrastructure tha&gile and scalable.

AI and Machine Learning @ﬁ: The Al and ML technologies are being used
for several transformatiog~efforts, including analyzing significant datasets,
automating certain % sses and improving the user experience through
personalized servigé, Al in particular is used in banking through online
assistants and ots that can address basic customer issues. Separately,
an advantage ofwsing ML in banking is that it makes it easier to track changes
in user b %i’or and detect fraudulent activity faster.

Inter @\61' Things (IoT): [oT refers to a network of physical devices, think
Weg%e smart watches or smart thermostats that are embedded with
SQ- ors and software that allows them to collect and share data. For banks,
this smart connectivity has allowed customers to make instant contactless
payments and interact with their accounts in a mobile banking capacity. The
IoT can also be thanked for bringing risk management and advancements in

the authorization process more than ever.

Block chain: The transparent and information-driven nature of block chain
makes it a trending technology for banks and financial service providers. It
has resulted in more secure data transactions and an enhanced interface that
meets and goes beyond customer expectations. Today, customers trust
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blockchain solutions and find it to be a more transparent way of operating
business models.

PRACTICAL EXERCISES

Activity 1: Select a financial service useful in day to day life and search for
details and present in the class

Material required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure: @b
O

1. Form groups of 4 students each and either ask them to search for
financial service on their own or allot a case to each group.

Groups to study the item allotted or self selected and make notes.
Present the case in the class through chosen leader or any other way
they wish to present.

4. Teacher and other groups to clear their doubts if any.

5. The teacher to evaluate the performance and sum up.

X

w N

g .
Activity 2: Select any one financial market@q search for its details as to
how it functions and present in the class \,

Material required: Internet connectic@ﬂ,}qobﬂe or desktop or laptop, pen or
pencil, notebook.

X0
»
Procedure:
A

1. Form groups of 4 students each and either ask them to search for a
market on their own or allot a case to each group.

Groups to study the case allotted or self selected and make notes.
Present the case in the class through chosen leader or any other way
they wish to present.

4. Teacher and other groups to clear their doubts if any.

5. The teacher to evaluate the performance and sum up.

S

% 3: Group Discussion on Benefits of Digitalization of BFSI sector

w N

Ac
I&terial required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure:

1. Students to prepare notes on the subject
2. Teacher to act as moderator
3. Teacher to inform rules for the group discussion and fix time for the
activity.
4. Teacher to watch the students for their contents, presentation, respect
for each other, leadership qualities,
12



5. The teacher to evaluate the performance and sum up.

CHECK YOUR PROGRESS

A. Fill in the Blanks:

1. Mobile Banking is an example............... of BFSI sector.
2. Block chain and Machine learning are the ........... used for digitalization
of BFSI sector.
3. Foreign currencies are traded in .......... Market
4. Stock exchanges are a venue for ............ market.
5. Portfolio management is a ........ based financial service. b,
B. Multiple Choice Questions \(,\’6
1. Important aspects of Digital transformation of BFSI sectq%fg
a. Better Customer Experience O
b. Data Analytics and Insights Q’\}’
c. Improved Efficiency <
d. All the above O
2. financial markets in India are broadly ca;@)rlzed into following
markets
a) Capital %O
b) Money
c) Only a) \,

d) Both a) and b)
3. Features of Primary Mark%@&
a) Capital raising
b) IPO
c) Direct fundi
d) All the ab
4. In Commodit rket following are traded

a. Sha
b. B@
c.? entures

one of the above
amples of Non Banking Companies

C}’ a. Mutual Funds
cb(b b. Insurance companies
Q c. Brokerage Firms
d. All the above
C. True or False
1. Cloud computing is one of the technologies used for digitalization of
BFSI sector.
Enhanced security is a feature of digitalization of BFSI sector.
Long term bonds are traded in money market.
Financial service sector provides lots of employment opportunity
Venture capital is non fund based finance.
D. Match the Column

GoA W
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S.No Column A S.No Column B
1 Characteristics of the A Bond Market
financial services
2 Brokerage, Insurance, B Benefit of
Mutual funds Digitalisation
3 Debt securities C Financial services
4 More personalised D Fee based services
banking
S Tax planning Retirement E Human centric and
planning Customization
E. Short Answer Questions @e}
1. Write five benefits of digitalization of BFSI sector. . %(,\’
2. Differentiate between fund and non fund based financial \'fZes.
F. Long Answer Questions @Q

1. Write one pager on any one financial service you 8;19 have used.
2. What is Indian Financial Market? Please expg{kr,l.
G. Check Your Performance: %

©

1. Make a chart on Financial Services §}§;tor.
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SESSION 2: UNDERSTAND ROLE OF REGULATORS IN THE FINANCIAL
SERVICES

Financial system of our country is a complex network of several key sectors
viz., banking, capital markets, insurance, and pension funds, etc. The
banking sector which includes both public and private banking companies is
indispensible for monetary transactions and savings. While capital markets
facilitate the trading of securities for raising funds and investment. The
insurance sector provides safety against various risks, whereas pension funds
ensure post-retirement financial security.

Pivotal role in this system is of our financial regulatory bodies. Their réle is
very important in protecting investors’ interests and ensuring fairne ]&Qithin
the financial system. These independent regulators make rules ﬁ@l' ensure
their compliance, oversee operations, and maintain system inte%L , Which is
mainstay for economic stability and growth.

ROLES OF FINANCIAL REGULATORY AUTHORITIES “OQJ

xO
X

More personalized Market Policy Licensing @wsumer
banking Integrity Development Power % rotection

7)

e \ 4
JQ§ )

Enforcement  Overall Financial Market
Stability Development

Protection of
Investor’s Interest

S

Fig.1.5 Tgof Financial Regulatory Authorities

Regulation and Supé&vision:

g

Regulatory au@'{sities make rules and regulations and supervise various
financial instit¥tions which include banks, insurance companies and
investmemﬁ ms, etc, ensuring those institutions comply with established
regula@m and maintain financial stability.

Préé;t)tion of Investor’s Interest:

These authorities safeguard investors’ interests by preventing fraudulent
activities, market manipulation and unfair trade practices, ensuring a fair and
transparent market environment.

Market Integrity:

Regulatory bodies maintain the integrity of financial markets by monitoring
the activities for any signs of market abuse, insider trading and any other
illegal activities. They also impose penalties for violations.
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Risk Management:

Another crucial role they play is managing systemic risks that could
potentially destabilize the financial system. This is achieved by working
closely in coordination with central banks and other international bodies.

Policy Development:

Regulating Authorities contribute to the formulation and development of
financial policies and provide guidance and interpretations to ensure
consistent compliance. 6

<
Enforcement: (g(,\’

D
The authorities have been vested with powers to investigate*@'nplaints,
conduct inquiries and impose penalties on violators of ﬁnanc‘fq gulations.

Licensing Power: NOQJ
They have the power to grant licenses to financial ins&@tions.
X

Overall Financial Stability: %O
Regulatory authorities maintain financial @bﬂity by overseeing banking
practices, setting monetary policy and m ing foreign exchange reserves of
the country. QJ&\/

X0
Consumer Protection: @'

financial products and s s. They address consumer complaints and
provide financial educ@n.

Market Developm?gé.‘

They protect consumers’ rig;t y ensuring availability of fair and transparent

By encouragin %ovation, ensuring efficient market operations and allowing

fair competi , Regulatory Authorities also play a role in promoting market
develop t.

MAJ% REGULATORS OF FINANCIAL
I UTIONS IN INDIA

RESERVE BANK OF INDIA (RBI)

RBI is the central banking institution; it plays a crucial
role in the country's financial sector. It regulates
commercial and cooperative banks and non-
banking financial companies (NBFCs).

Fig. 1.6 Reserve Bank of
India (RBI)
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The RBI's roles go beyond just overseeing banks. It also handles currency
management, makes monetary policy and ensures economic stability of the
country.

RBI aims to balance economic growth with price stability, regulates money
supply and fix key interest rates. Besides, the RBI ensures efficient payment
systems and financial inclusion ensuring availability of banking services
across various social segments.

SECURITIES AND EXCHANGE BOARD OF INDIA (SEBI)

SEBI regulates country's security and capital
markets overseeing activities of stock exchanges,
brokers, portfolio managers, and mutual funds, etc. =
SEBI enforces rules and regulations to ensure J
transparency and fairness in market transactions ~
which increases investor’s confidence. Fig. 1.7 Securities and Exchange
Board of India (SEBI)

SEBI plays an important role in supervising

o . . ) .
corporate mergers and acquisitions while protectin shareholder interests. In
addition it plays a crucial role in financial literagyand investor education,
enabling individuals to make informed investm decisions.

INSURANCE REGULATORY AND DEVEL'Q,IQENT AUTHORITY OF INDIA
(IRDAI) N
6&

IRDAI regulates the insuranc@stry in o . .
India. Its main objective i protect AR
policyholder interests and ensur¢ the growth I Irjul

of the insurance sector in a @a le manner.

IRDA's responsibilities K'l‘ude the licensing Fig. 1.8 Insurance Regulatory and

of insurers, regula . of the1r.operat10ns, Development Authority of India (IRDAI)
and protection of cyholder interests. It
sets and enfor; standards for insurance

contracts, clainig processing and settlement, focusing to build a trustworthy
and efficie surance market.

an ditions offered by insurers, ensuring those are in line \. ’
legal requirements and are not detrimental to the \ ’

) . - -

interests of the investors.

IR]%{C;L%O regulates the benefits, rates, advantages, terms,

PENSION FUNDS REGULATORY AND DEVELOPMENT
AUTHORITY OF INDIA (PFRDAI) O

The PFRDAI takes care of the pension sector in India. It’s one
of the primary responsibility is to oversee the National Fig. 1.9 Pension Funds

Pension System (NPS), a major scheme offering pension Regulatory and
opportunities to Indian citizens, including workers of Development Authority
unorganized sector. of India (PFRDAI)
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PFRDAI is responsible for the licensing and regulation of pension fund
managers. [t ensures the compliance with investment guidelines and
safeguarding subscriber interests. PFRDAI formulates policies that mandate
how pension funds operate thereby prioritizing transparency and efficiency.
Besides, PFRDAI spreads awareness about pension schemes, thereby
encouraging more individuals to plan for their retirement.

OMBUDSMAN

1. The Reserve Bank - Integrated Ombudsman Scheme, 2021 (RB-IOS,

2021) S

<
2. Insurance Ombudsman %(}
Reserve Bank of India (RBI) integrated its three erstwhile Ofhbudsman
Schemes viz. Q
(i) the Banking Ombudsman Scheme, 2006, NOQJ

(ii) the Ombudsman Scheme for Non-Banking Finar@l Companies, 2018,
and O\.z

(iii) the Ombudsman Scheme for Digital Tran@ﬁ)ns, 2019,
Into one Scheme . (b’\,
N
The Reserve Bank - Integrated Ombq@lan Scheme, 2021 (RB-IOS, 2021)
With effect from November 12, 2@;&

The new scheme simplified t@%rievance redressal process at RBI by allowing
the customers of Regulat@@ntities (REs) like banks, Non-Banking Financial
Companies (NBFCs), yment System Participants (PSPs) and Credit
Information Compaﬁi%s to register their complaints at one centralized point.
The objective o tQ Scheme is to attend the customer grievances involving
‘deficiency in_sexvice’ on part of REs in a speedy, cost-effective and satisfactory

manner. 4

Beside i\tegrating the three existing schemes, the new scheme also includes
un ts jurisdiction additional REs, viz.,, Non-Scheduled Primary (Urban)

erative Banks and Credit Information Companies. The Scheme has
adopted ‘One Nation One Ombudsman’ approach by making the RBI’s
Ombudsman mechanism jurisdiction neutral.

Features of the new scheme

» Simplified Complaint filing process on CMS portal

» A complaint can be filed on CMS portal/ CRPC from anywhere in
the country irrespective of the address of the complainant, RE or
branch involved,;
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» One address and one email for lodging of physical/ email
complaints from anywhere in the country

» On registration of online complaint automatic acknowledgement
goes to the complainant

» Real-time tracking of the status of complaint is facilitated

» Online submission of additional documents on the CMS itself
can be done

» Intimation of decision/ closure of complaint is communicated
through a detailed letter

» RBI has provided the facility to complainant for online and
voluntary feedback submission on the redressal given. é’

> There is no charge or fee for a customer of the RE for filing @t,for

resolving \Q
‘I@ which

» There is no limit on the amount of disputed transactiox\S
the complaint/grievance can be raised under R , 2021.
However, only those complaints where the compqﬁn sought,
if any, for any loss suffered by the complainant arising directly
out of the act or omission or commission of\@ RE, is 320 lakh
or lower are admissible under RB-1IOS, 20

» In addition, the Ombudsman can also provide compensation up
to X1 lakh for mental agony/ hara séi‘nt etc., suffered by the
complainant under the RB-IOS, 2 >

» The online portal (https://cmsS)rbi.org.in) enables filing of
complaint in two languages “4e. Hindi and English. However,
facts/description of the co@aint can be typed, copied and
pasted in description b in any language for upto 2,000
characters. However, t}?;é'vphysical and email complaints can be

filed in any languag?
Complaint Grounds under gh’% B-IOS, 2021

All complaints involving ‘%hciency in service’ on the part of the RE are dealt
under the RB-IOS, 202@ eficiency in Service’ has been defined in RB-IOS,
2021 as ‘any short ing or inadequacy in any financial service, which the
Regulated En‘%&f@BI is required to provide statutorily or otherwise, which

may or may n sult in financial loss or damage to the customer’.

Time liqilo file a complaint before the RBI Ombudsman

o O(,Q/e complainant must first approach the concerned RE for redressal of

complaint. If the RE does not reply within a period of 30 days after

Q lodgment of the complaint or rejects the complaint wholly/partly or if
the complainant is not satisfied with the response/resolution given by
the RE, the complainant can lodge his complaint under the RB-IOS,
2021.

e Non compliance of above would make the complaint non-maintainable
under RB-IOS, 2021.

e The complaint should be made to the RBI Ombudsman not later than
one year after receiving the reply of the RE or, in cases where no reply
is received, not later than one year and 30 days after the date of the
complaint to the RE.
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The Procedure for filing the complaint before the RBI Ombudsman

A complaint can be filed through any of the following modes:

1. Online - on CMS portal of RBI at https://cms.rbi.org.in.

2. Physical complaint (letter/post) in the form as specified in Annexure ‘A’
in the Scheme to “Centralized Receipt and Processing Centre, 4th Floor,
Reserve Bank of India, Sector -17, Central Vista Chandigarh.

3. Complaints with full details can be sent by email to crpc@rbi.org.in.

Information/Documents required to be submitted to file a complaint

v
v

AN

Name of the complainant, age and gender b’
Full postal address of the complainant with personal e-mail ID,
mobile number (mandatory to receive notifications), ap& ndline
number (if available) O

Name and address of the branch/ office of the RQ inst which
the complaint is filed

Complete details which gave rise to the c&@%‘laint, including,
transaction date and relevant details like plainant’s account
number, debit card or credit card numbel{@z, to the extent that
they are necessary for the subject of the complaint

Date and details of the representatién submitted to the RE for
redressal of the grievance and re@onse, if any, received from the
RE

The nature and extent of the {0ss caused to the complainant
The declaration that the plaint is not non-maintainable as
per Clause 10 of the RB- 2021 should be submitted along with

above details. §
NB: The complainant shall 31% it, along with the complaint, copies of the

relevant documents support

the complaint.

A

Appellate Mechanism@))sd Further course of Action

Xy
» The RB—IOS[§®21 has provision for an appellate mechanism for the
complai as well as the RE for complaints closed. Any person

in R

{oy

>

ithin 30 days of the date of receipt of communication of the

agg@ y an Award can file an appeal before the Appellate Authority

powers of Appellate Authority are vested with the Executive

C..Director—in—charge of Department of RBI implementing the Scheme.

Q An appeal can be filed through the CMS Portal (https://cms.rbi.org.in)

for a

closed complaint. Alternatively, the appeal can also be sent vide e-

mail at aaos@rbi.org.in.

» In case the complainant is not satisfied with the resolution provided by
the Ombudsman, he is at liberty to explore other legal remedies
available.

Insurance

Ombudsman

The Insurance Ombudsman scheme was launched by the Government of
India for the benefits of individual policyholders to settle their complaints out
of the courts system in a cost-effective, efficient, quick and impartial way.
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The Insurance Ombudsman was established through a Government of India
notification dated 11th November, 1998.

The insurance ombudsman scheme has lot of importance and relevance not
only to protect the interests of the policyholders but also to build their
confidence in the system.

Under the insurance ombudsman scheme, any person who has a grievance
against an insurer (insurance company), may himself or through their legal
heirs, nominee or assignee, makes a complaint in writing to the Insurance
Ombudsman within whose territorial jurisdiction the branch or office oé‘%re

insurer lies.
S

Presently, insurance ombudsman centres are widespread acrossség’ country
at 17 different locations including Ahmedabad, Beng@@u, Bhopal,
Bhubaneswar, Chandigarh, Chennai, Delhi, Guwahati, Hyderabad, Jaipur,
Kochi, Kolkata, Lucknow, Mumbai, Pune, Patna, and Noi@.

Grounds of Grievance against the Insurance ComﬁaQy

X

» Any partial or total repudiation of claims% n insurer

» Any dispute in respect to the premiurr@ald or payable in terms of the
policy

» Any dispute on the legal constructig® of the policies in so far as such
disputes relate to claims 0

» Delay in claim settlement \,6

» Non-issue of any insuranc &cument to the clients even after receipt
of premium @

Process of Lodging a Com;@n with Insurance Ombudsman

0,

% An aggrieved pe@f to write a complaint, addressed to the insurance
ombudsman ﬂQh jurisdiction under which the office of the insurance

company fal

The legal hgirs of the insured can also lodge the complaint.

Before, lodging a complaint, the aggrieved person should have made a

rep£; tation to the insurer named in the complaint and the insurer

ei should have rejected the complaint or the complainant have not

éved any reply within 30 days after the concerned insurer has

G,r)eceived his complaint or he is not satisfied with the insurance

Cb company’s response

X/
X4

L)

K/
X4

D)

Features of the scheme

% The ombudsman’s powers are restricted to insurance policies whose
value does not exceed INR 20 lakhs.

% The awards passed by the insurance ombudsman must be honored by

the insurance companies within three months.

value of the claim including expenses claimed is not above INR 30 lakhs

The complaints made in the above cases should be in writing as per the

insurance ombudsman complaint format.

K/
°e

K/
X4

)
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% The complaint must be filed within one year of the complaint rejection
by the insurance company.

% The same complaint on the subject should not be pending before any
court, arbitrator, or consumer forum

Claim Settlement by Ombudsman

The settlement process of claim by the ombudsman is further divided into two
parts viz., recommendations and awards drawn by the insurance
ombudsman. b,

Recommendations of the Ombudsman %Q

When a complaint is settled by the insurance ombudsman, he i“@sponsible
to make recommendations that he finds fair as far as the c éconcerned.
Such a recommendation shall be made not later than 30 days and copies of
the same are to be sent to both the aggrieved par‘%@ld the insurance

company. X

X
If the aggrieved party accepts the recommendatj%@ they shall send a written
communication within 15 days of the da@o the receipt accepting the

settlement. . (b’\,
,(,\/
\16

The insurance ombudsman passes/an award within three months from the
receipt of the complaint from thejinsured. The awards are binding upon the

insurer. bﬂ

If the insured is not sati ’F@?with the Ombudsman’s award, he can approach
other authorities like the’consumer forums and court of law for his grievance

Award

redressal. (b"

the insur ong with the policy document in respect of the insurance

As far as the g@yholder’s protection is concerned, every insurer shall inform
omblg@ in whose jurisdiction his office falls for grievance redressals

arisipe®

cbincreasing number of complaints received by different insurance
ombudsman show that the insured are reposing their confidence in the
scheme.s
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PRACTICAL EXERCISES

Activity 1: Note down at least 10 functions of RBI and present in the class.

Material required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure:
1. Form groups of 4 students each. @b’
2. Groups to study the subject and make notes.
3. Present the case in the class through chosen leader or any, o{é;’ way
they wish to present. «O\r

4. The teacher to evaluate the performance and sum up. ,Qe

Activity 2: Group discussion on importance of Roles of Re%ﬂ tory bodies

Material required: Internet connection, mobile or deskgcg or laptop, pen or
pencil, notebook.

L®
O\,
Procedure: %
©

Form groups of 4 students each. \,
Groups to make notes. .

Group discussion participation "X chosen leader from each group.
Teacher to fix the time and m ate.

The teacher to evaluate tl%@‘lormance and sum up.

Activity 3: Prepare charts o orking of Ombudsman RB-IOS, 2021 and
Insurance Ombudsman and sent in the class.

A

Material required: In t connection, mobile or desktop or laptop, pen or
pencil, notebook. g{(g,

,Q(b'

b=

Procedure:

1. Ma roups of 4/5 students each and allot one ombudsman each to
twi oups.
2. GrouUps to prepare notes on the subject allotted’
.qgroups will present their charts through a chosen leader or in whatever
Q way they wish to present.
4. Teacher to watch the students for their contents, presentation, respect
for each other, leadership qualities.
5. Students to clarify their doubts if any.

6. The teacher to evaluate the performance and sum up.

CHECK YOUR PROGRESS
A. Fill in the Blanks:

1. Integrated Ombudsman Scheme came into operation w.e.f..........
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C.

. Insurance Ombudsman scheme was launched with effect from........
. Appeal can be made to............. against the resolution given by The

Reserve Bank ombudsman.

. The Ombudsman’s powers are restricted to insurance policies whose

value does not exceed Rs.

. The insurance ombudsman passes an award within.... from the receipt

of the complaint from the insured.

. Multiple Choice Questions b’

1. Complaint can be lodged to Ombudsman via following mode\Q@
a. email -\’Cb
b. post «Q\’
c. portal Q‘\}’
d. Any one of above
2. Complaint can be lodged to RBI Ombudsmaﬁ@n the prescribed
portal in following language O
a. Hindi \,
b. English %O
c. Any one of a) and b)
d. None of the above
3. Complaint against the Insu1:é@’e Company can be on following
basis <
a. Any partial or to ]r@)}foudiation of claims by an insurer

b. Any dispute in pect to the premium paid or payable in
terms of the pdlicy

c. Any dispu the legal construction of the policies in so far
as suc utes relate to claims
d. All the*dbove

4. Any 1nsur§é§-ce policy before its issuance to public has to be

approve@ N4
I

4 SEBI
c. IRDAI
CJ d. None of the above
. NPS is overseen by
a. IRDAI
b. PFRDAI

c. SEBI
d. All the above

Sate whether the following statements are True or False

1. An aggrieved policy holder can directly lodge complaint to Insurance
ombudsman without first approaching to the insurance company.
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D. Match the Column

. Delay in settlement is one of the grounds for complaint to Insurance
Ombudsman
. One can approach Ombudsman even if the case is pending in a court
of law.

. The legal heirs of the insured can also lodge the complaint.
. Market development is one of the roles of Regulatory bodies.

S.No Column A S.No Column B
1 Insured’s grievance A RBI-IOS 2021 \Qe
o~
9 Issuance of license B Court of law\',\;}
00
3 Recourse available after | C
appeal Grﬁ@nd for complaint
O
4 Deficiency of service D XOmbudsman
L0
: Y
5 Non-issue of any Regulatory Body

insurance document to
the clients even after
receipt of premium

(\Q;\

E. Short Answer Ques&éﬁ

1. Please explain dg@lency in service with an example.

2. Give in brig&@g}bcess of lodging complaint to Insurance Ombudsman

F. Long An

er Questions

1. Wr@grounds for making a complaint to Reserve Bank Ombudsman.

.ngplain appellate mechanism for award of ombudsman.

QG. Check Your Performance:

1. Write an assay on Roles of Regulatory bodies.
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SESSION 3: FINANCIAL PRODUCTS AND SERVICES

MEANING OF FINANCIAL PRODUCTS AND SERVICES

Financial products are essentially instruments or services offered by financial
institutions (like banks, insurance companies, mutual funds companies,
investment companies etc.) that help individuals, businesses, d
governments manage, save, invest, or borrow money. One can think of %§n
as tools in their financial toolkit. They come in various forms ax%(}erve
different purposes, but their core function revolves around ‘E@ itating
financial transactions and managing financial resources. O

DIFFERENCE BETWEEN FINANCIAL PRODUCTS AND SERVICES

“Financial products" and "financial services" are closely rélated and often used
interchangeably; there's a distinct difference in their f@iamental nature.

\,

Financial Products

Financial products represent the tan@ instruments, accounts, or
contracts that financial institution ovide to help individuals and
businesses manage their money t1ve1y These are the "what" you
acquire, functioning as distincp goods or items each with a defined
structure, specific terms, an\dza clear purpose.

Key characteristics include their
nature as a distinct entity—even if
intangible like a bank account,
they are clearly defined offerings.

i
They are often standardized with
p specific terms and conditions, and
o | : = unlike services, they can be

H

A

( "owned" or held, whether it's a
C  Fig. 1.10 Financial products savings account, a stock
ch certificate, or an insurance policy.

The primary focus of a financial product is on the specific financial
vehicle itself. Examples of financial products are diverse and cater to
various financial needs. For savings, common products include savings
accounts, fixed deposits (FDs), and recurring deposits (RDs), allowing
money to grow with interest. For investment purposes, products like
stocks, bonds, mutual funds, exchange-traded funds (ETFs), and
pension plans are available, designed to potentially increase wealth over
time, albeit with varying degrees of risk. When it comes to borrowing,
financial products encompass loans such as personal loans, home
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e

loans, and car loans, alongside credit cards and mortgages, all of which
provide funds that must be repaid, typically with interest. Lastly, for
protection and risk management, insurance policies, including life,
health, and general insurance, serve as crucial products to offer
financial security against unforeseen events.

Financial Services

Financial services encompass the array of activities, processes, or
expert advice delivered by financial institutions to enable individuals
and businesses to effectively use, manage, or acquire finangial

products. Unlike the tangible nature of products, services represe e
"how" through which customers interact with their money the
broader financial system. @\

O

The coze @zracteristic of
ﬁnanci8~<)services is their
nature’” as an intangible
c@’%ﬁy, often involving a

ies of steps or
interactions, making them
process-oriented rather than
being a standalone item.
Furthermore, the quality and
effectiveness of financial

services are notably

N provider-dependent,

Fig.1.11 Financial Services meaning the customer's
~ experience is significantly

X

shaped by the“expertise, efficiency, and delivery of the institution
offering @Q service. This service-centric approach ensures that
customers/receive tailored assistance, whether it's navigating complex
finariciad decisions or executing routine transactions. The value of a
fi &pcial service lies in its ability to simplify financial complexities,

vide expert insights, and offer practical solutions to financial
challenges.

A wide range of operations fall under the umbrella of financial services.
For instance, banking services include processing deposits,
withdrawals, and transfers, alongside offering convenient online
banking platforms and ATM access. Investment advisory services
provide crucial financial planning, portfolio management, and expert
advice on buying stocks or mutual funds. Insurance services involve
underwriting policies, efficiently processing claims, and conducting
thorough risk assessments. Other vital services include loan
processing, payment processing, comprehensive wealth management
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for high-net-worth individuals, foreign exchange services, and
specialized merchant banking activities like helping companies raise
capital or advising on mergers and acquisitions.

Difference Summary:

Feature Financial Products Financial Services
Nature Tangible /Distinct Intangible activities,
instruments, accounts, | processes, advice,
contracts assistance
"What" The specific item or The action or
tool facilitation provided,,e}'
Example A savings account, a Opening a bank A~
credit card, a home account, fina c,@
loan planning, p sing a
loan appb@é‘ﬁe

S
&
BASIC FINANCIAL PRODUCTS (Mutual fund comﬁnies, Insurance
companies, Broking House and other financial int ediary)
O\/
Mutual F ompanies pool money from
multipl i@estors to invest in a diversified
portfelip-of securities like stocks, bonds,
an%‘&t\ﬁer assets.Mutual Fund Companies
fe also known as Asset Management
ompanies. A mutual fund is an
investment vehicle that pools money from
many investors with a common
investment objective to invest in a
diversified portfolio of securities.
Instead of buying individual stocks
or bonds directly, investors buy
"units’~of the mutual fund. These units represent a proportionate share
of tQ nd's underlying assets, which are professionally managed by a
manager. The fund manager makes investment decisions (what to
%uy, sell, or hold) in line with the fund's stated objective, aiming to
Q generate returns (capital appreciation, interest, or dividends) for the
investors. The value of each unit, known as the Net Asset Value (NAV),
is calculated daily based on the market value of the fund's holdings,
after deducting expenses.
Features of Mutual Funds
Mutual funds offer several fundamental features that make them
attractive to investors, primarily professional management, where
experienced fund managers expertly handle investment decisions to
achieve the fund's stated objectives. This is coupled with inherent
diversification, as funds pool money from many investors to invest

1. Mutual Fund Companies:

Fig. 1.12 Mutual Funds
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across a wide array of securities, thereby spreading and reducing risk.
They also boast affordability, allowing individuals to start investing with
relatively low minimum amounts, and generally provide good liquidity,
enabling investors to buy or sell units easily on business days. Finally,
mutual funds are characterized by strong transparency and regulation
by bodies like Securities Exchange Board of India, ensuring regular
disclosure of information and robust investor protection.

The different types of mutual funds, categorized by their investment
objective and asset allocation: e},

Q&
QY
2

&

s,

Index Funds and Debt
Exchange Traded § Funds
Funds(ETF) /

/ Types of

« Mutual Fun C

| Solution-Oriented Hybrid
Funds Funds

N
‘Fig. 1.13 Types of Mutual Funds
A
e Equity Fund ’0]’

Invest predom{Qantly in stocks for capital appreciation. Some of the
types aref)~” Large-Cap, Mid-Cap, Small-Cap, Multi-Cap,
Sectoral matic and ELSS for tax saving.

. &%ﬂ Funds:

vest in fixed-income securities like bonds and money market

<Eplstruments for stable returns and lower risk. Their types areLiquid

Funds, Ultra Short Duration Funds, Corporate Bond Funds and Gilt
Funds.

* Hybrid Funds:

A balanced mix of both equity and debt to provide a blend of growth
and stability. Some of types are Balanced Advantage Funds and Asset
Allocation Funds.

¢ Solution-Oriented Funds:
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Designed for specific goals like retirement or children's education. Their
types areRetirement Funds and Children's Funds.

* Index Funds and Exchange Traded Funds(ETF): Passive funds
that aim to replicate the performance of a specific market index.

. Insurance Companies
Insurance companies primarily offer products designed for risk
management and financial protection against unforeseen events.

Basic features of Insurance

Insurance is fundamentally a contract between
an individual or entity (the policyholder/insured)
and an insurance company (the insurer),
designed to provide financial protection against
potential future losses or unforeseen events. In
exchange for regular payments called premiums,
the insurer promises to compensate the insuredO

O\, Fig. 1.14 Insurance
for specified losses or damages, or to pa predetermined sum to a
beneficiary, if a covered event occurs.@his mechanism works on the
principle of risk pooling, where , iums from a large number of
policyholders are collected into a@%mon fund, allowing the collective
to bear the financial burden of‘&e few who suffer losses.

Key characteristics inclug@@k transfer (shifting financial risk from
the insured to the insufrer), indemnification (compensating the
insured for actual 10@, aiming to restore them to their pre-loss
financial position )@Qﬁgh life insurance is generally not an indemnity
contract as it pays’/a sum assured), and the principle of utmost good
faith, which &Jires both parties to disclose all relevant information

honestly @Q ompletely.
Their basie products are broadly categorized into:

&

Life General

e Insurance Insurance
Imau whoe Life
g UL aumnis

Moy B e

£ / mme/

Fig.1.15 Products of Insurance

1
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1. Life insurance:
Provides financial security to beneficiaries upon the policyholder's
death or a lump sum upon maturity.The following are the types:

(@]

Term Insurance:

Pure protection pays out a sum assured if the insured dies
within the policy term.

Whole Life Insurance:

Provides coverage for the entire life, often with a savigg’s

component that builds cash value. 78
Endowment Plans: \(,\’
Combine insurance cover with a savings componerﬁ.\:%lying a
lump sum on maturity or death. O

Money-Back Policies:

Provide periodic payouts (money-back) duriftg the policy term,
in addition to the sum assured on mat i}&r death.
Unit-Linked Insurance Plans (ULIPs)>

A hybrid product combining , i rance coverage with
investment in market-linked funds:
Child Plans: ©

Designed to secure a chil.d&lture financial needs (education,
marriage). N

Pension and Retiren\gﬂt Plans:

Aim to build a cqr for post-retirement income.

2. General Insurance@
Covers risks q@r than life, protecting assets and providing
compensationqar various liabilities.

@C}Q
e

o

Heafbﬁ-’lnsurance:
é?f(g:s medical expenses, hospitalization, and critical
esses.
Motor Insurance:
Compulsory coverage for vehicles against damage, theft, and
third-party liability.
Home Insurance:
Protects homes and their contents against risks like fire, theft,
and natural disasters.
Travel Insurance:
Provides coverage for medical emergencies, trip cancellations,
and baggage loss during travel.
Fire Insurance:
Covers property damage due to fire.
Personal Accident Insurance:
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Provides compensation in case of accidental death or
disability.

o Commercial/Business Insurance:
A wide range of policies for businesses, including property,
liability, marine, and cyber insurance.

3. Broking Houses (Stockbrokers):

Broking houses facilitate the buying and selling of financial
securities on behalf of their clients on stock exchanges.Their
products are often complemented by features like offline-in-
person/online-mobile trading platforms and real-time market da@.

Their core product offerings revolve around providing a to
various markets and associated services: ,\’
o Trading Accounts: \’

Essential for executing buy/sell orders in t S%ck market.
With the help of a Trading Account one Ca%d the following

types of trading: O
o Equity Trading: \,O

Facilitating trades in co aﬁay shares listed on stock
exchanges such as %al Stock Exchanges and
Bombay Stock Exch ]\ggé etc.

o Derivatives Tr g:

Enabling tradi in Futures and Options (F&O)
contracts baq@ﬁz on underlying assets like stocks or

indices. $
o Co :S) ity Trading:

Allowi ients to trade in commodities like gold, silver,
deoil, etc., on commodity exchanges.
o ~Currency Trading:
g\FaCilitating trading in currency pairs.

@mat Accounts
@ ematerialized accounts for holding shares and other
Q securities in electronic form and ensuring secure and

Q paperless ownership. These accounts are primarily with the

4. Other Intermediaries:

Depositaries such as National Securities Depository Limited
(NSDL) and Central Depository Services Limited (CDSL)

This category includes a broad range of financial institutions that

play vital roles in the financial ecosystem, often offering specialized
products:

o Non-Banking Financial Companies (NBFCs): Regulated

entities that provide financial products and services but do not

hold a banking license. Their products often fill gaps left by

32



traditional banks. Products such as loans, leasing,
microfinance and bill discounting etc.

Depositories: National Securities Depository Limited
(NSDL) and Central Depository Services Limited (CDSL):
They are not the direct product providers to individual
customers, but they are crucial infrastructure offeringin form
of Demat Account Services.

Payment Banks and others:Payment Banks are a relatively
recent innovation in India's banking sector, designed to
enhance financial inclusion by providing basic banking @d
payment services to underserved populations. ese
institutions offer essential facilities such as Savings Aéodunts,
Current Accounts for businesses, and the issuené of Debit
Cards. Others may include, Housing ﬁnaqa’ companies
offering products related to deposits and loatis, and Small
finance banks offering products related td{deposits and loans

etc. \,O

BASIC FINANCIAL SERVICES (Mutual fugddgeompanies, Insurance

companies, Broking House and other financ

intermediary)

©
o

BASIC FINANCIAL
SERVICES

Mutual
Funds Insurance

Companies Companies

Broking
Houses
(Stockbrokers)

Non-Bankin:
Financial . Depositories Payment Banks
Companies and Others
(NBFCs)

Fig. 1. 16 Basic Financial Services

Other
Intermediaries

1. Mutual Funds Companies:

Mutual fund companies provide a comprehensive suite of services
that go beyond simply offering investment products. At the core is
Fund Management, where expert teams actively make investment
decisions—buying, selling, and holding securities—to achieve the
fund's stated objectives. To keep investors informed, they offer
Portfolio Reporting, providing regular updates on performance,
holdings, and scheme details through factsheets, annual reports,
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2.

3.

and online portals. Dedicated Customer Support assists with
inquiries, transaction processing, and complaint resolution, while
Investor Education resources help individuals understand mutual
funds, strategies, and financial planning. Furthermore, they handle
all aspects of Transaction Processing, including purchases,
redemptions, switches, and Systematic Investment Plan/Systematic
Withdrawal Plan etc. registrations, alongside the daily NAV
Calculation and Disclosure. Finally, they streamline tax
compliance by providing necessary Tax Statements, such as

consolidated accounts and capital gains statements. @b
Insurance Companies: \Q

Insurance companies offer a comprehensive range o %’vmes to
support their policyholders throughout the insurance ycle. Their

core function begins with Policy Issuance and Undex¥writing, where
they assess risks, calculate appropriate prem@'§@s, and officially
issue the insurance contract. Following this, Rremium Collection
involves managing the regular payments f; oty policyholders to keep
policies active. The most critical service {§ Claims Processing and
Settlement, which includes receiving, investigating, and ultimately
settling claims for covered events @e medical expenses, property
damage, or death benefits. Beyor@. hese, insurers provide extensive
Policy Servicing, handlmg@ rious requests such as nominee
changes, address u s, sum assured modifications,
endorsements, an wals. Many also offer expert Risk
Assessment and visory to help individuals and businesses
identify and qu %ﬁr potential risks, recommending suitable
coverage. h@out Customer Relationship Management
ensures dedicated support for all policyholder queries and concerns,
while spe %wed Financial Advisory helps align policy choices with
long- g& inancial goals like retirement or child education.
Br Houses (Stockbrokers):

ng houses offer a range of essential services to empower their

Cjc,hents in the financial markets. A key service is Research and

P

Advisory, where they provide valuable market insights through
research reports, fundamental and technical analysis, stock
recommendations, and broader investment advice, particularly from
full-service brokers. Many also provide a Margin Trading Facility
(MTF), allowing clients to trade with borrowed funds against
collateral, thereby increasing their leverage. Brokers are
instrumental in IPO and Mutual Fund Distribution, streamlining
the process for clients to apply for new share offerings or invest in
various mutual fund schemes directly through their platforms.
Critical Back Office Services ensure smooth operations,
encompassing the issuance of contract notes, maintenance of ledger
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accounts, generation of portfolio statements, and preparation of tax

reports.

Finally, broking houses establish robust Grievance

Redressal mechanisms to efficiently address any client complaints
related to trading activities or account management.
4. Other Intermediaries:

©)

Non-Banking Financial Companies (NBFCs): They play a
crucial role in India's financial landscape by offering diverse
products and services that often complement or fill gaps left
by traditional banks. Some of the NBFCs offer Wealth
Management & Financial Advisory services, provid@.g
tailored investment advice and portfolio manageme%e
Depositories: NSDL and CDSL in India are critic&i?f&aancial
market infrastructure entities that provide essen@i services
for the secure and efficient holding and trans%‘t@? securities.
Their core service is Dematerializatio hich involves
converting physical share certificates 3& other securities
into convenient electronic form, inating the risks
associated with paper documents, Conversely, they also
facilitate Rematerialization,%@wing the conversion of
electronic securities back i ysical certificates if needed.
They also support Pledgk{g and Hypothecation services,
allowing investors to '»qé&'e their electronic securities as
collateral for loans. over, depositories play a vital role in
ensuring that Coporate Actions, such as dividends,
bonuses, stoc its, and rights issues, are automatically
credited di y into investors' Demat accounts, and they
are respo le for the meticulous Account Maintenance of
electr Kc‘security holdings.
Payment Banks and Others: Payment Banks leverage
@ology to provide convenient Online and Mobile Banking
rvices, facilitate seamless Payment Services including
remittances and small payments, and enable easy Bill
Payments, thereby bringing a broader segment of the
population into the formal financial system. Others financial
institutions such as Housing Finance Companies and Small
Finance Banks offers services like processing of loan
applications, disbursement, collection of EMIs and offering
statements etc.

PRACTICAL EXERCISES

Activity 1: Financial Product Feature Sheet Challenge

Material

required:Chart paper or A3/A4 sheets, Colored

pens/markers, Rulers, Access to internet for research (optional, but
highly recommended), Sample feature sheets (if available, e.g., from
bank websites for FDs, savings accounts)
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Procedure

nallie

7.

8.

Divide the class into groups of 3-4 students.

Assign or let each group choose one specific financial product

from the list below.

a. Encourage a variety of products across the class.

b. Savings/Investment: Savings Account, Fixed Deposit (FD),
Recurring Deposit (RD), Equity-Linked Savings Scheme
(ELSS Mutual Fund)

c. Lending: Personal Loan, House Loan and Credit Card

Visit the identified financial institutions along with your pe

Meet the customer service staff and others and greet the

Take a round of the financial institution and enquire ftég(,t\he

manager/supervisor about the following: O

a. What is the product?

b. Who is it for? (Target customer, e.g., someoe saving for
short-term, someone buying a home, som@ne needing life
cover) 0

c. What are its core features? O\-’

d. What are the key benefits for th@lstomer?

e. Are there any major limitatio@or considerations?

f. What documents are typic required to avail this product?

Show your notes to the cusgbmer service staff and confirm that

they are correct. \,6

Prepare a product f@;&e sheet groupwise, discuss it with

peers, and show it%to he teacher.

Discuss your pr@ ct feature sheet in the class.

Activity 1: Fina \?Sewices Feature Sheet Challenge

Material r ired:Chart paper or A3/A4 sheets, Colored

pens/mar
highly

mon

=)
&

R

8, Rulers, Access to internet for research (optional, but
mmended), Sample feature sheets (e.g., how to transfer
line from a bank's website)

Divide the class into groups of 3-4 students.

Assign or let each group choose one specific financial service

from the list below.

a. Encourage a variety of services across the class.

b. Online Trading Execution (via a Broking House)

c. International Remittance Services (e.g., via a Payment Bank or
Commercial Bank)

d. Health Insurance Claims Processing (Cashless or
Reimbursement)

e. Financial Planning/Advisory Service

Visit the identified financial institutions along with your peers.
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4. Meet the customer service staff and others and greet them.
S. Take a round of the financial institution and enquire from the
manager/supervisor about the following:
a. What exactly is this service?
b. Who typically needs or benefits most from this service?
(Identify the target customer segment).
c. What are the key steps involved for a customer to use this
service?
d. What are its core features?
e. What are the key benefits for the customer? b,
f. Are there any major limitations or considerations?
g. What documents are typically required to avail thi uct?
6. Show your notes to the customer service staff and sﬁrm that
they are correct.
7. Prepare a Services feature sheet groupwise, dlS%l% it with peers,
and show it to the teacher. O
8. Discuss your Services feature sheet in th&@ass.

CHECK YOUR PROG%@és
A. Fill in the Blanks

1. Financial products are essentlally\pstruments offered by financial
institutions that help individuals, b){fé)%’esses and governments manage,
save, invest, or mo

2. The primary focus of a @ggial product is on the specific
vehicle itself.

3. The core characteri of financial services is their nature as an
activiﬁz,;:‘ften involving a series of steps or interactions.

4. Mutual funds %ifer inherent , as funds pool money from
many inves 1@ to invest across a wide array of securities, thereby

spreadi é reducing risk.
5. The S

t critical service provided by insurance companies is
Processing and Settlement.

. @mle Choice Questions
1

hich of the following is NOT typically considered a "financial product" in

the context of the provided text?

a) A Fixed Deposit (FD)
b) A Home Loan
c¢) Financial Planning

d) An Insurance Policy

2. What is the primary objective of investing in Equity Funds?
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a) Stable returns and lower risk

b) Capital appreciation

c) Regular periodic payouts

d) Combining insurance cover with savings

3. Which principle of insurance requires both parties to disclose all relevant
information honestly and completely?

a) Risk Transfer

b) Indemnification @b

c) Utmost Good Faith . (go
d) Risk Pooling “O\/

4. Which type of trading account is used for buying and selli@%mpany
shares listed on stock exchanges? <

a) Derivatives Trading &O
b) Commodity Trading X

O
c) Equity Trading ‘%
d) Currency Trading. \,©
5. What is the core service provided by %&E)sitories like NSDL and CDSL?

a) Providing personal loans (5&6

b) Converting physical she%e%‘tiﬁcates into electronic form
c) Offering wealth ma ment advice

d) Processing in %%ce claims.

C.State whether@é following statements are True or False.
1. Financi@roducts can be "owned" or held, such as a savings account
or @hsurance policy.
2.T %uality and effectiveness of financial products are notably provider-
pendent.
ELSS (Equity Linked Savings Scheme) funds are primarily designed for
stable returns and lower risk.
4.Motor Insurance is a type of Life Insurance product.
5. Rematerialization is the service of converting electronic securities back
into physical.
D. Match the Column

S. Column A S. Column B
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Fixed Deposit (FD) A Hybrid  product combining
insurance and investment.
Portfolio Management B Service offered by Mutual Fund
Companies
Unit-Linked Insurance Plans C Product for savings, earning
(ULIPs) interest.
Demat Account D Service offered by NBFCS.e},
Vo4
\Z
Factoring and Bill Discounting E For holding seg%ﬁ}es in
electronic form. V\\'>
O
E. Short Answer Questions “OQJ
1. Define financial product. @)
2.What is the primary function of a mutual fund? O’&,
3. Define financial services. %
F. Long Answer Questions \,©
1. Define mutual funds and discuss its,@@és.
2. Elaborate insurance. \/@

s

3. Differentiate between financi oducts and financial services.

G. Check Your Performancé%
1. Draw a chart on pro lSé}"emd services offered by Mutual Funds companies.

2. Draw a chart on (ﬁ‘oducts and services offered by Broking houses in India.
3. Group Discu@l'%n on types on financial products and services.
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SESSION 4: CUSTOMER PERSPECTIVE AND NEEDS
MEANING OF CUSTOMER PERSPECTIVE AND NEEDS

Customer perspective refers to understanding the financial journey, needs,
expectations, and emotional responses of an individual or business when
interacting with banks, investment firms, insurance providers, and other
financial institutions. It's about seeing the financial world through the
customer's eyes. Customer needs refer to the fundamental problems, desires,
or goals that a customer seeks to address or achieve when consider'@? a
product, service, or interaction with a business. These needs can b &f)licit
(what the customer directly states) or implicit (underlying require ts that
the customer might not even be fully aware of).They are the "drivers" behind
customer behavior and decisions. When a customer makesS\Xa purchase or
engages with a service, they are essentially trying to sa\té@ one or more of
these needs. o)

In the BFSI sector, understanding customer perspective and needs is no
longer just good practice — it's a critical driver %@mpetitive advantage and
survival. The financial landscape is rapi@ volving, driven by digital
transformation, new entrants, and shifting\c, tomer expectations.

CUSTOMER PERSPECTIVE IN BFSI ,g\/(b'

The customer's perspective in BF%%J their overall feeling and impression
formed through every interactio h a financial institution. This perception

is built on: bﬁ
x>
)
C«\\,

Empathy and
Human Touch

e (7
%%Q Trust and Transparency

Security

Q Convenience Reliability and
and Ease of Use Consistency

Fig.1.17 Customer Perspective in BFSI

1. Trust and Security: This is paramount. Customers need to feel
confident that their money, investments, and personal data are
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CUSTOMER NEEDS IN BFSI &
<

absolutely safe from fraud, breaches, and misuse. A single
negative security incident can erode trust built over decades.
Convenience and Ease of Use: Customers, especially younger
generations, expect financial interactions to be as seamless and
intuitive as using popular tech apps. This means easy-to-navigate
mobile apps, efficient online platforms, quick digital onboarding,
and simple self-service options.

Transparency: Hidden fees, complex terms, and unclear
processes lead to frustration. Customers desire clear, upfront
information about costs, benefits, and the mechanics of tl@ir
financial products and services.

Reliability and Consistency: Customers expect servi work
flawlessly every time, across all channels (online, m ; branch,
call center). They want consistent informatio solutions,
regardless of how they choose to interact. <

Empathy and Human Touch: While digital channels are
preferred for routine tasks, customers,$fill value empathetic
human interaction for complex issuess personalized advice, or
during stressful life events (e.g., ﬁli% n insurance claim after a
loss, discussing a mortgage). Tl'@ ant to feel understood and

supported.
>

Based on these perspectives, the cqxg\needs customers seek to fulfill through
BFSI institutions are:

Financial

Well-being

%/ and Security

- Accessibility
Simplified CUSTOMER NEEDS BN Re s teare s a2 ]

@) Processes IN BFSI Experience

Personalized
Solutions and
Advice

Speed and
Efficiency

Fig.1.18 Customer Needs in BFSI

Financial Well-being and Security: This is the overarching
need. Customers want to manage their money effectively, save for
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future goals (retirement, home, education), grow their wealth,
and protect themselves and their assets against unforeseen risks.

2. Accessibility and Omnichannel Experience: Customers need
to access their financial services anytime, anywhere, and through
their preferred channel. This means a seamless transition
between mobile apps, web portals, physical branches, ATMs, and
call centers, without having to repeat information.

3. Personalized Solutions and Advice: Customers are increasingly
looking for tailored advice and product recommendations that fit
their unique financial situation, life stage, and risk tolerar@e,
rather than generic offerings. This includes proactiv ts,
customized investment insights, and personalized ,i rance

A

coverage. ‘\Q
4. Speed and Efficiency: For routine transacti?s} customers
ates

expect instant processing and real-time u For more
complex processes like loan applications or"¢laims, they expect
clear timelines and efficient resolution. ,, O

5. Simplified Processes: The need Xto reduce complexity,
paperwork, and lengthy approval esses is critical. Digital
onboarding, automated transactions, and intuitive wuser
interfaces are key to meeting t'i\i,s need.

6. Education and Empow&&ent: Customers want to be
empowered to make inf d financial decisions. This includes
access to financial difgracy resources, clear explanations of
financial concepts, d tools that help them budget, track
spending, or plan“nvestments.

VALUE PROPOSITION 0’

benefits and valu financial institution promises to deliver to its target
customers, dlfgﬁatlatmg itself from competitors. It's the compelling reason
why a cust should choose their bank, their insurance policy, or their
1nvestmeQ rvice over another.

A value proposition i&a clear concise statement that articulates the unique

A str @value proposition in BFSI typically focuses on addressing specific

%er pain points and fulfilling their core financial needs. It goes beyond
s@%y listing products or features to highlight the tangible and intangible
advantages the customer will experience.

ELEMENTS OF A VALUE PROPOSITION

1. Who is the target customer?
For example:Small business owners, young professionals,
retirees, high-net-worth individuals.

2. What specific financial problem or need does it solve?
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For example:Making banking easy, protecting family from
unforeseen events, growing wealth for retirement, providing quick
access to funds

3. What are the unique benefits offered?
For example: Superior digital experience, personalized financial
advice, competitive interest rates, comprehensive coverage,
instant claims processing, ethical investing options.

4. Why is it better than competitors?
For example: Faster loan approvals, 24/7 customer support,
specialized industry expertise, innovative digital tools.

UP-SELLING g{}

Up-selling is a strategic sales technique aimed at encourag@existing
customers to purchase a more premium, enhanced, or hig §;@
of a product or service they are already considering, usin r have shown
interest in. The core idea is to increase the value of th tomer's existing
relationship by providing them with a solution that bett@ meets their evolving
needs or offers superior benefits.

Characteristics Up-selling in BFSI: %O

ue€ Version

1. Focus on Improvement:
Up-selling is about upgrading, not .j@adding. It's about demonstrating
how a higher-tier product or servlg}' offers more benefits, features, or a
better overall experience. X0

2. Customer-Centric Appro&
Effective up-selling in BESF is rooted in understanding the customer's
current financial situéi n, future goals, and pain points. It's about
genuinely recom ing something that adds value to them, not just
pushing a mor)e& ensive option.

Benefits of U]})g—%sl’ling in BFSI:

03 04

Deeper Improved
Customer Customer
Relationships Satisfaction

Fig.1.19 Benefits of Up-selling in BFSI

1. Increased Revenue and Profitability:
This is the most direct benefit, as customers spend more on higher-
value products/services.

43



. Enhanced Customer Lifetime Value:

By increasing the value of each transaction, the overall revenue
generated from a customer over their relationship with the institution
grows.

. Deeper Customer Relationships:

When up-selling is done ethically and genuinely, it shows the customer
that the institution understands their needs and can provide solutions
that evolve with them, fostering trust and loyalty.

. Improved Customer Satisfaction:

If the upsell genuinely provides more value and better addresses @ae
customer's needs, it can lead to higher satisfaction. \Q
=)

. Reduced Customer Acquisition Costs: .

D
It's generally more cost-effective to generate additional reve@ from an
existing customer than to acquire a new one. Q
<&

AS)

Ethical Considerations:

It's crucial that upselling in BFSI is conducted eth{/@ly. This means:

1.

)
&

Prioritizing Customer Needs: X
The upsell must genuinely benefit the gmer and align with their
financial goals, risk profile, and capaci@

. Transparency: N

All features, benefits, costs, ’§& limitations of the upgraded
product/service must be clear mmunicated.

. Avoiding Pressure Tacticsg ()~

Customers should never\feel pressured or coerced into buying
something they don't d or can't afford. The focus should be on
education and infor choice.

Example of U&@ling

1. Bankin Q-
A c@er with a basic savings account is offered a premium

sa@g account with higher interest rates, exclusive debit card
b&ﬁ fits, or waived fees for certain transactions if they maintain a
igher balance. Or, a customer interested in a basic credit card is
encouraged to apply for a premium credit card with better rewards
(cashback, travel perks) or higher credit limits.
2. Insurance:
A policyholder with a basic health insurance plan might be advised
to upgrade to a comprehensive plan that includes critical illness
coverage, a higher sum assured, or a wider network of hospitals. A
term insurance policyholder might be upsold to a whole life policy
with a savings component as their financial capacity grows.
3. Investments:
An investor using a basic trading platform might be offered a
premium service that includes dedicated research reports,
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personalized advisory services, or advanced charting tools. An
investor in a standard mutual fund might be suggested a thematic
fund or a portfolio management service (PMS) if their risk appetite
and investment goals align.
4. Lending:

A borrower with a standard personal loan might be offered a loan
with a longer tenure, a higher loan amount, or more flexible
repayment options, if eligible, to meet broader financial needs.

SOFT-SELL APPROACH

A soft-sell approach is a sales and communication strategy characteri %
its non-aggressive, subtle, and customer-centric nature. Unlike a. \Q sell
approach that focuses on immediate conversion through direc suasmn
and pressure, a soft-sell strategy prioritizes building trust @ucatmg the
customer, and fostering a long-term relationship. Q

It's about guiding, advising, and nurturing the customer@dwards a financial
solution that genuinely meets their needs, rather tha@Jshing a product.

Characteristics of a soft-sell approach : O\’
Relationship Consultative \ Subtle Follow-up and
Building DlaloguK?JRecommendatlons Nurturing

9.6 @ @

,g‘b“

Education and Problem- Patience and
@ Information Solving Focus No Pressure
( \’) Fig.1. 20 Characteristics of a soft-sell approach

%% Relationship Building:

Q The primary goal is to establish rapport and trust with the customer.
This involves active listening, understanding their financial goals,
concerns, and life circumstances.

2. Education and Information:
Instead of pushing a product, the focus is on educating the customer
about various financial concepts, explaining the benefits of different
options, and clarifying complex terms. The aim is to empower the
customer to make an informed decision.

3. Consultative Dialogue:
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It involves asking open-ended questions to uncover needs, offering
relevant insights, and acting as a trusted advisor. The conversation
is a two-way street, where the customer feels heard and valued.

4. Problem-Solving Focus:
The approach positions the financial institution as a partner in
solving the customer's financial challenges, rather than just a seller
of products. It emphasizes how a particular solution can address
their specific pain points or help them achieve their aspirations.

5. Subtle Recommendations:
Product recommendations are presented as solutions to identi@d
needs, rather than as standalone sales targets. The ben are
highlighted in the context of the customer's situation. \,,\/6

6. Patience and No Pressure: NO
There's no immediate pressure for a sale. The ﬁnan?@ rofessional
understands that financial decisions can be cor@l x and require
time. They respect the customer's decision-makiQig pace.

7. Follow-up and Nurturing: \,O
The relationship doesn't end with a singleonversation. It involves
polite, value-adding follow-ups, providi dditional information, or
checking in on evolving needs. @

Benefits of a soft-sell approach .\(b\/

1. Builds Stronger Trust an%@&yalty: Customers appreciate being
advised rather than soldtQy

2. Higher Customer Satisfaction: Customers feel more in control and
better understood.

3. Increased Referrals: Satisfied customers are more likely to
recommend t stitution.

4. Sustainab elationships: Leads to long-term engagement and
repeat b &e,:s.

5. Red Churn: Customers are less likely to switch institutions if

h@eel genuinely cared for.

t
Examp %f soft-sell approach:

&

2.

3.

@. A bank representative discussing a customer's life goals (e.g., buying

a house in 5 years) and then gently suggesting a recurring deposit
or mutual fund SIP as a way to achieve that goal, rather than directly
asking, "Do you want to open an FD today?"

An insurance advisor explaining the risks of not having health
coverage by sharing general statistics about medical emergencies,
then discussing how different types of health plans mitigate those
risks, allowing the customer to see the value themselves.

An investment advisor talking about market volatility and
diversification strategiesand then mentioning how a specific mutual
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fund aligns with the principle of diversification for a long-term
investor.

4. An online banking platform offering personalized insights into
spending patterns and then suggesting a savings feature or a better-
suited account type based on the user's observed behavior.

ETHICAL SELLING

Ethical sellingrefers to the practice of conducting sales activities in the
banking, financial services, and insurance sectors with integrity,
transparency, fairness, and a primary focus on the customer's best intere$ts.
It goes beyond merely complying with laws and regulations; it emb\o&@s a
moral commitment to responsible conduct. .\'@

Given that financial decisions often involve significant sums of ey, long-
term commitments, and complex products, the ethical dime of selling in
BFSI is paramount. Customers place immense trust in ﬁna@cial institutions,
and any breach of this trust can have severe conseqlehces for both the
customer and the institution's reputation \JO

Principles of Ethical Selling: %O\J

Conflict of
Interest
Management

Competence
and Professi-
onalism

Transparency

o
PRINCIPLES OF
ETHICAL SELLING

Fair
Dealing

Informed

Q an_d Deliz Consent
Privacy

&% Confidentiality

C} Fig.1. 21 Principles of Ethical Selling

Q% Client-Centricity (Fiduciary Duty): The paramount principle is to
prioritize the client's financial well-being above personal gain or
institutional targets. This means recommending products and services
that are genuinely suitable for the client's needs, financial situation,
risk appetite, and goals, even if it means lower commission for the

salesperson or less profit for the institution.
2. Transparency: All information related to financial products and
services must be communicated clearly, completely, and accurately.

This includes:
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a. Full disclosure of all fees, charges, interest rates, and
potential penalties.

b. Clear explanation of terms and conditions, avoiding jargon.

c. Honest communication about risks and potential downsides,
not just benefits.

d. Openness about commissions or incentives received by the
salesperson.

3. Suitability: Products and services must be thoroughly assessed for
their suitability for a particular customer. This requires:

a. Conducting a thorough "needs analysis" by asking questi@.s
about the customer's financial situation, income, e es,
existing assets, liabilities, risk tolerance, and speci oals.

b. Avoiding "product pushing" where a salesperson(‘@\es to sell
a predetermined product regardless of the CI,Qﬁ&her's actual
needs.

c. Ensuring the customer understands‘@%y a particular
product is suitable for them. Q)

4. Informed Consent: Customers must fully uqgderstand what they are
purchasing and explicitly agree to it, wit any pressure or coercion.
This involves:

a. Giving the customer suffidg,n time to review documents and
ask questions. '\(b’

b. Avoiding high-press @&ales tactics, especially for vulnerable
customers (e.g., d;rfy, financially illiterate).

c. Ensuring that necessary documentation is completed
accurately with the customer's true consent.

5. Confidentiality an ata Privacy: Safeguarding sensitive personal
and financial i ation is crucial. Ethical selling dictates strict
adherence tog{@ta protection laws and internal policies to prevent
unauthorizedelccess or disclosure.

6. Fair De&g: Treating all customers fairly, without discrimination

ased®’1 race, gender, religion, age, or any other factor. This also
e 6&13 to consistent service quality and fair pricing practices.
7. Competence and Professionalism: Sales personnel must possess
%dequate knowledge of the products they sell, the regulatory
Q environment, and financial concepts to provide accurate and helpful
advice. Continuous learning is essential.
8. Conflict of Interest Management: Identifying and managing potential
conflicts of interest transparently. For example, if a salesperson earns
a higher commission on one product over another, this potential conflict
should not influence the recommendation.

o

Consequences of Unethical Selling in BFSI:

1. Loss of Customer Trust and Loyalty:
This is the most immediate and damaging consequence.
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2. Reputational Damage:
Negative publicity, social media backlash, and a tarnished brand image.
3. Regulatory Fines and Penalties:
Financial regulators (like RBI, IRDAI, SEBI in India) impose substantial
fines and sanctions for mis-selling and unethical practices.
4. Legal Action and Lawsuits:
Customers may sue for damages if they have been misled or harmed.
5. Employee Demoralization:
A culture of unethical selling can lead to high employee turnover and
low morale. b,
6. Reduced Profitability (Long-term): \QQJ
While unethical practices might yield short-term gains,  they are
unsustainable and lead to significant long-term losses due t@hurn and
negative reputation.

PRACTICAL EXERCISES @6

Activity 1: Role Play - Ethical Selling \.:O
Material required: Props: Office desk p, headset (optional),
notepads, name tags for roles, role- sheets for Salesperson,

Customer, and Observer, Pens/ Pencil@
Optional: Whiteboard/Flipchart for@brief notes

Scenario Cards: Each descri 'Silfferent scenario printouts (one per
group). Such as: The "Li tﬁlme Offer" Investment Trap (Focus:
Pressure Tactics & Sui hty) The "Almost Free" Loan (Focus:
Transparency & Hidd harges), The Over-Insured Customer (Focus:
Suitability & Need)i alysis) etc. Scenario may be added as per the

choice. (b

Procedure Q/&,

1 '€gn roles to students, such as Customer, Salesperson,
isor and Observer to give feedback on performance.

/\g Provide each group with a different scenario card.

3. Ask students to perform role plays, demonstrating how ethical

)
(b selling is important.
Q

4. After the role-plays, each group will briefly present their scenario
and the Observer will lead the feedback.

Activity 2: Role Play - Up-selling

Material required: Props: Office desk setup, headset (optional),
notepads, name tags for roles, role-play sheets for Salesperson,
Customer, and Observer, Pens/Pencils

Optional: Whiteboard/Flipchart for debrief notes
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Scenario Cards: Each describes different scenario printouts (one per
group). Such as: The Basic Savings Account to Premium Banking
(Focus: Convenience & Added Benefits), Basic Health Insurance to
Comprehensive Cover (Focus: Broader Protection & Peace of Mind),
Simple Investment to Diversified Growth (Focus: Higher Returns & Risk
Management). Scenario may be added as per the choice.

Procedure

1. Assign roles to students, such as Customer, Salesperson
Supervisor andObserver to give feedback on performance. b’

<

2. Provide each group with a different scenario card. \((\,

3. Ask students to perform role plays, demonstrate as thb.\}?enario

cards. 0

4. After the role-plays, each group will briefly pres gtheir
scenario and the Observer will lead the feedbackAQ

CHECK YOUR PROGRESS\,,O

- \V
A. Fill in the Blanks ‘%O
1. Customer perspective refers to understanding the financial journey, needs,

expectations, and responses of\@n individual or business when
interacting with financial institutions. ,i,\
<

2. Customer needs can be explicit o

3.A is a clear, concise ement that articulates the unique benefits
and value a financial instit a3% promises to deliver to its target customers.

4. is a strategie jsales technique aimed at encouraging existing
customers to purchas@ more premium, enhanced, or higher-value version
of a product or serv

5.The soft-sell @ﬁ%’ach prioritizes building , educating the customer,
and fostering a ¥ng-term relationship.

B. M e Choice Questions
1 .W@éf the following is NOT a core aspect of customer perspective in BFSI?
ch a) Trust and Security
b) Convenience and Ease of Use
c) Competitor's profit margins
d) Transparency

2. Which customer need is addressed by providing intuitive mobile apps and
efficient online platforms?

a) Financial Well-being and Security

b) Speed and Efficiency
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c) Accessibility and Omnichannel Experience
d) Education and Empowerment

3. The element of a value proposition that answers "What specific financial
problem or need does it solve?" is related to:

a) Target customer
b) Unique benefits offered
c) Why it's better than competitors

d) Customer pain points and core needs @b’
4. When upselling, focusing on "demonstrating how a higher-tier %Qduct
offers more benefits" is characteristic of: NO\’,\/

a) Reducing Customer Acquisition Costs Q’Q’

b) Enhanced Customer Lifetime Value NOQJ

c) Focus on Improvement &O
d) Avoiding Pressure Tactics. O\,

5. Which principle of ethical selling in BFSI em @izes prioritizing the client's

financial well-being above personal gain? \,@%

S

o
b) Informed Consent (D)SJ

a) Transparency

c) Fair Dealing

d) Client-Centricity. b’
K

C.State whether the owing statements are True or False.
1. Customer Kéds are always explicitly stated by the customer.
2.A sin% gative security incident can erode trust built over decades
in the\BFSI sector.
3.%§ﬁng primarily focuses on adding a completely different,
l\;omplementary product to a customer's portfolio.
soft-sell approach involves high-pressure tactics to achieve
CO immediate sales conversion.
Q 5. Ethical selling requires financial professionals to have adequate
knowledge of the products they sell.
D. Match the Column

S.No | Column A | S.No Column B(Characteristic)

(Financial concept/principle)

centric sales strategy.
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Value Proposition B

Understanding the financial
world through the customer's
eyes

Upselling C

Recommending products
genuinely fit for the customer's
needs and risk appetite.

Soft-sell Approach D

Encouraging purchase of a more
premium or higher-value

version.
17

Suitability E

N4
A clear statement éﬁ\’ unique
benefits  offered \')to target
customers
A’(}'

E. Short Answer Questions

1. Define Up-selling.
2.What drives customer behavior and demsm%% the BFSI sector?

“06

&O

3. Define Ethical selling. @

S

F. Long Answer Questions '\/(b’

1. Discuss customer perspective &Kd need.

2. Elaborate value propositit@ﬁd its element.
3. Discuss the Principles of etflical selling.

G. Check Your Performan

1. Group Discussi the ethical selling.

2. Explain ho g{%‘-derstandmg "Customer Perspective" and "Customer
Needs" in @% BFSI sector contributes to a financial institution's
competi dvantage and long-term survival, citing specific elements
from Ql)concept

@fbup Discussion on the soft-sell approach.

%)
&
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MODULE 2: RESOLVING CUSTOMER QUERIES
EFFECTIVELY

INTRODUCTION

Handling customer queries and complaints effectively involves active
listening, empathy, and a swift resolution process. It's crucial to acknowledge
the customer's frustration, gather all relevant information, and offer a
solution that addresses their concerns, while also following up to ensure
satisfaction.

In this module we will deal with various nuances of complaints han&@% by
going deeper into the root causes, giving solutions to customers ‘l&fbg their
feedback setting timelines for resolution and follow-up till satiséfion with

proper record. Q

The module is divided into four sessions. Session 1 deﬁf\with analysis of
complaints to know the root cause of complaint. Sessi@q suggests options
for the customer towards resolution of complain KESession 3 establishes
timelines and standards for resolution. Session 4)deliberates on closing of

complaints and proper record thereof.

53



SESSION 1: ANALYZE CUSTOMER COMPLAINTS TO
DETERMINE ROOT CAUSES

Identifying root causes

Organizations utilize various methods to effectively analyze customer
complaints and determine root causes. This includes active listening, utilizing
some technique, and analyzing data to identify recurring patterns and
themes. Involving teams, testing and implementing solutions, and following
up with customers also contribute to a comprehensive analysis. The proc&s’s
can further be elaborated as under <

1. Define the Problem: ,\’%Q
Clearly understand the customer complaint and the s@c issue it
indicates.

&

2. Gather Data: ONO

Collect relevant information about the complaint, which includes among other
things, the customer's experience, the timing,é any other details which
may be useful. @

3. Analyze Contributing Factors: .\(b\/

Examine the available informatioraveto identify factors that may have
contributed to the problem lead@ complaint.

4. Identify Root Causes: bﬂ

Utilize tools and techni u@ﬁike the 5 Whys, Pareto Chart, Fishbone Diagram,
Fault Tree Analysis, i,tc dig deeper and find the underlying reasons for the

o

Let us discuss@%” 5 Whys” technique.

5. Wh;é echnique
N

This 4 simple technique for problem solving. It is used to identify the root
c @ of an issue by repeatedly asking “Why”? By asking why five times, one

complaint.

can peel away the layers of symptoms to unearth the underlying cause.

Start by clearly stating the problem which is to be solved. After stating the
problem ask why? And write the answer. After writing the answer again ask
why .Continue asking why? based on previous answer, each time digging
deeper into the cause till you reach the root cause, which when addressed will
prevent the problem from recurring.
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Documentation

To effectively document a complaint, a structured approach can be used
which includes a standardized form or template that captures important
details viz., the date, time, nature of the complaint, customer information,
actions taken, and the outcome. Focus has to be on accuracy, completeness,
and objectivity. The record has to be updated regularly and we can consider
using a complaint management system or software for efficient tracking and

analysis. E}'
The process can be
further concers ) elaborated as
' Yy
under: Vil O
System 0,
€ : / Q

ol DOCUMENTATION
Confidentiality ® OCPUROCESS o ® Ba:dog:;’j;?

[ ]
Keep
Analyze @ Records
Complaints Systematically
and Securely

Update

Records
Regularly

_\¢

Fig. 2.1 Documentation Process

o\ )
> Use a Standard Format:

AN
Use a template or form to ensure consistent documentation.

It is advisable to use Customer Relationship Management (CRM) system,
spreadsheet, or online tool.

> Record important Information:
VA
Date and Time: When the complaint was received and logged.
Details of Customer: Name, contact information, and any relevant details.

Nature of the Complaint: A clear description of the issue and customer
expectations.

Staff Member contacted: Name and role of the person receiving the
complaint.

. Actions Taken: Steps taken to deal with the complaint and its resolution.
Result: The final status of the complaint and any follow-up actions.

Customer Feedback: Any feedback from the customer regarding the
resolution process.

> Be Objective and Factual:

Document the complaint as accurately and neutrally as possible.
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Avoid personal opinions or judgments no biases.

> Keep Records Systematically and Securely:

Cloud-based database can be used, shared folder, or filing cabinet to store
records securely.

Assign a unique reference number to each complaint for easy tracking.

» Update Records Regularly:

. Update records to be updated promptly when new information is received or

actions are taken.

> Analyze Complaints:

\NY

. Analyze total record of complaints to identify trends, patterns, and areas for

improvement.
Data to be used to refine service and avoid similar issues.

» Maintain Confidentiality:

A 4

Ensure sensitive customer information is documented securely and kept
confidential.

> Consider a Complaints Management System:

A system can help automate the comi)laint process, track progress, and
facilitate communication with customers.

>
Common service related pg&}ems

There could be a numb, (‘Q’ service related problems in various businesses.
We will take up some of-the most common but important problems.

1. Commu on Related Problems

A. Lang arriers
When th resentative is not able to speak the same language as the
custo %18 can be the topmost communication issue. This could be a key
issu ticularly dealing with foreign customers.
T barriers crop up due to the following reasons:

Limited capability in the spoken or written language

Lack of self-confidence while dealing with customer issues
Habit of regional accents and dialects

Cultural differences

Lack of technical knowledge

B. Misunderstandings due to unclear instruction given
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Be precise and clear with instructions
Provide the instructions in a step-by-step format wherever required
Add screenshots or images to provide clarity

If you are still not clear about the exact issue then seek more information
from the buyer

C. Ineffective listening skills

Ineffective listening skills can be a roadblock to understanding cg@non
customer service issues. "

Vg
This can be attributed to: &Q
Lack of interest Q
External distractions O
Poor listening skills &O
Preconceived notions

X
. %O
Past experiences
Lack of empathy @

Language barriers .
,(,\/

x&
2. Long Wait Times Q

There could be several reasoggthat contribute to long wait times:

Large volume of queries \"0"
Insufficient staff numb

Technical issues s as system downtime, network congestion, high volume

of customer co§‘&a s, dependence on third-party services, etc
Lack of technical and product knowledge

Inefﬁcie@rocess / lack of automation

2 resolved Complaints
Iﬂresolved complaints can be disappointing for all who are connected. If

complaints remain unattended or unresolved, they will simply keep piling up.
Let us understand why does a complaint stay unresolved? The possible
reasons are listed below:

Inadequate information
Miscommunication / communication gaps

Delayed responses and lack of timely follow up
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Insufficient staffing or absence of escalation procedures
Absence of accountability

Failure to identify and address the root cause of the issue

4. Rude or Unhelpful Representatives

While the timely handling of complaints is important, the way they are
handled is more important. Rude and unhelpful representatives are a liability
for any business.

Customer support is expected to manage customer problems. Howeveriat
times this support system may not function at desired level .This could,be

due to: ) \Q

High workload «O\'r\’
Lack of training and support Q’O'
Knowledge gaps <

Personal problems viz., stress, anxiety, depress'gﬁ? grief, physical
challenges, financial issues, etc

Lack of motivation and poor attitude Q)

Restricted or controlled decision-making pOW@S

5. Difficulty in Getting Support \’
There could be difficult to access tl'{l‘ggé%ulable customer support channels

which can also lead to increased c er complaints and negative feedback.
Various reasons may be respon%@ Some of them could be:

Limited or unavailable suppertichannels

Lack of automation A

Technical difficulties %

Complexity of supp rocesses

Lack of staff / r-skilled support staff
Language b

Cultura ﬂkferences such as communication styles, differing proficiency in
under tanding technology and varying expectations regarding response times

% roduct Knowledge Gaps
en a customer contacts a customer service team for common customer
service issues, it is with an expectation to receive a solution. However,
sometimes the customer support representative is not well equipped with the
right response or solution. One of the major reasons is a product knowledge
gap which may happen due to:

Insufficient/ineffective training imparted
Information overload or rapid updates

No access to knowledge database/information when required

58



Complex or highly technical products
Lack of motivation or employee involvement

Gaps due to miscommunication/misinformation

7. Billing and Payment Issues
There could be several reasons for payment issues. A buyer is normally going
to report a payment issue for following common points

Discrepancy in Billing

Levying of unauthorized charges b,
Incorrect or extra shipping charges \((\,6
Delay in credit or refund \',\,%
Inadequate payment options &O

Delayed or missing invoices @Q

8. Technical Problems
Technical issues can impact on your customer etvice significantly and
following are some examples of customer comp}g@.

A. System downtime and outages @
Technical issues like system outage, netw ailure, website glitches, etc lead
to frustration amongst customers. As t &xustomer support representatives
feel pressured under the high Volume@'%such type of requests, it may result

in delays. This will lead to custo having a negative perception of the
seller. Negative word-of-mouth online reviews will further damage the
seller’s reputation. %

B. Incompatibility issites
Incompatibility issues quite common in customer service which may be
due to following rea@s}s.

Improper data i ‘s&ation of customer data across the systems
Website not cd@atible with customer devices or browsers

9. Inc &ktent Service Quality

Whe talk about customer service, it all drills down to the quality of service

pr@d to customers — whether they connect for a simple query or report a
jor issue. Customer service has different levels depending on the queries

or concerns but in the end it’s all about the experience and satisfaction levels.

But there are certain factors that contribute to an inconsistent service quality

such as:

A. Discrepancies in service across channels
It’s always good practice to offer various support channels to your customers.
However, customers may have different experiences depending on the channel
of support they choose to connect with the support team which leads to
discrepancies and customer dissatisfaction. These may happen because of:
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Difference in knowledge and expertise of different staff manning
Different communication styles and service approach

Non accessibility to customer data or interaction history.

B. Failure to meet service level agreements
Service level agreements (SLAs) refer to meeting the pre-defined agreements
on performance targets and timelines on service commitments. If these are
not adhered to, it can affect the experience of the customer for example:
Delayed response/resolution time

Lowered customer satisfaction and bad experience @b’
Loss in company reputation and customer loyalty . (g(,\’
5
C. Inconsistent service training 0
Training is of importance in customer service as it aims address the

different aspects involved in service such as quality, contept and delivery of
information.

Inconsistent service training leads to some followiq%:&)nsequences:
Knowledge gaps in understanding processes, e%ﬂgany policies and product
knowledge

Ineffective communication resulting in in“&pnsistency in information being
provided to customers A

Variance in the quality of experience)@eeived by customers depending on the

support channel %
Misunderstandings or ineffectiye solutions leading to customer dissatisfaction
and escalations bé

o

10. When the CGStomer Gets Transferred from One Department to
P

Another O
Customers al prefer being assisted by a single point of contact with whom
they had c cted previously and were provided with a solution in the past.
They do appreciate being transferred from one contact to another.

Ther several reasons why this happens?:

@o@ledge gaps

Complexity of the issue

Specialization of departments

Lack of communication skills and customer handling skills
Various escalation matrix

No access to certain resources
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Summary

In the present day, customers and their problems are a reality. It’s essential
that as a business you deal with these issues and decide how you are going
to manage common customer service problems.

We discussed the commonly faced issues and the possible solutions —
however, there could be many more solutions beyond what has been
described here. As different business has different problems one has to
accurately anticipate possible problems and work out solutions

PRACTICAL EXERCISES @b’

Activityl: Visit to any store or service provider’s office to u@rstand
various complaints they receive and how they attend. &Q

Material required: Internet connection, mobile or desktop éleaptop, pen or
pencil, notebook.

O

Procedure:

1. Form groups of 4/5 students each and % to each group a store or
financial service provider’s office/ bra th prior arrangement.

2. Groups to visit the office/place allot eet the staff and make notes.

3. Present the case in the class thro@a chosen leader or any other way
they wish to present.

4. Teacher and other groups to c thelr doubts if any.

5. The teacher to evaluate t@@"formanoe and sum up.

Activity 2: Group Dlscussmn n”the subject complaint redressal systems in

0

Material required: In \ét connection, mobile or desktop or laptop, pen or
pencil, notebook. 56,
QO
Procedure: Q’Q
1. T er makes groups of ten students
h group can be given different set of service providers viz., Banks,

Qnsurance companies, mutual funds, etc
‘b . Teacher to act as moderator while other groups watch the discussion

the country.

and make notes.
4. The teacher to evaluate the performance and sum up.

Activity 3: Search for documentation process for recording complaints of
customers of any one financial service provider and make report and present
in the class.

Material required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure:
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Students to prepare notes on the matter and submit to teacher.

Teacher can give a format for presentation.

Teacher to check all submissions and select a few say three or four

good cases and ask them to present in the class.

4. Teacher and other students to watch presentation and clarify doubts
if any.

5. The teacher to evaluate the performance and sum up.

CHECK YOUR PROGRESS

W

A. Fill in the Blanks

1. Full form of CRM............. @b’

2. Insufficient staffing or absence of escalation procedures\/@is to

............ O

3. Preconceived notions could be one causes of ........ Q 0

4. Levying of unauthorized charges is a ............. Jissue.

5. Two techniques for identifying root cause of 60 lem are...........

B. Multiple Choice Questions O
1. Communication Related Issues %
a) Language \,

b) Ineffective listening skills (b’
c) Unclear instructions 6’(,
d) All the above (z;&

2. Technical problems

a) Bad behavio ﬂ
b) Improper tr, %‘l gs

c) Langu
d) Non e above
3. Commo rvice problem

b’ﬁLong wait time
Unsolved problems
% System down

a) Date and time
b) Contact derails of complainant

c) Nature of complaint
d) All the above

l\, d) All of above
cbé% Important information to be recorded with regard to complaints

5. Product knowledge gaps could be due to
a) Data overload
b) Insufficient trainings
c) Highly technical product
d ) All the above
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C. State whether the following statements are True or False
6. Keeping confidentiality of customer data is not essential
7. Setting timelines for resolution is important
8. Keeping proper record of complaints and their resolution helps in
overall improvement in business.
9. Insufficient staff at customer care leads to annoyance of customer.
10. Family related problems of staff can lead to poor customer service.

D. Match the Column

O
ev
S.No Column A S.No Column B QY
o

1 Technical issues A Customer@a’oyance
2 Documentation of B Lack (Qﬁq}lsistency

complaints

p '\O@

3 Improper trainings of C £ O

staff &&Service related

AO agreements
»

4 , D @ Trends in Consumer

Multiple Channels N behaviour

Q>
S SLAs Qéﬁ'\/ Service problem
X
R\
E. Short Answer Questions %

1. Proper Communicati key for success.

2. Explain 5 whys t %que with example.

F. Long Answe &stions
1. Ru and unpleasant behavior can lead to business losses,
ain.
2./\, xplain any technique you might have come across to get into the
root cause of problem. Max 500 words.

(Qeﬁeck Your Performance

1. Give an account of common service problems you might have faced and
reasons you attribute to them.
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SESSION 2: RESOLVING OF CUSTOMER ISSUES

To effectively address customer issues, a proactive and empathetic approach
is key. This includes actively listening to the customer's concerns,
acknowledging their feelings, and offering solutions that address the root
cause of the problem. Furthermore, follow-up and continuous improvement
are essential for building customer loyalty and ensuring long-term
satisfaction. e}

Key Steps in Handling Customer Queries and Complaints: <

&>

S

Listen
Actively

Acknowledge Gather
and Apologize Information

Fig. 2.2 Key Steps in Handling C@Q}Smer Queries and Complaints

1. Listen Actively: y

Allow the customer to full 3};
showing empathy and unc}\e>

ress their concerns without interruption,
ding.

2. Acknowledge and Ki))&ogize:
X

Acknowledge the lem and apologize for any inconvenience or frustration,
even if it's not «Q fault.

3. Gathe;ﬁ&rmation:

Ask ¢ '\’ing questions to understand the issue thoroughly and identify the
roq%\éal!se.

4.’0Offer a Solution:

Provide a practical solution or alternative that addresses the customer's needs
and expectations.

5. Follow Up:

Contact the customer to ensure the resolution was satisfactory and to
maintain their satisfaction.

Additional Tips for Effective Complaint Handling:
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Use a Professional Tone: Maintain a calm and courteous demeanor, even if
the customer is upset.

Empower Your Team: Trust your staff to make decisions and resolve issues
quickly.

Manage Expectations: Set realistic expectations and communicate timelines
clearly.

Learn from Mistakes: Analyze complaints to identify areas for improvement

in your processes and procedures. b
<
By following these steps, businesses can effectively manage c% mer
queries and complaints, \',\/

CREATIVE THINKING

Creative thinking plays a crucial role in effective customer problem-solving,
allowing businesses to move beyond standard solutions and offer tailored,
innovative approaches. It involves generating fresh ideas, understanding
hidden needs, and designing unique solutions to enhance the customer
experience and drive satisfaction.

Here's a breakdown of how creative thinking contributes to customer
problem-solving:

1. Understanding the Problem:
Lo
o Divergent thinking:

=
This step encourages exploring the problem from various angles and
considering unconventional perspectives.

~XV
X

CX Today says customer-centric approaches involve understanding

the customer's needs and pain points to identify the root cause of the

« Empathy:

issue.

X/

« Data analysis:
Examining customer feedback and trends can reveal patterns and

(-~ insights that might otherwise be overlooked.
2. Generating Ideas:

e Brainstorming:

Creative thinking is essential for generating a wide range of potential
solutions, including unconventional ones.

o Lateral thinking:

This approach involves challenging assumptions and exploring
different paths to reach a solution.

e Scenario planning:
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Considering various possible outcomes and developing solutions that
can adapt to changing situations.

3. Evaluating and Implementing Solutions:

Critical thinking:
This involves assessing the feasibility, effectiveness, and potential
impact of different solutions.

Prototyping:
Creating a simplified model of the solution to test its viability and

gather feedback.

O
Feedback loops:

Collecting customer feedback throughout the process allows for
continuous improvement and refinement of the solution.

4. Benefits of Creative Problem-Solving:

Innovation and Increased
differentiation customer loyalty

A S
o Y

Enhanced customer Improved
experience problem resolution

Fi@?Beneﬁts of Creative Problem-Solving
Ia N

Enhanced customer experience:
£L Y7

LinkedIn says Tailored solutions address customer needs more
effectively, leading to increased satisfaction.

A\

Innovation and differentiation:

(Y]
(b‘Creative problem-solving allows businesses to offer unique and

innovative solutions that stand out from the competition.

Improved problem resolution:

By exploring multiple perspectives and solutions, businesses are more
likely to find the most effective approach to resolving customer issues.

Increased customer loyalty:
Providing exceptional customer service and innovative solutions can

foster strong customer relationships and loyalty.

5. Examples of Creative Thinking in Action:
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o Personalized recommendations:

Leveraging data and algorithms to offer tailored product or service
recommendations based on individual customer preferences.

e Innovative customer support channels:

Exploring new ways to engage with customers, such as virtual
assistants or interactive support platforms.

e Proactive problem prevention:
Anticipating potential issues and implementing solutions to prevent

them from occurring in the first place.

In essence, creative thinking is not just about generating unusual ideas; it's
about developing a mindset that encourages exploration, experimentation,
and continuous improvement in the pursuit of effective customer problem-
solving.

Y
ALTERNATIVES TO BRAINSTORMING (AND WHY YOU\@gED THEM)
Brainstorming was introduced in the 1950s as a way toygenerate out-of-the-
box thinking, particularly in businesses such as nao%\;)éytising agencies. Since
then, it has become a go-to strategy for teams to em solve and innovate.
But does it really work? Not always. ‘%v

4 Reasons Brainstorming Doesn’t Work @

Brainstorming doesn’t work for everythi{l@rt also doesn’t work for everyone.
While it’s true that brainstorming can’'l€ad to creative ideas, it also has
drawbacks that cause some proacgiv@e" leaders to look for alternatives to
brainstorming. Here’s why: Q-

1. Neurodiversity. Not everyo inks the same way, which means not
everyone will participate in & instorming the same way. As more and more
companies embrace neurod; sity in the workplace, the less effective — and

less inclusive — brainst@&g will be.

2. Groupthink. Depending on the group dynamics in your company, having
many different pe&éle participate in the decision-making process can
sometimes backﬁ(;‘?nd hinder creativity.

3. Mediocrit e people might not want to give up their best ideas to

share credit/with the group, and others may be fine riding the coattails of
more voc&& oup members. This leads to a less creative end result than if

people glahd contributed ideas individually.

4.C . Brainstorming sessions can be difficult to manage and can go from
P tive to chaotic very quickly. That can lead some people to become
rated, be less likely to participate, or shut down completely.

4 Alternatives to Brainstorming

If brainstorming sessions haven’t produced the results you’re looking for, try
these alternatives:

1. Mind mapping. This is a more controlled version of brainstorming that still
relies on ideas coming from many different people but presents them visually.
It starts with the core issue in the center, and then maps out solutions from
general ideas to more specific strategies.

2. Teaming. Instead of having one large group of people, break your
brainstorming session into smaller groups of just three or four people. Give
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the teams a time frame to come up with a certain number of ideas, and then
have one team member present what the team thinks is their best idea for
open discussion in the larger group.

3. Reverse brainstorming. This strategy starts with known solutions to an
issue and identifies why they won’t work. It’s like hiring a hacker to check
your cyber-security. By testing the ways your ideas can fail, you’'ll discover
ones that are fail-proof. This strategy can be done in a large group or in
teams.

4. Brain writing. This takes the idea of brainstorming and puts it on paper.
A team member starts with a blank sheet of paper and writes down a few
ideas, then passes it to the next person who adds new ideas or comments)n
the first set of ideas. The paper is passed around until everyone gets a cl‘@sﬁe
to add their thoughts. Depending on the size of your group, this ca X%o be

alternatives to brainstorming, there’s one common denomina at will help
determine your success: you! Any meeting is only as effecgy as the person
who’s leading it. O

done in teams. Y
Whether you decide to stick to brainstorming or try one :;:fQ e above

CUSTOMER GRIEVANCE REDRESSAL POLICY \,O
X

In India, companies should have a comprehensive Customer Grievance
Redressal Policy that outlines procedures for handling complaints, including
channels for reporting, escalation, and resolution within a defined
timeframe. The policy should also inform customers of their rights to
alternative remedies, such as the RBI Integrated Ombudsman Scheme.

Key Elements of a Customer Grievance Redressal Policy:

Channels for Escalation Regular Review Dedicated

Reporting Procedures and Audit ggg::snsc; Officer

] Qa
Acknowledgement Alternative Customer Internal and
and Tracking Remedies Communication External Escalation .
@

Resolution Fair and Prompt First Time Customer
Timeframe Handling Resolution (FTR) Satisfaction

Fig. 2.4 Key Elements of a Customer Grievance Redressal Policy

Channels for Reporting:

Companies should provide clear channels for customers to raise complaints,
including phone, email, online portal, or direct contact with a designated
officer.
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Acknowledgement and Tracking:

Acknowledge complaints promptly, ideally within two working days, and provide
a complaint reference number.

Resolution Timeframe:

Establish a clear timeframe for resolving complaints, typically 30 business days
from receipt.

Escalation Procedures:

Outline a process for escalating complaints if the initial resolution is not
satisfactory.

~A7

ANNY
Inform customers of their right to approach external bodies like the RBI

Ombudsman or the Insurance Ombudsman.

Alternative Remedies:

@)
Fair and Prompt Handling:

Treat all complaints efficiently and fairly, and promptly with courtesy.
X
- -
Periodically review and audit the Grievance Redressal Policy to ensure its
effectiveness.

Regular Review and Audit:

N
Customer Communication:
Keep customers informed of the progress of their complaint and the resolution
reached, communicating the resolution in writing or verbally, depending on the
channel of receipt.

Example Policy Features:

AN
First Time Resolution (FTR):

Aim for resolving compleﬁnts at the first point of contact.
L0
Dedicated Grievance Redressal Officer:
Y4

Assign a designated officer to handle complaints and represent the company in
various forums.

NGk
Internal and External Escalation:
{ AY

Have a clear process for escalating complaints internally, and also for external
escalation to relevant authorities.

Customer Satisfaction:
Strive for customer satisfaction and seek feedback to improve the grievance

redressal process.

CHECK YOUR PROGRESS

A. Fill in the Blanks
1. To effectively address customer issues, a and empathetic
approach is key.
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. Acknowledging the problem and offering a(n) is important, even

if it’s not your fault.

. One major drawback of brainstorming is the possibility of ,

where everyone agrees without critically analysing.

. In reverse brainstorming, known are examined to find out why

they won’t work.

. Creative thinking contributes to customer problem-solving by enabling

, experimentation, and continuous improvement.

. Multiple Choice Questions @b
. What is the first step in handling customer complaints? \Q

a) Offer a discount \',\,
b) Apologize immediately 0
c) Listen actively Q

d) Escalate to a supervisor <

Which of the following is a drawback of trad1t1061~%ramstorm1ng9
a) Enhanced focus
b) Promotes innovation O
c) Encourages groupthink ‘%
d) Develops leadership

. What does “First Time Resolution- Fﬁ)” aim to achieve?

a) Multiple stages of customer follew-up
b) Resolution at the first poi contact
c) Transfer of complaint t ior management

d) Escalation to ombud

. Which creative thin]@; technique involves creating a simplified model

to test a solutior?\'
a) Empathy

b) Scenario ning
c) Protot, 'g

d) Rev, % thmklng
should be included in a Customer Grievance Redressal Policy?
001a1 media strategies

C,B) Staff incentives

&

c) Complaint resolution timelines
d) Brand slogans

C. State whether the following statements are True or False

1.
2.

3.

Empathy is not important in understanding a customer’s problem.

Brain writing allows quieter team members to contribute ideas
effectively.

A complaint must be resolved within 10 working days as per standard
policy.
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4. Mind mapping uses visual representation to organize ideas from a
central problem.

5. The RBI Ombudsman is an internal grievance officer of the company.

D. Match the Column

S. Column A S. No |Column B

No

1 Reverse A Empowers individuals to write and
brainstorming share ideas silently b’

2 Brain writing B Offers quick resolution at flrst\eﬁ‘ftact

3 First Time Resolution | C Understanding different Rgﬁoectlves
(FTR)

4 Divergent thinking D Identifying flaws in énb'wn solutions

S Grievance Redressal | E Channels, esca&t\fn and complaint
Policy tracking

Y
-~

1. What are the five key steps in handﬁa\qg customer queries and
complaints? >
2. Why is empathy important i ’ﬁgjderstanding a customer's problem?
té%

E. Short Answer Questions

3. What is one major drawb f traditional brainstorming?
4. Name two alternative st@ ies to brainstorming and briefly describe

one. b,

F. Long Answer Questiq@

1. Explain how creati e%ﬁnking contributes to effective customer problem-
solving. Use exam to support your answer.

2. Describe thﬁy elements of a Customer Grievance Redressal Policy in
India. Why i portant for companies to follow these guidelines?

3. Comp d contrast brainstorming with at least two of its alternatives.
Highli @e pros and cons of each approach.

G. r@ck Your Performance

I<.2List how you'd resolve a wrong and delayed order using the 5 complaint
handling steps. Add one creative idea to improve the solution.
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SESSION 3: RESOLUTION TIMELINES AND STANDARDS IN AGREEMENT
WITH CUSTOMERS

Importance of Timeframes

Any business cannot flourish without proper customer service. Not only pre
sales service but post sales service is also equally important. Customer
complaints is a natural phenomenon in business .No business can claim that
they have never encountered any customer complaints. Once faced with
complaint, prompt response, investigations, action and resolutions
demonstrate that organization care. A quick and efficient timefram &r
attending to customer complaints is very important for customer sati&@gfion
and loyalty. This will prevent escalation of dissatisfaction and eve}x'(;g n turn
negative experience into a positive one. O

Reasons for timeframe in resolution of customer compl igts:
v' Customers are likely to be happy when their proge s are attended to

quickly and properly.
v Immediate responses prevent a complaint from becoming a larger

issue. Thereby saving time and resource he long run.

v" Quick and effective response can turl@ issatisfied customer into a
loyal one.

v' Efficient complaint dealing - onstrates an organization’s

commitment to customer satisf: %Sn and can improve its reputation.
v' Promptly attending to complaigits can identify and prevent recurring
issues and will help in con ous improvement.

Let us go in more details ab%lt what has been discussed above:
% Responding within three days the receipt of a complaint indicates

that you're taki seriously.
% One should ear about the expected timeframe for investigation

X e to resolve the complaint as early as possible to minimize
stration
<> ance there is likely delay in resolution keep the customer

atisfaction and check any additional needs.

I utshell a quick time frame with efficiency for handling customer
complaints is not just a point of customer service; it's a strategic decision of
the business that can have a significant impact on a business’s profits and
reputation.

Organizational SLAs and benchmarks

To establish resolution timelines and standards in agreement with customers,
businesses should create Service Level Agreements (SLAs) that outline specific
expectations for response and resolution times.
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1. Defining Service Expectations:

Response Time: The timeframe within which a customer's issue is
acknowledged.

Resolution Time: The total time taken to resolve an issue from the
moment it's reported.

Uptime Guarantees: Commitments to system availability, often
expressed as a percentage.

2. Setting Realistic Targets: @b’

Consider factors like team size, team member skills, an%@\%\i,ness
hours when establishing expectations. O

D

It's generally better to exceed expectations than tert unrealistic

targets. NOQJ

Communicate the rationale behind the timelir&@ and how they align
with the company's capabilities.

X
O
3. Creating an SLA: @
Clearly define the scope of service.s:&hat is included and what is not.
Specify resolution timelines: F&ﬁdlfferent types of issues or priorities.

Outline escalation proced@s: The steps to be taken if a resolution is
not achieved within thg’%greed timeframe.

Identify metrics f easurement: Ensure they are quantifiable and
agreed upon bY& parties.

Include plgéions for dispute resolution: Clear procedures for
addressi@ isagreements.

4. Ongoi@onitoring and Improvement:

’E;dck performance: Use tools like CRM systems or customer service
(“Oc*s?oftware to monitor adherence to SLAs.

Gather feedback: Regularly solicit feedback from customers to identify
areas for improvement.

Adjust SLAs as needed: Refine timelines and standards based on
performance data and customer feedback

73



BENCHMARKING IN CUSTOMER COMPLAINTS

Competitor Best
Analysis Practices
@ @ \QQJ
Industry Identifying Data-Driven - @
Standards Gaps Decisions NO\',\
.0
Fig. 2.5 Benchmarking in Customer Complaints
Industry Standards: xS
X
Comparing your SLAs to industry benchmarks l%@ identify areas where you
may be falling short or excel. @
Competitor Analysis: .\,(b\/
Analyzing competitor SLAs provides jin¥sights into their approach to customer

service and helps you identify owﬂnities to differentiate your service.

Identifying Gaps: bﬁ

Benchmarking can reve s in your current SLA performance, allowing you
to focus on improving& cific areas.

Best Practices: &(D'

By compari ur SLAs to best practices, you can refine your approach to
customer,Complaints handling and enhance customer satisfaction.

Data%wen Decisions:

marking provides data to support informed decisions about SLA
adjustments and improvements, ensuring your SLAs are realistic and
achievable.

COMMUNICATING TIMELINES TO THE CUSTOMER

To  effectively = communicate  problem  resolution  timelines to
customers, provide clear and realistic expectations, use appropriate
channels, and maintain transparency throughout the process.

Let us discuss in detail:
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Establish a Maintain Follow Up and
Clear Timeline Transparency Ensure Closure

Use Clear and
Concise Language

*(}6
.\'@
Fig. 2.5 Communicating Timelines to the Customer \S,O

1. Establish a Clear Timeline: <

Estimate and communicate: When a problemoarises, immediately
estimate the time it will take to resolve and_cSmmunicate this initial

X

estimate to the customer. @)
Be realistic: Avoid overly optimistic or @ssimistic timelines.

Consider factors: Take into acc @ the complexity of the issue,
resource availability, and potential dependencies.

Track time to resolution: @(Dﬂ

Monitor how long it es to resolve issues to identify areas for
improvement and s ore realistic expectations.

o
2. Choose the Right Cotnmunication Channel:

Tailor your,g‘}zﬁroach: Select the most appropriate channel based on the
severit the problem, the customer's preferences, and your
co@’s policies.

@ons: Consider email, phone, chat, or in-person meetings.

%?gltain Transparency:

Keep customers informed: Provide regular updates on the progress of
the resolution, even if there are no immediate changes.

Explain delays: If a delay is unavoidable, communicate the reason for
the delay as soon as possible and offer an updated timeline.

Avoid speculation: Be accurate and avoid making promises you cannot
keep.

4. Use Clear and Concise Language:
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Avoid jargon: Use language that is easy for customers to understand.

Explain complex issues: Break down technical details into simpler
terms.

Be empathetic: Acknowledge the customer's frustration and express
your commitment to resolving the issue.

5. Follow Up and Ensure Closure:

Confirm resolution: Verify that the problem has been resolved to 6]:1’6
customer's satisfaction. "0

Solicit feedback: Ask for feedback on the resolution process‘&\’@

Document the resolution: Keep records of the problea\&% timeline,
and the resolution to avoid future issues. ¢

Let us discuss in detail about response time, how importa@is it in complaints
resolution? LY

X
What is the ideal response time for customer co@ints?

1. Why response time matters @

S

The sooner you respond to a customer e¢ofplaint, the better your chances of
resolving it effectively and positively\/@zcording to a study by Oracle, 42% of
customers expect a response withifan hour, and 32% within 30 minutes. If

you take too long, you risk ng the customer's trust, patience, and
business. A fast response ti hows that you care, value, and respect your
customers, and that you willing to take action to fix the problem.

2. What is the ide ,{?@ponse time

There is no defi 1@% answer to what is the ideal response time for customer
complaints, s@’nay depend on various factors such as the nature, severity,

and com ity of the issue, the channel of communication, and the
custo s expectations. However, a general rule of thumb is to aim for a
resp time of no more than 24 hours, and preferably within a few hours

o} @3 minutes. Of course, this does not mean that you have to solve the
'gzue immediately, but you should at least acknowledge it and provide an
update or a timeline for resolution

The ideal timeline should be based on the channel of communication,
industry standards, consumer expectations, and the experience you want to
deliver. If you want to signal to your consumers that they are important, the
timeline should be as close to immediate as possible. Someone who emails
you isn't expecting an immediate answer. On the phone or via social media -
there's more pressure for an immediate answer from an industry standard
perspective. Look at the equation and come up with the right balance for your
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brands with the customer experience (and budget) you have in mind.
Whatever you do - make sure your expected timeline is transparent to the
consumer and make it a point to never exceed your promised response time.

3. How to measure response time

To understand if you are meeting or exceeding your customers' expectations,
you need to measure your response time and track your performance over
time. This can be done by calculating the average response time (total time
spent responding to complaints divided by the number of complaints), first
response time (time between the receipt of a complaint and the first r ,
and resolution time (time between the receipt of a complaint and t inal
resolution). Various tools and metrics can be used to collect and analyze your
response time data, such as customer service software, surv feedback
forms, or social media analytics Q

In customer service, it always starts from the heart. Théénuine feeling of
serving and getting a smile in return. One can hay€)the best education,
training and have surpassed competency of being t{?e{'best customer service
provider, but one cannot be one if there is little@ine compassion. Clients
can see through a fake smile and a forced intention. A wise woman told once,
that we have two ears to listen and two eyes’to see, but we only have one
mouth. When we listen and really listef)*we then understand the clients
intentions and the root cause of the cqﬁxplain is nothing but a genuine need
to be fulfilled. The need to be fu&lﬁéﬂ, so our client’s fulfillment is justified
right?

4. How to improve respon&me

To improve your respo \time for customer complaints, you should set clear
and realistic goals standards, train and empower customer service staff
to handle complaig& efficiently, utilize automation and templates to speed up
responses, pr multiple and convenient channels for customers to reach
out, prioriti nd categorize complaints based on urgency and importance,
and foll p with customers until the issue is resolved. Doing so will help
ensure\tbhat customer complaints are handled in a timely manner.

Qz%w to communicate response time

In addition to delivering a fast response time, it's essential to communicate it
clearly and consistently to your customers. This will help set and manage
expectations, as well as build trust and rapport. You can display your
response time or availability on your website, email, or social media profiles.
Furthermore, sending an automated confirmation or acknowledgement
message when a customer submits a complaint is beneficial. Additionally,
providing an estimated time or date for resolution or follow-up and updating
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the customer on the progress or status of the issue can help. Lastly,
apologizing for any delays or inconveniences caused by the issue is important.

PRACTICAL EXERCISES

Activity 1: Role play for dealing with delay in opening of bank account.

Material required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure: b’

1. -Form some pairs of students each and ask them to play role beank
official and a person who wants to open an account with ban‘l@@

-Pairs of the students to be briefed about their roles.

-Pairs of the students to play roles in the class one afte er.

-Teacher and other students to watch the discussion arfd make notes.

-The teacher to evaluate the performance and su

gk

Activity 2: Select any one financial service providerand note down their
policy of dealing with complaints particularly with r%)é"ence to timelines they

set for resolution. %O
Material required: Internet connection, mo@ or desktop or laptop, pen or
pencil, notebook. . @l\,
Proced <
rocedure:
x&

1. -Form groups of 4 studer%%ch and either ask them to search for a
financial service provider onri their own or allot a case to each group.

2. -Groups to study the %sé allotted or self selected and make notes.

3. -Present the case ipathe class through chosen leader or any other way

they wish to pre .
. -Teacher ano}%@er groups to clear their doubts if any.

SN

. -The teachercto”evaluate the performance and sum up.

Q

Activity Qﬁé‘roup discussion on the importance of quick disposal of
compla@s for progress of the business.

M ial required: Internet connection, mobile or desktop or laptop, pen or
p&jcil, notebook.

Procedure:

1. -Teacher can make groups of ten students and can either allot same or
different subjects but related to customer complaints resolution to
various groups .

- Students to prepare notes on the subject
2. -Teacher to act as moderator
- Teacher to inform rules for the group discussion and fix time for
the activity.
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3. -Teacher to watch the students for their contents, leadership, team
work ,etc.
4. -The teacher to evaluate the performance and sum up.

CHECK YOUR PROGRESS

A. Fill in the Blanks

1. Immediate responses prevent a complaint from becoming a ....... issue
2. Quick and effective response can turn a .......... customer into a lgyal

one QCJ%'
3. Avoid overly ......... or pessimistic timelines

4. If you take too long to respond a complaint you risk ...... the s@omer s
trust, patience, and business
5. Regularly solicit ....... from customers to identify areas Q%provement
B. Multiple Choice Questions
1. Service Level Agreements N<)

a) Setting Realistic Targets \,O
b) Ongoing Monitoring and Improvemenb\/
c) Defining Service Expectations:

d) All the above
2. Importance of time frame
@y

a) Customers are likely to be

b) Promptly attending to 'ﬁsnplamts can identify and prevent
recurring issues and wilhhelp in continuous improvement.

c) Promptly attendin complaints can identify and prevent
recurring issues ill help in continuous improvement.

d) All the above ?

A
3. Afast respor@ ime shows that
a) You ca¥éyour customer
b) You séaie your customer
c) Y espect your customer
the above
uick response time should be
%Oa) Within 24 hours
(‘O b) Within few hours
c) As early as possible
d) None of the above
5. Benchmarking in Customer Complaints
a) Industry Standards
b) Competitor Analysis
c) a) and b) above
d) None of the above

C. True or False
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All businesses sometime face customer annoyance.
Complaints have to be disposed off quickly.

Grievance redressal should not be done efficiently.

One should avoid overly optimistic or pessimistic timelines.
Post sales service is equally important like pre sales service.

vk wN e

D. Match the Column

S.No | Column A S.No Column B
A
1 SLA A Prevents escalati @(g%
dissatisfaction \6
A_A

9 Communicating timelines to B Benchmarking in

the customer Custorzz mplaints
3 Quick and efficient response | C <

Kl@solutlon time

4 Time b'etween the receipt of a D X Define resolution

complaint and the final O . .

luti timelines for various

resolution @ services

5 Industry standards E (bf\’ Choosing the right
&&\’ communication
channel
X
N
E. Short Answer Questi@
1. What is the imp f time frame on customers?

2. Explain in br}g},\a'bout Benchmarking.
F. Long Ar@er Questions

1. Wha\.&i you understand by SLAs?

Qé;élain the factors to be considered about reducing response time for
<2Gfgolution.

G. Check Your Performance:

1. Give your understanding of the topic discussed.Max.500 words.
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Session 4: Resolving customer queries

ENSURING SATISFACTION

To achieve customer satisfaction, business entities should focus on
understanding customer requirements, providing excellent service, actively
asking for and acting on feedback, thereby creating a positive and memorable
experience. Besides, personalized interactions, offering proactive support,
and delivering high-quality products / services are equally important.

Key Steps for Achieving Customer Satisfaction:

YV VvV Y

Y

Customer Omnichannel Feedback Personalized Proactive
Insights Support Loop Service Assistance

Quality Transparency Customer Loyalty Continuous
Assurance Focus Rewards Improvement
N'
Fig. 2.6 Key Steps f ieving Customer Satisfaction

Identifying and understanding customer expectations and preferences
by means of research, surveys and feedback.

Customers to be offered responsive, reliable, and personalized support
across all channels.

Request for feedback regularly and make use of it to improve products,
services, and processes.

Customize interactions to individual customer needs and preferences.
Be proactive to understand customer needs and provide assistance
even before they ask for it.

Efforts to be made to ensure that products and services consistently
meet or exceed customer expectations.

Endeavor to provide timely and transparent information.

Customer satisfaction is a priority should be the hallmark of all
departments.

Loyal customers to be recognized and rewarded with special offers or
benefits.

To ensure ongoing improvement and meeting evolving customer needs
there has to be regular review of strategies and modification wherever
needed.

RECORDING OUTCOMES
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In person centered care and support the key part is recording outcomes which
involves documenting the goals and progress of individuals receiving care
emphasizing their participation and achieving the outcomes.

A roadmap is only as good as the problems it solves. But, how do you know
if you've made the right decision and built the right stuff for your customers?
This is why product managers need to record outcomes.

It’s important to look back at completed work, not only to record your
findings but to communicate what your team has achieved. This allows you
to understand the impact of your work, maintain a customer- cen@
approach, and allow for positive growth. Understanding these achieve

and being able to evaluate why you made certain decisions will he]% ape
your product strategy when moving forward.

Key factors related to recording outcomes: Q’O'

Clear Recording

Person-Centered Based
) \®

Collaborative
Outcome-Focused / Communication

©. ©

i
%\z
>

@'f 2.7 Key factors related to recording outcomes:

» While recording the desired outcomes for the individual should be the
focus, rather than detailing activities or task.

» Recording should show the individual's views, wishes, and preferences,
and to be done in concurrence with them.

<2'> Recording should be done in a way that is easy to understand,

chronologically arranged and reflect the information accurately.

» Proper documentation gives evidence of progress, challenges faced and
decisions made, thereby supporting accountability and learning.

» Records ensure communication amongst staff, individuals, families
and other professionals involved in the care.

Benefits of Recording Outcomes:
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4.

5.

%

N > | v
Informed Effective Decision Progress Trend

Decisions Communication Transparency Monitoring Analysis

O

Fig. 2.8 Benefits of Recording Outcomes: 9

20

. Clearly defined goals and progress tracking give rise to better-informed

decisions and more effective interventions.

. Sharing records make communication effective and ensures

coordination among all parties involved.

Records show how decisions are made and can be utilized to address
concerns or investigations.

Tracking progress towards desired outcomes helps to recognize
achievements and identify areas for improvement.

Analyzing records can help identify trends, patterns, and areas for
improvement in the service.

-
REASONS FOR PROPER DOCUMENTATION AND CONFIRMATION FOR
CUSTOMER QUERIES ,Q

v&

Proper documentation of customer queries and confirming resolutions
thereof ensures business commitment for customer service and clear
communication. It facilitates better customer service, provides a record for
future reference, and helps avoid future disputes. Besides, it promotes
consistency in customer interactions and helps in identifying trends and
recurring issues.

Following are benefits of proper documentation and confirmation:
(%4

>

=

Proper documentation of queries enables everyone involved in the
customer interaction to have a clear record of the issue, the steps taken
thereof to resolve it, and the outcome.

That also helps prevent misunderstandings and make sure that the
customer gets proper information and consistent support.

With proper documentation and resolution thereof, service teams can
give better and more personalized services.

When the customer's history and previous interactions are available the
representatives can anticipate needs and offer more relevant solutions
With documentation permanent record of all customer interactions is
created which is very precious for any business for future reference.
This record can be used to identify trends in customer issues, improve
processes, and provide a basis for training new team members.

Proper documentation provides a verifiable record of customer
interactions and resolutions, which can be crucial in resolving
disputes.

83



» It helps to establish a clear record of the facts and can protect the
business from baseless claims.

» Documentation ensures that all customer interactions are handled
consistently, irrespective of which team member is involved.

» This promotes a positive customer experience and builds trust.

» By analyzing documented customer queries, businesses can identify
patterns and recurring issues, which can inform process improvements
and enhance overall customer satisfaction.

» This data can also be used to develop training materials and ensure
that new team members are equipped with the knowledge and skills to
effectively address customer needs.

» In some industries, documentation is a legal requirement for
compliance and regulatory purposes.

» It can also protect businesses from legal challenges by providing a clear
record of their actions and decisions.

» Documentation helps teams work together more effectively by providing
a shared knowledge base and a common understanding of customer
issues and resolutions.

» It also promotes accountability by ensuring that all team members are
aware of their responsibilities and the steps that have been taken.

» By providing a centralized repository of customer information and
resolution steps, documentation can reduce the time and effort required
to address customer queries.

» This can free up valuable time for team members to focus on other
important tasks.

» Consistent, efficient, and well-documented customer service can lead
to increased customer loyalty and retention.

» When customers feel that their issues are being addressed quickly and
effectively, they are more likely to stay with the business.

For efficiently closing custo %lueries, document resolutions and confirming
closure with customers of any suitable CRM system can streamline the
process. Documentatiosincludes noting the nature of the query, the solution
provided, and théX customer's acknowledgement or confirmation of
resolution. Closei(g}estions can be used to confirm satisfaction with the

resolution. Q

Let us un and it with an example

A cus \er complains about a billing error. The company’s representative
inv @ates, identify the error, and correct it.

’%e action is recorded as under:
Document the original query, the investigation, and the solution in the

system.

Notify the customer that the issue is resolved and provide details on the
correction.

Ask for confirmation that the issue is resolved.

Close the query once the customer confirms satisfaction.
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PRACTICAL EXERCISES

Activityl: Search for any financial service provider’s customer care system
and note the CRM software they are using and note its working and present
in the class.

Material required: Internet connection, mobile or desktop or laptop, pen or
pencil, notebook.

Procedure:

1. Form groups of 4/5 students each and ask them to search on their owh or
allot one financial service provider for doing the activity. . %Q

2. The groups to search as advised above and make notes \',\’

3. Groups to present the case in the class through chosen lea Q&Q any other
way they wish to present.

4. Teacher and other students to watch the presentatio d clarify doubts
if any. Q)

5. The teacher to evaluate the performance and sul;Q)ﬁp.

Activity2: Role play of the representative and a@cs)tomer complaining about
faulty working of a mobile phone. @

Material required: Internet connectionu@obile or desktop or laptop, pen or
pencil, notebook. (,

,&6
Procedure: Q(b”

1. Form at least 4 pairs of g%dents and allot the same role play but with
different problems. .0y

Students pairs to b efed about their roles.

Students pairs ta/do the role in allotted time say max 5 minutes.

Teacher and o groups to watch the role plays.

The teachet@ evaluate the performance and sum up.

vk W

Activityﬁ%up discussion on the present scenario in India about customer
servicereSolution.

lﬁal required: Internet connection, mobile or desktop or laptop, pen or
pé&ncil, notebook.

Procedure:

1. Teacher can make groups of ten students and can either allot same
or similar topic.

2. Students to prepare notes on the subject

3. Teacher to act as moderator

4. Teacher to inform rules for the group discussion and fix time for the
activity.
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5. Teacher to watch the students for their contents, leadership, team
work, etc.
6. The teacher to evaluate the performance and sum up.

CHECK YOUR PROGRESS

Fill in the Blanks:

. Loyal customers to be recognized and .......... with special offers or
benefits
. Documentation protects businesses from.......... challenges by providing

a clear record of their actions and decisions.

. By analyzing documented customer queries, businesse{\',"éan
identify....... and recurring issues. \'?
. Documentation data can be used as ....... materials for e ping new

team members.

. Regular review of strategies is a must for ongoing @y

. Multiple Choice Questions &O

1. Benefits of documentation O\,
a) Increased customer loyalty %

b) Customer retention

c) Business growth N
d) All of above &\,(b'
2. Achieve customer satisfactiofd/

a) Provide timely and trafd@parent information

b) Rewards and reco ion to customers
c) Be proactive to g%erstand customer needs
d) All the above

3. Proper docw%s—tation provides
a) Verifiable records
b) Prom a positive customer experience and builds trust

c) Permanent record of all customer interactions which is very
precious for any business for future reference.

Qz\‘ﬁtfl of the above

4. Customers to be offered

(‘o\/ a) Responsive

&

b) Reliable
c) Personalized support
d) All the above
5. Benefits of recording outcomes
a) Clearly defined goals and progress tracking give rise to better-
informed decisions I
b) Evidence of progress, challenges faced and decisions made
c) Both of a) and b)
d) None of the above
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C. True or False

1. Documentation helps in team work
Communication becomes better due to proper recording.
Asking for feedback helps in improving products/services
Businesses should not be proactive to ask what a customer needs.
Proper record can help avoid baseless claims.

vk wn

D. Match the Column

S.No Column A S.No Column B e}
-

1 Well-documented A Better and %%ore
customer service personaliz ices

9 Analyzing records B Documq@{‘i’on

3 proper documentation | C En’@@ng customer
and resolution thereof, s@isfaetion

X

4 Free up valuable time for D X Help identify trends,
team members to focus %O patterns, and areas
on other important for improvement in
tasks. N @ the service.

5 Customize interactions | E (b\" Increased customer

o ,(,\/ :

to individual customer c) loyalty and retention
needs and preferencei Q;Su

4
E. Short Answer Question%ﬂ

1. Proper documentati \‘)f complaints disposal helps to avoid recurrence of
complaints, justify. %,

2. Proper com ication leads to customer satisfaction, explain in brief.

F. Long @er Questions

1. Wri@}en benefits of recording outcomes and communicating it to the
cu ers.

2<.2What steps you as a business representative will take to ensure customers
satisfaction?

G. Check Your Performance:

1. Prepare a chart incorporating the contents of the topic discussed.
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MODULE 3: COMMUNICATION AND RELATIONSHIP
BUILDING

In today’s dynamic, customer-driven environment, communicating effectively
and building meaningful relationships have become a cornerstone of personal
and professional success. Whether in a face-to-face setting or through digital
channels, businesses and individuals alike must learn to engage with o‘;é
in a way that builds trust, fosters loyalty, and encourages ongoing int\ ction.

“d8signed to

This module, “Communication and Relationship Building,” is
equip learners with the essential knowledge and practical @% to engage
customers through appropriate communication techmq&& and to leverage

customer history to personalize and improve future in@aetions.

X

At its core, communication is more than the ex e of information. It is the
ability to listen actively, interpret both Ve@d and non-verbal cues, and
respond in a way that meets the emotlona@ d informational needs of others.
In customer service, commumcatlo;{/@'&lst be purposeful, empathetic, and
responsive. It should convey p &8ionalism while still being human and
relatable. Every interaction i %opportumty to strengthen relationships,

resolve concerns, and exce ustomer expectations.

X
On the other hand, reg?ionship building refers to the long-term process of
establishing and @rturmg connections with customers. It is grounded in
mutual res% st, and consistency. Strong customer relationships result

not only@

advo;a@ and greater customer lifetime value. In competitive markets, where

epeat business but also in positive word-of-mouth, brand

ts and services are often similar, it is the quality of the relationship
tgt becomes the key differentiator. Customers are more likely to remain loyal
to a brand that treats them as individuals, listens to their concerns, and

anticipates their needs.

This module will explore several key communication techniques that are
essential for Dbuilding rapport, including verbal and non-verbal
communication, tone of voice, empathy, and conflict resolution strategies. It

will also emphasize the importance of cultural sensitivity and emotional
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intelligence, particularly when interacting with a diverse customer base.
Learners will be encouraged to reflect on their communication styles, identify
areas for improvement, and practice skills that will help them create positive

and lasting relationships with customers.

This unit is Enhancing Communication for Better Relationship Building. The
First Session will be on fostering positive customer relationships using
suitable communication strategies. The Second Session will be on the topig of
Leveraging Past Interactions to Enhance Customer Experiences. The_third
session focuses on the Develop Strategies to Maintain Long-Ter @tomer
Relationships. And the last session deals with the municate

Professionally Through Different Channels (Email, Phone, CI&).
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SESSION 1: FOSTER POSITIVE CUSTOMER RELATIONSHIPS
USING SUITABLE COMMUNICATION STRATEGIES

Introduction *ng
In the world of financial services, customer interactions are at t eart of
every successful business transaction. Whether it is resolving ry, offering

a financial product, or handling a complaint, the ability of grgustomer service
associate to establish and maintain a strong connecti&q ith the customer
can make a significant difference. This Connectiqgﬁﬁ built on rapport—a

fundamental aspect of positive customer servic%e%tionships.

Building rapport goes beyond being polite\(,)r friendly; it involves creating a
genuine sense of trust, understandiég} and empathy. It helps create a
comfortable environment for cus ers, allowing them to communicate
openly and feel valued. This ion explores the meaning, importance,
benefits, and practical appé%tions of building rapport in the context of
financial services. (b)&

1. Meaning of Qﬁﬂing Rapport: Rapport is defined as a positive,
harmonious r 'gznship in which the people involved understand and relate
to each @well. In customer service, particularly in financial services, it

refers t emotional connection and mutual trust developed between the

cust@er and the service associate.
Igy Characteristics of Rapport:

e Mutual trust and respect
e Open and smooth communication
e A sense of comfort and safety

e Recognition of individual needs and preferences
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In simpler terms, building rapport is about making the customer feel that you
genuinely care about their concerns and are there to help, not just perform a
duty. It involves using verbal and non-verbal communication strategies to

connect on a human level.

3. Features of Building Rapport:

Improved Reducing Q
Communication Conflict

o

Establishing Enhancing @ Building
Trust Customer Satisf?g?}n Customer Loyalty

s

Fig 3.1 gs'%tures of Building Rapport:
a) Establishing st: Trust is the foundation of any financial
relationship. ?&s mers are more likely to share personal and financial
details if they

customeé at the associate is competent, understanding, and

gegg‘fy interested in their well-being.

trust the associate. Building rapport signals to the

éj Improved Communication: When rapport is established,
Q% communication becomes easier and more effective. Customers feel
comfortable asking questions, clarifying doubts, or expressing
dissatisfaction. This leads to clearer understanding and faster

resolution of issues.

c) Enhancing Customer Satisfaction: Customers value how they are
treated as much as what they receive. Even if a financial product is not

ideal, a pleasant and respectful interaction can leave a positive
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impression. Rapport makes customers feel heard, respected, and

valued, leading to greater satisfaction.

d) Reducing Conflict: Financial matters can be stressful. When a
problem arises—such as a delayed transaction or a disputed charge—
rapport helps diffuse tension. Customers are less likely to become

hostile when they feel the associate is on their side.

e) Building Customer Loyalty: Good rapport leads to stror@r

emotional connections. Customers who feel understood and c for
are more likely to return for future services, recommend tk@&titution
to others, and remain loyal over time. Q’Q’

3. Benefits of Rapport in Financial Services NQQJ

O

The role of a customer service associate goes beyond c))%ﬁpleting routine tasks.

Building rapport adds immense value in the fouén%g ways:

Q
Benefit Explanation
p o m’\
Stronger Customers Q’éf’ emotionally connected to the

customer relationships | brand or ,(\)dinization.
Associdte§ who build rapport are perceived as
morg knowledgeable and helpful.

Enhanced credibility

Positive work H , loyal customers contribute to a less
environment »)”\}?f”essful and more productive job.

Improved problem- Customers are more cooperative in sharing details
solving needed for resolution.

o
Higher cross—%ﬁ[‘é Customers trust associates’ advice, increasing the
potential . chances of upselling.

6‘0

4. E nts that Help Build Rapport

ort is built through both verbal and non-verbal cues. Some essential

elements include:

a) Empathy: Empathy means placing yourself in the customer’s situation
and understanding their feelings. For example, if a customer is worried
about a missed EMI, instead of giving a robotic answer, acknowledge
their concern:“I understand how important it is for you to avoid

penalties. Let me check what I can do to assist you.”
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b) Active Listening: Genuine listening goes beyond hearing words—it
involves understanding the underlying message. Nod, maintain eye
contact (in person), avoid interrupting, and paraphrase to show you've
understood. “So what you’re saying is that the transaction hasn’t
reflected in your account since yesterday?”

c) Positive Body Language:In face-to-face interactions, your posture,
facial expressions, and gestures speak volumes. Maintain open body
language, make eye contact, and use a friendly tone. 66

d) Personalization:Treat each customer as an individual. .U}(.\their
name, remember previous interactions if possible, and@or your
responses. “Welcome back, Ms. Rani. Last time you mentighed interest in

a new savings plan—uwould you like to explore our %@ted options?”

5. Process to Build Rapport \JO

STEP D1 STEP 03 STEP 04 STEP 05

Greet Warmly Show Empathy Communicate Close Positively

Clearly

@3.2. Process to Build Rapport

Step 1: Greet Warr‘@: Start with a smile, maintain eye contact (if in person),
and greet the c¥stomer using their name if known.“Good morning, Mr.
Sharma! Ho Q I assist you today?”

Step 2: Listen Actively: Allow the customer to explain their issue or query
fully. [@9 rompts like “I see”, “Go on”, or “I understand.”

@3: Show Empathy: Express understanding and support. “I understand
that this is a frustrating experience, and I'm here to help you resolve it.”

Step 4: Communicate Clearly: Avoid jargon. Explain things in a simple,
respectful, and professional way.

Step 5: Close Positively: End the conversation on a friendly note. Confirm if
all their questions were answered. “Is there anything else I can assist you with
today, Mr. Sharma? Thank you for choosing us.”

6. Significance of Building Rapport
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In financial services, where trust, confidentiality, and professionalism are
critical, building rapport with customers is essential. Rapport is a foundation
of any strong service relationship—it helps establish mutual respect, open
communication, and emotional connection. For a customer service associate,
building rapport is not just a soft skill but a strategic tool to ensure customer

satisfaction, loyalty, and effective service delivery.

Establishes Reduces ()
- Trust Con
1\2/3 .4
Encourages Open . Improves ‘§fher
Communication Ex{@e
o
<
>
Fig. 3.3 Si ﬁnce of Building Rapport
1. Encourages Open munication: When rapport is established,
customers feel m@;:& comfortable expressing their needs, preferences, or
problems. T \’are more likely to share accurate information, which

helps in@)&riding the right financial solutions.

2. Es @Shes Trust: Customers entrust sensitive financial details to
@Ce associates. Without trust, they may hesitate to make decisions
% r provide required documents. Rapport makes the interaction feel less

transactional and more consultative, building trust over time.

3. Improves Customer Experience: A positive tone, respectful language,
and attentive service make customers feel valued. This enhances the
overall experience, even when the customer may not get the exact

solution they were expecting.

94



4. Reduces Conflict: Sometimes, customers may be angry or upset due
to service delays, account issues, or transaction problems. A strong
rapport helps to calm the situation and allows the associate to handle

the issue with empathy and clarity.

7. Tools and Techniques for Building Rapport

Building rapport can be achieved through various communication strategies.
Among the most effective are tone, personalization, and use of the customéjs
name. These may seem simple, but when used thoughtfully, they can\@gétly

enhance the quality of interaction. NO\,'\‘:O

a) Tone of Voice:Tone refers to the way we say things—not\ust the words
used, but how they are expressed. It communicates emqggfn, attitude, and
intent. A calm, friendly, and respectful tone reassn@ the customer and

creates a welcoming atmosphere.Examples: OK-’

e Negative tone: "That’s our policy, and I ’t help you."

e Positive tone: "I understand your e{@cem. Let me explain what we can
do within our policy." <
X0
In both statements, the messag§{m\e same, but the tone changes how the

message is received. The right torde can turn a complaint into a conversation.

b) Personalization: P Q&alization means treating the customer as an

individual, not just %c‘: se number. Customers feel more valued when their

unique situation jg¢cknowledged. Instead of giving generic responses, tailor

your ansx@ based on their queries or history with your
Ex

organizati ample:

. ée/neric: "Your request is being processed."

Q’ Personalized: "Mr. Verma, I see your debit card replacement request was
submitted yesterday. It’s now under processing and should reach you
within 5 working days."

c) Use of the Customer’s Name: Using a customer’s name during interaction
is a powerful way to personalize and humanize the conversation. It signals
respect, recognition, and attentiveness. However, it should be used naturally

and appropriately.Examples:
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e “Good morning, Ms. Rao. How can I assist you today?”

e “Thank you for your patience, Mr. Das. I've updated your contact details
as requested.”

Names help build emotional connection, which is central to rapport.
CASE STUDY
Putting It All Together: Example Scenario

Scenario: A customer calls the helpdesk because a payment has n%@ane

through. \,,\/@
0
Without rapport: Q’Q’
Associate: “Hold on. Let me check. Yes, it’s pending. It’loqjear in two days.
Anything else?” \JO
X
. i O
With rapport: %

Associate: “I'm sorry to hear about that, M{@/Iehta. I understand it can be
frustrating when a payment is delayec.g\?c;t me check the status for you...
Thank you for waiting. The transacggn 1s in process and should be completed
within two working days. I'll an eye on it and follow up with you

tomorrow. Is there anything I can assist you with today?”

The second response ufé&fone, personalization, and the customer’s name—all

simple tools that bb}bii;‘fapport and improve customer satisfaction.

Building rap (@2 a critical skill for every customer service associate in the
financial é)ces industry. It not only improves the customer’s experience but
also butes to the organization’s reputation and long-term success. By
fo@g on communication strategies such as a warm tone, personalized
igeractions, and respectful use of names, associates can foster strong,
positive relationships with customers. These small efforts make a big

difference—transforming ordinary service into exceptional service.

PRACTICAL ACTIVITY

EXERCISES 1: Role-Play on Greeting and Rapport-Building Techniques

Objective:To practice and develop the skills required to greet customers
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effectively and build rapport using verbal and non-verbal communication

techniques in a financial services environment.
Instructions:

1. Group Formation:

« Divide participants into groups of 2 (Customer & Customer Service

Associate).
o Each participant will get a chance to act in both roles. @b’
2. Scenario Setup (Choose any one or rotate): .\,cgo

e A customer calls the helpdesk to ask about a loan repayn{%Q
schedule. Q

e A customer visits the bank to inquire about a new'«f@@d deposit
scheme.

xO
e A customer walks into the branch to repor é@st debit card.

Use the 5-step greeting and rapport-buildi@ odel:

1. Greet Warmly:“Good morning, Ms-.\/%ah. Welcome to XYZ Bank. How

may I assist you today?”

X%
, , O
2. Listen Actively:

3. Show Empathy:Refle éﬁderstanding of the customer's emotion or
issue.“l completfd?;inderstand how worrying it can be to misplace a
debit card. Leﬁ{,&get this sorted quickly.”

4. Use Pers@lization:Refer to the customer’s previous interactions or
pro& details.“I see that you’ve had a recurring deposit with us for
t@g\years. Let me suggest the best options for fixed deposits based on

at »

Q

5. Close Positively:Summarize the solution and ask if they need further
assistance.“I've blocked your card and initiated the replacement, Mr.
Khan. You should receive it in 4-5 days. Is there anything else I can

help you with today?”

Role-Play Duration:5 minutes per pair (2-3 minutes for the scenario, 2

minutes for feedback).
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Debrief & Feedback:After each role-play:

o Peers provide feedback on tone, personalization, empathy, and name
usage.

o Facilitator highlights key strengths and offers improvement tips.

e Use a simple checklist to evaluate:

Warm greeting

Customer’s name used correctly @b’
Empathy shown '\’%Q
Active listening demonstrated Q,S«O

Clear, friendly closure <

AS)

Expected Outcome: By the end of this activity, p%@ipants will gain the
confidence needed to initiate conversations with L@Sfmers professionally and
engagingly. They will learn how to seamles ‘%corporate rapport-building
techniques, such as active listening, uine interest, and thoughtful
questioning, into their interactions etjé,\create a positive and welcoming
atmosphere. Additionally, participa;bfswill develop a deeper understanding of
how tone, personalization, and athy play a critical role in fostering strong
customer relationships. Thr@ practical exercises and reflection, they will
discover how these ents can transform routine exchanges into
meaningful connec @%

ultimately enhancing customer satisfaction and

loyalty. 'Q(b'

EXERCI%;: Identify & List Communication Techniques

Obje @To help learners identify and list effective communication
tzfxv)%ues used to build rapport in customer service interactions, especially
in*financial services settings.

Instructions:

1. Divide learners into small groups (3—-5 participants each).

2. Distribute the following customer interaction scenarios to each group
(or display them on a screen).

Scenario 1: Missed EMI Payment
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Customer: "I'm worried, I think I missed my loan EMI yesterday."

Associate: "l completely understand your concern, Mr. Rakesh. Let me check
your account right away... Yes, I see the EMI was due yesterday. Don’t worry—

I'll guide you through the next steps so you can avoid any penalties."
Scenario 2: Delayed Card Delivery

Customer: "It's been 10 days, and I still haven’t received my new debit card!"

Associate: "I'm sorry to hear that, Ms. Kapoor. I understand how impottant

your card is. Let me check the delivery status right now... It was digpatched
on Monday and should reach you by Thursday. I'll also send yo@@e tracking
link on SMS." Q
&
O

Scenario 3: Service Complaint \JO
Customer: "Your mobile app keeps crashing. I'm é@%’ of trying."

Associate: "l can imagine how frustrating thai@ust be. Thank you for bringing
it to our attention, Mr. Khan. I'll raise.arﬁigh—priority ticket right now and
share the reference number. Meanwl‘%ﬁ,\you can also access your account

through internet banking.” (b)&

Expected Output: Each gr u% will be required to submit a comprehensive
document that includes @st of 5-7 communication techniques tailored to
specific customer inte@:tion scenarios, ensuring practical and actionable
strategies. Alongsi@b%%ach technique, they must provide a brief justification
explaining its @ctiveness, such as how it builds rapport, enhances clarity,
or demo es empathy. Additionally, each participant will submit
individ@vreﬂection answers, detailing their personal insights, challenges,
an takeaways from the activity. This structured approach ensures that
p%ticipants not only learn theoretical concepts but also critically analyse
their application, fostering deeper understanding and skill development in
customer communication. The combination of group collaboration and

individual reflection encourages both shared learning and personal growth.

CHECK YOUR PROGRESS

A. Fill in the Blanks
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. Building helps create a comfortable environment for customers,

allowing them to communicate openly and feel valued.

. The use of a customer's during interaction is a powerful way to

personalize and humanize the conversation.

means placing yourself in the customer’s situation and

understanding their feelings.

. A and respectful tone reassures the customer and creates a
welcoming atmosphere. e}
. Rapport in customer service creates a sense of and Q&L\al
trust. .
o
B. Multiple Choice Questions O

1. Which of the following is NOT a characteristic of rappért?

a) Mutual trust &O
b) Use of jargon O\,
c) Open communication ‘%

d) Respect @

S

2. What is the first step in the ﬁve-@ é;b:approach to building rapport?
a) Close positively (5&
b) Communicate clearly

c) Greet warmly b,
d) Listen actively%\,

3. Which of the‘%'%'trategies helps in building personalization?
a) Usin ric responses

b) [@Z?ﬁiustomer’s name

C k{ rrupting the customer

Avoiding follow-ups

Q‘l. Which of the following tones best builds rapport during a complaint?

a) Aggressive

b) Robotic

c) Friendly and empathetic
d) Indifferent

. What is the main purpose of building rapport in financial services?
a) To shorten service time
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b) To promote scripted communication

c) To build trust and improve customer relationships

d) To avoid follow-ups

C. Identify whether the Statement is True or False

1.

Using a scripted response always helps in building rapport with

customers.

2. Building rapport is only about resolving the customer's issue efﬁcien&y.
3. Personalization in financial services can improve customer loya‘IQr
4. Positive body language is not important during virtual inte@?fons.
5. Empathy helps reduce conflict in stressful financial sit’@%ns.
D. Match the Column xoej
Q)
S. Column A S. No | Column B ,&:\’
No ‘éo
1 | Empathy A Trea each customer as an individual
be}iﬁyd on their needs
2 | Active Listening B ¢ ] ing names to show respect and
X Frecognition
Q>
3 | Use of Customer’s @ Understanding and sharing the feelings
Name 6% of the customer
4 | Personalization )& D Listening to the customer fully and
paraphrasing to confirm understanding
CX.
S |Trust (b,’,\ E Makes customers feel safe to share

sensitive financial details

E. Short &der Questions

1.

t is rapport in the context of financial services?

@ hy is empathy important in customer interactions?

<23. How can active listening improve customer service?

4. What role does tone of voice play in customer service?

5. How does personalization affect customer satisfaction?

F. Long Answer Questions

1. Explain the five-step approach to building rapport with examples.
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2. Discuss the importance of rapport in reducing conflict and increasing
customer loyalty.

3. Describe three key elements that help in building rapport.

4. What are the benefits of rapport in financial services?

5. Compare a service interaction with and without rapport using the case

study example.
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SESSION 2: LEVERAGING PAST INTERACTIONS TO ENHANCE
CUSTOMER EXPERIENCES

Introduction

In the financial services industry, understanding the customer is one of the
most important tasks for a customer service associate. Just like a do@r
checks the patient’s history before giving a treatment, a customer*@rvioe
associate must review a customer's past interactions, pur .\es, and
feedback before offering any solution or service. This helps j «&rsonalizing

services, resolving issues quickly, and creating long—lastirg@elationships.

This process is made easier and more effective With@e help of Customer
Relationship Management (CRM) tools. In this s @)13511 we will learn what it
means to review customer history, understa E% , and explore how it helps

in providing better customer service.
(Zf
1. Understanding Customer H1stox;{qf’

Customer history is a compr&&hswe record of all past interactions a
customer has had with a pany, providing valuable insights into their
relationship with the Qfless. This includes details such as previous
purchases or trans &gs‘ services used, and any complaints, along with
their resolutions &fb'also encompasses feedback provided by the customer,
their prefe or special requests, and essential contact information,
includin @g of past communications. Maintaining an accurate and up-to-
date omer history allows businesses to personalize interactions,

ate needs, and resolve issues more efficiently, ultimately enhancing
Qstomer satisfaction and loyalty. By leveraging this data, companies can

deliver a more tailored and seamless customer experience.

For example, if a customer called last month to report an ATM card issue, that
interaction would be recorded in their history. The next time the customer calls,
the associate can quickly check the record and continue the conversation with

full knowledge of the issue.
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2. Relevance of Reviewing Customer History

Saves Time

Personalized Service

Increases Accuracy E

Builds Trust @
Faster Problem Resolution \\'

<
Fig. 3.3 Relevance of Reviewing Customer Hﬁ@ry

a) Saves Time: Associates do not have to ask thé‘same questions again.
Previous solutions or problems are alrea cumented.

b) Personalized Service: The associate c@ suggest products or solutions
based on the customer’s past behquyr This makes the customer feel
valued and understood. \,@&

c) Increases Accuracy: Knowinrg the history reduces the chance of
making mistakes or offe %he wrong product.

d) Builds Trust: Whe %tomers feel that their past interactions are
remembered, th )S'ust the company more.

e) Faster Probl&éw Resolution: Issues can be resolved faster when the

associat@%gba{dy knows the context.
3. Custo@kelatlonshlp Management

Qgﬁds for Customer Relationship Management. It refers to the tools,
S%&re, and techniques that companies use to manage their relationships
i

with customers.

A CRM system stores all customer history and information in one place. It
helps the company understand each customer better and interact with them

in a more meaningful way.

Example of CRM (Customer Relationship Management) Use:
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Imagine a customer calls a bank to inquire about a loan. The CRM system

shows that the customer had inquired about the same loan last month and

was interested in lower interest rates. The associate can continue the

conversation with this background, saving time and making the customer feel

recognized.

4. Features of CRM Systems in Financial Services

Feature

Customer Profile

Function (&
)

Stores contact info, ID details, account nu S

Interaction History

Shows past phone calls, emails, or visit%\}

Product Usage

A
Displays what services the customex(?ﬁsing (loan,

savings account etc.) <

O

Service Requests

Tracks issues or complaints r@ed by the customer

Follow-up Reminders

Sets alerts for calling or errmhng customers on time

Notes
Observations

and

Allows associates ‘T@ note preferences or
instructions from C@omers

&

5. Importance of CRM in Financia rvices

54
Increased Re Data Security
’ Efficiency
etter Customer Cross-Selling Consistency
4 Experience and Up-Selling in Service
q Fig. 3.4 Importance of CRM in Financial Services

a) Better Customer Experience: CRM allows associates to greet

customers by name, remember their preferences, and offer relevant

services, improving customer satisfaction.

b) Increased Efficiency: It reduces the need for paperwork and manual

record-keeping. Associates can get customer details with just one click.
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c) Cross-Selling and Up-Selling: CRM helps identify what additional
services or products a customer might be interested in based on their
history.

d) Data Security: CRM systems ensure that customer data is stored
securely and only accessed by authorized personnel.

e) Consistency in Service: Even if a customer speaks with a new
associate, CRM ensures the new person has complete background

information. @b’

6. Call for Action: CRM (Customer Relationship Management)'-@’ﬂya
has a savings account with ABC Bank. She called last month sk about

opening a fixed deposit (FD). She didn’t proceed because the ﬁerest rate was

low. “06

O
Without CRM: When Priya calls again, the new as%)cgt&te does not know her
past inquiry. Priya has to explain everything aga%o

With CRM: The associate quickly checks P'Kg/a s interaction history and says:
“Welcome back, Ms. Priya. I see you had @&‘ired about our FD rates last month.
I'm happy to inform you we have n%@ates this week. Would you like to hear

about them?”

Result:Priya feels valued, &9@' conversation is smooth, and she is more likely
to open the FD. (5&'

XU
7. Benefits of C@or Customer Service Associates

Benefit /\@ v How it Helps
N Saves time durin customer
Quick@\ccess to Data , , &
R interaction
Opf/ D Associates can give correct and clear
Q oved Communication
answers

Associates feel more prepared when

High fi
igher Confidence handling calls or complaints

Follow-ups can be scheduled and

Tracking Progress .
& & completed on time

Helps develop strong, long-term

Better Relationship Management . .
customer relationships
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8. Real-Life Applications of CRM in Financial Services

a) Banks: Track account openings, loan approvals, and service requests

b) Insurance Companies: Manage claims, reminders for policy renewals

c) Mutual Fund Companies: Maintain investor records, past investments

d) NBFCs (Non-Banking Financial Companies): Help in managing EMI

collections, customer reminders b’

9. Different forms of CRM Systems “(}

a)

b)

&{O

Operational CRM:Helps in automating day-to-day opera@s such as
customer service, sales, and marketing.Example: Quto—generated
emails for EMI reminders or policy renewal alerts N\

Analytical CRM: Analyses customer data to umg,@rstand behavior and
trends.Example: A bank can analyse hox@%y customers use mobile
banking and plan offers accordingly.

Collaborative CRM:Allows multiple “departments (like sales, support,
and marketing) to share custorr&\mformatmn Example: A marketing
team can access the co $ hlstory to avoid promoting the wrong

t

product to a dissatisfied omer.

10. Suggestions to Impro M for Customer Retention

X
Customer Retentlorggns keeping existing customers for a longer period.
CRM helps in:

2

Regul llow Ups: CRM reminds associates to follow up with
cust %érs after service is delivered.

@iday/ Anniversary Wishes: Sending personalized messages makes
stomers feel special.

Loyalty Programs: CRM tracks purchases and rewards loyal customers.

@ Remember: It is cheaper to keep an old customer than to get a new

one!

11. CRM and Digital Banking

With the rise of digital banking, CRM has become even more powerful. Some

modern uses include:
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e Chatbots powered by CRM data can solve customer queries instantly.
e Mobile Apps use CRM to show customized dashboards and alerts.

e Al-driven CRM systems can predict customer needs before they even

ask.

& Example: If a customer’s salary is credited every 1st of the month, the CRM

O

12. Classroom Activity Ideas \(/\,6
2

can suggest a recurring deposit on the 2nd automatically.

Activity 1: Role Play O

D

e One student acts as a customer, and the other as aéu tomer service
associate using CRM. O
xO

e Objective: Show how reviewing customer histdty helps in better service.

Activity 2: CRM Observation @é

e Visit a local bank branch (if pos@) or interview a bank employee
virtually. \,6,(,

O
e Ask: “How do you use CRN@O track customer information?”

Activity 3: Case Study Disi)@)n

X
e Present a mini{’eg%: "Mr. Arjun wants to apply for a personal loan. He

already has @savings account and a credit card with the bank."
e Ask s@i&ts: How can CRM help in offering Arjun the best service?

13. Fu Scope of CRM in Financial Services

(zfy%er Relationship Management (CRM) systems are continuously
evOlving, with future developments poised to revolutionize how businesses
interact with their customers. One key advancement is the integration of voice
recognition technology, which will enable CRM systems to analyze customer
calls more efficiently, providing insights into sentiment and preferences.
Additionally, biometric-based CRM access, such as fingerprint or facial
recognition, will enhance security by ensuring only authorized personnel can

access sensitive customer data. Another promising innovation is real-time
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alerts for fraud detection, allowing businesses to swiftly identify and mitigate
suspicious activities, thereby safeguarding both the company and its
customers. Furthermore, deeper integration with social media platforms will
empower businesses to better understand customer feedback, trends, and
behaviours, enabling more personalized and responsive engagement. These
advancements will collectively make CRM systems more intuitive, secure, and

effective in fostering stronger customer relationships.

Reviewing customer history is essential for delivering better, faster, and._ fhore
personalized service.CRM is a powerful tool that helps in managin&@tomer
information efficiently.By using CRM, customer service associatg’@n provide
consistent service, resolve complaints quickly, and Qbuild strong
relationships.Financial services companies rely on CRM“@QSJtemS to improve

productivity, customer loyalty, and business success)go

X
PRACTICAL EXERC@QS

©

Exercise 1: Using CRM Records to As§i§gy customer

x
Objective:To help students understaq?i how to access, read, and use

customer data from a CRM sys@& deliver effective and personalized

service. e %

Instructions for the E@zgse:

Part A: Understand& a CRM Record

»&

Customer N Y Mr. Ramesh Kumar
Custome\ T CUSTO00175
Cont umber: 9876543210

: ramesh.k@gmail.com

Product/Service Availed:
e Savings Account (since Jan 2022)
e Personal Loan (Approved in July 2023 — 32 Lakhs)
e Credit Card (Issued in Feb 2024)

Recent Interaction History:
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e 12 May 2025: Called to check EMI payment status for personal loan.
o 02 April 2025: Visited branch to update KYC documents.

e 15 March 2025: Complained about delayed credit card statement

(resolved).

Customer Preferences:

e Prefers communication via SMS e}

<
o Interested in fixed deposits if interest rate is above 7% %(}
D

&

Part B: Student Task — Simulated Customer Interaction <

AS)

Situation:You are a customer service associate at XYZ @k. Mr. Ramesh calls

e Requests monthly loan EMI reminders

again today (02 June 2025) asking about any gog\investment options and
also wants to know if he has missed any loan EMI.
Tasks to be Performed: . (b’\,
,(,\/
1. Review the CRM record given (g&ve.
2. Write a short conversationy(dialogue format) showing how you would

respond using availabé«%lformation.

3. Be sure to: %\'
S
o G;?&’ the customer properly.
o @ er to his past interactions (e.g., EMI, FD interest).
4@ Offer a relevant product (e.g., a fixed deposit if interest >7%).
[ ]

Remind him about any missed or upcoming EMI (assume EMI
(bCJ due on 5th of every month).

F%%ple Response:

CSA (You): Good afternoon, Mr. Ramesh! Thank you for calling XYZ Bank.

How can I assist you today?

Customer: Hi, | wanted to know if there’s a good investment scheme right now

and whether I've missed my EMI.
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CSA: Sure, Mr. Ramesh. I see from your record that you're interested in fixed
deposits above 7% interest. I'm happy to inform you that we currently offer

7.25% interest on FDs for 2 years. Would you like to know more?
Customer: Yes, please.

CSA: Also, regarding your EMI — your next due date is 5th June, which is just
in 3 days. No payments are pending yet. Would you like me to send you an

SMS reminder today and on the 4th? b’
<

B

O

S

CSA: My pleasure. I've scheduled the SMS. Let me know if I caﬁlp you with

Customer: That would be helpful, thank you.

the FD process now. &
O
Exercise 2: The Significance of CRM Usage &O
X
Objective:To help students understand t al-world importance of

Customer Relationship Management (CRM) @tems by sharing perspectives,
examples, and insights in a group setting{b,

Instructions: \/6

W
1. Form Groups: Divide tkgc ass into small groups of 4 to 6 students.

2. Discussion Topic @Each Group: “Why is CRM important for customer
service in the é;%l ial sector?”

3. Prepara%ﬁ:é'ime: 10 MinutesEach group should:

4 Appoint a moderator to lead the discussion.
CIJ\, e Choose a note-taker to write down key points.
[ ]

K=

Q e Decide on real-life examples or case studies (e.g., Ms. Priya's

Go through the following guiding questions (see below).

case from the lesson) to support their arguments.
4. Group Discussion Time: 15 Minutes

e Each member should share their opinion and give an example
of how CRM can help in customer service.

e Discuss benefits for both the customer and the associate.
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5.

e Use classroom notes and case studies from the textbook to

support arguments.

Presentation (5 minutes per group): Each group will present the top

3 points they discussed to the whole class.

£ Questions to be asked:

What are the key benefits of using CRM in banks or insura&c’e

companies? %8
e How does CRM improve customer satisfaction? .\,cgo
e Can CRM help in solving problems faster? How? \;O
e How does CRM support digital banking? @Q
CHECK YOUR PROGRESS ONO
X
A. Fill in the Blanks ‘%O&
1. Customer history includes previous <:> or transactions made by
the customer. " Q
2. CRM systems ensure that mer data is stored and
accessed only by authorize sonnel.
3. In CRM, CRM allows different departments to share customer
information. b«
4. CRM helps in off and services based on customer
preferences. %}
S. Areal-timeAedture of CRM in digital banking includes for fraud
detection®

B. Multi{& hoice Questions (MCQs)

éqyfhat does CRM stand for?

a) Customer Rights Management
b) Customer Relationship Management
c) Customer Rating Mechanism

d) Customer Revenue Management

. Which of the following is NOT a feature of a CRM system in financial

services?

a) Customer Profile
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b) Weather Forecasting
c) Interaction History

d) Follow-up Reminders

3. What type of CRM is used to analyze customer data to identify
patterns and trends?
a) Operational CRM
b) Collaborative CRM
c) Analytical CRM @e}
d) Functional CRM -N%Q

S

4. Which of the following is an example of operational CR Q

a) Tracking market trends

&
b) Sending automated EMI reminders ONO
c) Analyzing mobile banking usage &\'

d) Sharing complaints across department%o

5. What is the primary benefit of using& for a customer service

&P
a) Increasing paperwork \J@

b) Reducing product rang@fbj

c) Quick access to cusg%ler data

d) Limiting custo teraction

associate?

C. Identify whetheg‘{the Statement is True or False:

o

1. Reviewi 'gtlstomer history can help in building trust between the
custo@r and the company.

2. systems reduce the efficiency of customer service associates.
%%RM can be used in banks, insurance, and NBFCs.

Q4. Operational CRM focuses on analysing customer data trends.
5. Chatbots cannot use CRM data to answer customer queries.

D. Match the Column

S. Column A S. No | Column B
No
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1 Customer History A Record of past interactions
2 CRM System B Tool for managing customer info
3 Operational CRM C Automates daily tasks
4 Personalization D Service based on customer needs
S Follow-Up Reminders | E Alerts for timely contact
. Short Answer Type Questions ee}’
1. What is customer history? 'Néo
2. Mention two key benefits of using CRM in customer servi@v.o
3. Give one example of how CRM helps in customer reten&n.
4. What does an interaction history in CRM show? Q)
5. How does CRM support digital banking service@
V. Long Answer Questions %O
1. Explain why reviewing customer Nys@ry is important in financial
services. ,(,\z
2. What are the three types of (;gﬁ) and how are they different from each
other?
3. Describe the role of C in improving customer experience

4. Mlustrate with awple how CRM helps in smooth communication.
5. Discuss the fIQ,Qr scope of CRM in financial services.

,g"b'
4@0
Q\’

)
e
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SESSION 3: DEVELOP STRATEGIES TO MAINTAIN LONG-
TERM CUSTOMER RELATIONSHIPS

In the financial services sector, building and maintaining long-term customer
relationships is not just beneficial—it is critical for the ongoing success,
profitability, and reputation of the organization. Long-term relationships
foster customer loyalty, which in turn leads to repeat business, referrals, and
a stable client base. A Customer Service Associate (CSA) plays a pivotal role
in this process by acting as the key link between the customer and
organization. As the first point of contact, the CSA is responsible for ing
a strong first impression, which sets the tone for all future interacti&@.

>

Sets tone for future interactions NOQJ

Personalized Service O
Tailored solutions for unique needs )&/

Trust and Credibility O
Empathy and transparencyNpuild confidence

Q

Customer Regtention
Consisten ive experiences ensure loyalty

,ﬂ'\/
@ and Advocacy

Satisfied customers promote the brand

3

Fig. 3.5 B@g Customer Relationship in Finance

To effectively retain¢gustomers over time, CSAs must adopt a strategic and
proactive approac his involves maintaining regular, clear, and respectful
Communicatioﬁ;eep clients informed and engaged. Understanding each
customer’s unique needs, preferences, and financial goals allows the CSA to
offer pe% ized solutions and relevant product recommendations.
Personalized service helps customers feel valued and understood, which
enha% their satisfaction.

D@ionally, providing prompt assistance, resolving complaints or concerns
with empathy and accuracy, and ensuring transparency in all transactions
builds trust and credibility. In a highly competitive industry where customers
have many options, consistently positive experiences can be the deciding
factor in whether a client stays with or leaves a service provider.

CSAs must also stay updated with product knowledge, regulatory
requirements, and customer service best practices to deliver high-quality
support. By focusing on customer retention, satisfaction, and trust-building,
CSAs help create a strong foundation for the organization’s long-term growth.
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Satisfied customers are more likely to become brand advocates, helping the
company expand its reach and reputation in the market.

In summary, the role of the CSA in building lasting customer relationships is
crucial. Through consistent, personalized, and trustworthy service, they
contribute not only to individual client satisfaction but also to the broader
success and stability of the financial institution.

> Need for maintaining for long-term customer relationship

In the financial services sector, Customer Service Associates (CSAs) pl
pivotal role in fostering long-term customer relationships. Maintaining sttong,
ongoing connections with customers is essential not only for ¢ mer
satisfaction but also for trust, loyalty, and business growth. NO\',\

To achieve this, CSAs must develop effective communication a@‘)élationship—
building strategies, such as:

xO
O — &

Consistent and clear
communication
Building transparency
and reliability

Active listening
Understanding
customer needs and
concerns

Personalized Proactive support
service Anticipating customer
Reflecting individual needs and offering
customer profiles and timely solutions

preferences

Fig. 3.6 Need for % aining for long-term customer relationship

e Active listenf& to understand customer needs and concerns.

. Consistentﬁ%d clear communication to build transparency and
reliabilit

. Perso@lized service that reflects individual customer profiles and
pr ehces.

§? ctive support by anticipating customer needs and offering timely
u

tions.

]ﬁinvesting in these relationship-building techniques, CSAs can enhance
customer experience, increase retention, and contribute to the long-term
success of the organization.

Key reasons for long-term relationship maintenance:
o« Customer Retention: It costs less to retain existing customers than

acquire new ones.

e Trust and Loyalty: Financial matters require a high degree of trust.
Long-term relationships help build credibility.
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e Increased Revenue: Loyal customers are more likely to purchase
additional services and refer others.

e Customized Service: Understanding customers' history allows CSAs
to offer personalized solutions.

e Regulatory Compliance: Ongoing relationships help monitor client
activity and ensure KYC/AML compliance.

Strategies for Communication and Relationship Building

To build and maintain good relationships with customers, Customer Service
Associates (CSAs) must use clear, friendly, and thoughtful communicatisg.
First, they should personalize their interactions by using the customer’s rfame
and remembering past conversations. They should also give suggesti that
match the customer’s specific financial needs and goals. Listening fully is
just as important—CSAs should let customers speak without '}erruption,
and make sure they understand the problem before replying{ 5%1.11&& follow-
ups, like updates on services or documents, help show that the CSA cares
and wants to help. Being honest and transparent buil st—this means
clearly explaining terms, fees, or risks, and admitting~any mistakes with a
promise to fix them. Showing empathy and patienceNs also key, especially
when customers are upset or confused. CSAs m séﬁ‘ay calm and supportive.
They should also act professionally at all ti by protecting customer
information and speaking respectfully, ever@ stressful situations. Finally,
using technology like customer relationship management (CRM) tools can
help track customer needs and impr &@"service. Offering digital ways to
communicate—like email, chat, or mo messages—makes things easier and
faster for customers. X

%
- b‘f\

Use clear, friendly, and &, Personalize Provide
thoughtful communication ) interactions suggestions
_X
Be honest and
Listen carefully Do regular follow-ups | transparent
¢ C) a a &l
Show empathy and Stay calm and Maintain
Q patience supportive professionalism
Use technology like Offer digital
CRM tools communication options

Fig. 3.7 Strategies for Communication and Relationship Building
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Important points to be cared by CSA

e Use clear, friendly, and thoughtful communication to build good
customer relationships.

e Personalize interactions by:
Using the customer’s name.
Recalling past conversations.

e Provide suggestions tailored to the customer’s financial needs and

goals.

e Listen carefully:
Let the customer speak without interruption. b,
Understand the problem fully before responding. <

e Do regular follow-ups to show care and involvement (e.g., up%%s on
services or documents). "Q\’

e Be honest and transparent: o>
Clearly explain terms, fees, and risks. Q
Admit mistakes and assure correction. <
e Show empathy and patience, especially when cusfomers are upset or
confused. Q)
e Stay calm and supportive in all customer interactions.
e Maintain professionalism: %O
Protect customer data.

Use respectful language even during s sful situations.
e Use technology like CRM tools to;

Track customer needs. N
Improve service quality. <

e Offer digital communicatiéhr options like email, chat, and mobile
messages to make comm ation faster and easier.

> Loyalty factors, proactig’ ontact

To build long-term c er relationships in financial services, Customer
Service Associates gu%) must focus on key loyalty factors such as trust,
personalized servi timely assistance, and transparent communication.
Proactive cont '<p ays a major role—CSAs should reach out to customers
regularly wi ﬁevant updates, service reminders, and financial tips based
on their im@ idual needs. By anticipating customer concerns, resolving issues
beforeql} escalate, and showing genuine care, CSAs create a sense of
reli y and value. Consistent, clear, and respectful communication helps
i@lding rapport, while feedback collection and follow-up reinforce that the
customer’s voice matters. These strategies not only improve satisfaction but
also foster lasting loyalty.

Chart on Loyalty Factors and expected Action strategies.

Loyalty Factor Proactive CSA Strategy for Long-
Actions Term Relationship
Trust and Regularly updating Builds credibility and
Transparency customers on policy | reduces
dissatisfaction
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consistent and meaninf

changes, charges,
and benefits

Timely Problem

Quick follow-ups on

Shows commitment

preferences or past
queries

Resolution complaints, tracking | and boosts
resolution status satisfaction

Personalized Addressing Makes customers feel

Communication customers by name, |valued and
remembering understood

Financial Education
Support

Proactively sharing
updates on

Positions CSA as a
helpful advisor, nét

all interactions

investment options, | just a service t

savings schemes AN
Consistency in Ensuring uniform Reinforces, Feliability
Service service quality across | and d ;Hability

Customer Feedback
Mechanism

Actively asking for
feedback and
showing how it's
used N

lrd
Erh(()\tijrages
ghgagement and co-
“ereation

Anticipation of
Needs

or offers base life

<O
Suggesting upér‘em%s

Creates convenience
and adds emotional

stages or tl}gi}saction connection

history A
Reward & Informifig'customers | Reinforces a sense of
Recognition ab yalty benefits | being valued and
Programs aé\helping them appreciated

tedeem

O
Customer Service Associ 'D& (CSAs) play a vital role in this process through

communication.

Key loyalty factors i@de trust, timely problem resolution, personalized
communicatio‘r@?‘@consistency in service. CSAs can strengthen these

factors by taki
services, pr
offering fi

Additi

fo

1al guidance.

oactive actions such as regular updates on policies and
complaint follow-ups, addressing customers by name, and

, by anticipating customer needs, gathering and acting on

motional connections. These efforts help develop a customer-centric
ategy that not only improves satisfaction but also encourages long-term
loyalty.

o
fezi&&nd promoting loyalty rewards, CSAs enhance engagement and

PRACTICAL EXERCISES

Activity 1: Creating a Monthly Follow-Up Plan for High-Value Customers
Materials Required:
Chart papers or presentation sheets

Markers or pens

Sample customer profiles (printed or displayed)
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o Calendar template (monthly)
e Sticky notes or task cards

Procedure:
Step 1: Introduction (5 minutes)

The instructor explains the importance of maintaining long-term
relationships with high-value customers through regular follow-ups,
personalization, and proactive service.
Step 2: Group Division (5 minutes)
Divide students into small groups (3-4 members). Each group acts as a
Customer Service Team assigned to one high-value customer profile. 8
Step 3: Plan Creation (15 minutes) \Q
Each group: )

e Reviews their customer profile (includes customer goals, se‘gi%s used,

preferences, and communication history).
e Designs a monthly follow-up plan using a calendar, i@luding:

Dates for scheduled calls/emails <
Personalized service offers/reminders S
Check-in points for feedback O

Milestone celebration (e.g., account anmjversaries, birthdays)
Cross-sell/upsell opportunities O
Step 4: Presentation (10 minutes) %
Each group presents their monthly plan a@ explains how it strengthens
customer loyalty and meets individual cu fomer needs.
Step 5: Discussion & Feedback (5 mi& es)
Instructor and peers provide feedb@@z on the strategies used and suggest

improvements. Q-

Activity 2: List out the loy actors
Materials Required: 0

e Whiteboard or c]@%;&paper

e Markers X,

e Loyalty Ladd@%Worksheet (includes rungs like: Satisfied Customer,
Repeat C mer, Advocate, Loyal Promoter)

e Scenario sards (with sample customer situations)

Procedur
Step 1 ‘&breaker:
Ask % nts: “What makes you loyal to a brand or bank?” Write down
re es on the board.
2 - Group Task:
Divide the class into small groups (3—4 students each). Give each group a
“Loyalty Ladder Worksheet” and ask them to:
o List at least 5 loyalty-building factors (e.g., trust, personalized
service, timely resolution, financial benefits, proactive follow-up)
e Match each factor with one level on the loyalty ladder (e.g., “Proactive
contact” supports ‘Repeat Customer’ or ‘Advocate’ level)
Step 3 - Strategy Design:
Distribute scenario cards (e.g., a customer facing a credit card dispute, a
long-time customer seeking a home loan). Ask each group to:
o Identify loyalty factors relevant to the case
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o Suggest 2 proactive strategies the Customer Service Associate can
use to build long-term loyalty
Step 4 Sharing & Discussion :
Each group presents their case and strategy.
Facilitate a class discussion: “Which loyalty factors are most crucial in
financial services and why?”

CHECK YOUR PROGRESS

A. Fill in the blanks

1. In financial services, maintaining long-term customer relationships@
essential for trust, loyalty, and . <

2. Using a customer’s and recalling past interactions 1'% S
personalize the service. \',\/

3. CRM stands for Customer Management. S

4. contact involves reaching out to customers Qﬁ} updates,

reminders, or helpful tips.
5. is essential when explaining terms, fees}é) mistakes to
customers to build credibility. &O

B. Multiple Choice Questions O\"

1. What is one key benefit of long-term cus@ler relationships?
1. Increased advertising costs N
2. Frequent complaints '\/
3. Customer retention QJ&
4. More paperwork (b)”&

2. Which of the following hel ﬁld trust with customers?
a. Ignoring queries %
b. Speaking in te tcal terms
c. Transparent munication
d. Delaying fotllow-ups

3. Which tool bﬁggCSAs manage and track customer interactions

effectively?
N
a} M system

all log

(b%i Notice board

49\)\] hat is an example of personalized communication?
a. Sending mass emails
b. Asking for ID proof
c. Using the customer's name and recalling past queries
d. Speaking in a robotic tone

5. What does anticipation of needs mean in customer service?
a. Waiting for the customer to complain
b. Guessing blindly
c. Suggesting services based on life events or history
d. Ignoring past history
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C. State whether the following statements are True or False

1. Using CRM tools can help CSAs offer more consistent and efficient
service.

2. Customers do not appreciate follow-up calls after service is provided.
3. Regular feedback collection helps improve service quality.
4. Timely problem resolution shows a lack of commitment.
5. Personalized service makes customers feel more valued and
understood.
D. Match the Column b’
o
S. No Column A S. No Column B \Qv
1 Trust and Transparency A Follow up qlgﬁy and track
issues
2 Timely Problem B Regular @oﬁcy or charge
Resolution updates)
3 Personalized C Sh@ financial tips and
Communication product info
4 Financial Education D @“&‘.e name and remember
Support ‘%~ preferences
5 Customer Feedback E © " | Ask for opinions and show
Mechanism N\ actions taken
E. Short Answer Questions 6,(,\

1. What is one key reasﬁyy long-term customer relationships
being essential in th ancial services sector?

2. Name two strateg@s CSA can use to personalize
communicatio A@i’[h customers.

3. How does p Rﬁve support benefit the customer relationship?

4. Whyist important in financial services?
S. What rQ@, o CRM tools play in customer relationship
ma ent?

F. Long %ﬁvﬁr Questions

GJ Explain the role of a Customer Service Associate (CSA) in building
CO% and maintaining long-term customer relationships.
Q 2. Discuss how consistent and clear communication helps in
maintaining customer relationships.
3. What are some strategies CSAs can use to resolve complaints
effectively and maintain customer satisfaction?
4. How do proactive contact and personalized service contribute to
customer loyalty?
5. List and explain three loyalty factors and their related CSA
action strategies.
G. Check Your Performance Questions
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1. Can you list and explain at least three proactive strategies a CSA
should apply to strengthen customer relationships?

2. Think of a time you interacted with a customer or service provider.
What made that interaction memorable in a positive way, and how
could you apply that to your role as a CSA?
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SESSION 4: COMMUNICATE PROFESSIONALLY THROUGH
DIFFERENT CHANNELS (EMAIL, PHONE, CHAT)

In the financial services sector, effective communication is essential for
building trust and maintaining strong relationships with customers. A
Customer Service Associate plays a key role in this process by communicating
professionally through various channels such as email, phone, and chat.
Each mode of communication requires a specific set of skills, including clarity,
politeness, active listening, and prompt response. Whether addres
queries, resolving issues, or providing information, the associate mus re
that every interaction is handled with accuracy, empathy, and conﬁd% iality.
By using appropriate language, tone, and etiquette across q\lg&annels,
customer service associates help create a positive customer e@ ience and
reinforce the credibility and reliability of the financial institu@n.
<&

> Meaning of Communication Channels- O
Communication channels refer to the various méthods or mediums
through which information is exchanged between ifidividuals or groups. In
professional settings, especially in financi rvices, communication
channels are the tools that customer ser@e associates (CSAs) use to
interact with customers, colleagues, andwa eholders to provide service,
resolve issues, and build trust-based rq{f&/%nships.
<

Key factors for communicatio&nnels in Financial Services-

5

%\Q Purpose in

Financial Services

Role in Relationship

% Image Building
CJ\, Key factors for
communication
% channels in Financial
Q% Services
Confidentiality Channel
and Compliance v Appropriateness
Two-Way
Nature

Fig. 3.8 Key factors for communication channels in Financial Services
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1. Purpose in Financial Services:
Ensures accurate, secure, and timely sharing of sensitive financial
information, account details, and service updates.
2. Role in Relationship Building:
Builds trust by providing clear, transparent information.
Promotes customer satisfaction through prompt and
personalized responses.
Helps in handling complaints effectively, which improves loyalty.
3. Channel Appropriateness:
Different channels are suitable for different situations. E.g., @b’
Use calls for urgent or sensitive issues. \Q
Use emails for detailed communication. '\’6
Use chat for instant queries. \/
4. Two-Way Nature: A
Effective channels allow both the customer and the associate to
exchange feedback, promoting better understandug@@
5. Confidentiality and Compliance:
In financial services, communication ust follow data
privacyregulations (e.g., KYC/AML complia , especially when using
digital channels.
6. Impact on Brand Image:
Professional, well-managed comm ion reflects positively on the
company’s credibility and custome%perlence

Importance of communication chaﬁq{els in Financial Services

In the financial services sector %r and effective communication is
essential because: %

e It involves sen31t4§\ﬁnan01al data and compliance requirements.

e Customers n curate, timely, and secure information.
e Professionali uilds long-term trust and confidence.
e Miscom iCation can lead to legal and financial consequences.

> Types%S munication Channels: Phone, E-mail, Chat etiquette, etc

Custo ervice Associates (CSAs) in financial services use various
com@atlon channels to support clients, handle queries, and maintain
tru% ach channel has specific uses, etiquette, and best practices to ensure
e@ ive and professional service.
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Phone
Communication

Email
Communication

Socia
Media

Chat
Communication

<
Fig. 3.9 Types of Communication Channels .\%Q

y
1. Phone Communication Q
e Ideal for urgent and personalized support.
e Builds rapport through voice tone and empathy-
e Follow formal greeting, active I@Hing, and clear
communication. X,
e Avoid arguing, multitasking, or usi‘%@rgon.

2. Email Communication @
e Suitable for detailed and doc nted exchanges.
« Used for follow-ups, formal reffuests, and record-keeping.
o Follow structured, professiohal writing with accurate data.
e Avoid slang, errors, authorized sharing of information.

3. Chat Communicatio %i e Chat/Messaging)

Best for quick ép nses and basic queries.
Allows mul i&Té’conversations with real-time resolution.
Maintain ity, politeness, and a friendly tone.
Avoid Qébotic replies and sharing sensitive data without
veriﬁ& on.

4. Soci dia
sed for public interaction and brand engagement.
C}y Avoid discussing personal or sensitive issues.
o Keep responses timely, courteous, and general in nature.
ffective management of these channels ensures customer satisfaction,
Q builds trust, and upholds regulatory and service standards.

Chart showing different types of communication channel

Communication | Meaning/Description | Usage in Purpose in
Channel Financial Relationship
Services Building
Face-to-Face Direct, in-person Branch Builds trust,
interaction. visits, in- allows for
reading body
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office

language and

meetings. emotions.

Telephone Voice-based Handling Personal touch,
communication over customer quick problem-
the phone. queries, solving.

complaint
resolution.

Email Formal written Sending Creates a
communication sent policy record,
electronically. updates, maintains

account professionalis@
statements, <
official . %Q
notices. N

Live Chat Real-time text-based Instant Qu£§ .
communication on support on a{?il ance,
websites or apps. portals and nhances

apps. ~(pCustomer
() | convenience.

SMS/WhatsApp | Short message Sendinﬁé\’v Keeps
communication via OTPs,(alerts, | customers
mobile phone or app. | re ers, informed,

builds
“\promotional | consistent
;\(b’ messages. engagement.

Video Calls Remote face—to—fa@\/' Virtual Builds rapport

interaction vi ital | financial even remotely,

tools (Zoom ms).

advising or

adds a personal

KYC dimension.
?}S verification.
Social Media Interaetion via Addressing Enhances
pla@‘prms like Twitter, | public accessibility,
{{igkedln, Facebook. queries, builds brand
Q- brand trust.
Q’Q building,
responding

L

to feedback.

Custo@g? Secured digital Self-service Empowers
Por platforms for clients portals for clients, shows
(‘O to communicate and transactions, | transparency.
Q access services. complaints,
updates.
Letters/Printed | Traditional, formal Sending Used for official
Docs written contracts, communication
communication. welcome and
kits, legal documentation.
disclosures.
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PRACTICAL EXERCISES

Activity 1: Multi-Channel Customer Communication Simulation - "3-Way
Customer Response Challenge"

Materials Required:

e Printed/written customer query scenario

e Access to email template or mock email system

o Printed or digital chat interface simulation worksheet b’
e A phone or role-play setup for telephone conversation <

e Checklist for assessment (professional tone, clarity, resoluti%f,e c.)

e Notepad and pens O
Procedure: Q
Step 1: Introduction (10 minutes) @6
e Instructor briefly explains the importan@ of professional
communication in financial services. LY

o Discuss key differences in tone, language, %)ﬂi/ format between email,
chat, and phone calls.

Step 2: Scenario Distribution (5 minutes)
Give the following sample customer complaint to all students:

yesterday. I didn’t make this tr ction. Can you help me understand what

<
"Hello, I noticed an unauthorized t ction of 32,500 on my savings account
happened and how to get my ogey back?"

Step 3: Individual Task —,@&pond in All 3 Formats (30 minutes)

Students will respond to’the same customer query in:
1. Email (writtefformal, complete)

2. Chat (writt @quick, to the point, courteous)
3. Phone (@%en, empathetic, clear)
Instrué&ls:

. ;lé,appropriate greeting, tone, and closing for each channel.

sure the message is consistent in content across all 3 formats.
ractice spoken response with a partner or teacher (phone role-play).

Step 4: Presentation and Role-play (30 minutes)

e Students read aloud their emailandchat responses.
e Role-play phone responsein pairs (one as CSA, one as customer).
o Instructor/facilitator observes and gives feedback.

4. Assessment Criteria:

Criteria Email | Chat | Phone
Clarity and correctness Y4 Y4 Y
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Professional and courteous tone

Accurate and complete information
Appropriate channel-specific style
Empathy and customer care

NSNS
QIKSIK|IK
QIKIK|K

5. Reflection and Discussion (15 minutes):
e Discuss what was easy or difficult for each format.
o Highlight importance of adaptability and clear communication in
customer service roles.

CHECK YOUR PROGRESS @b

&>

S

1. In financial services, professional communication is imp% nt for
building and maintaining strong customer relationships.

2. Phone communication helps in building rapport thr‘b@?ﬂ and
empathy. Q)

3. Email is suitable for and documenteej%ﬁ(changes.

4. Chat communication is best for quick and basic queries.

5. In financial services, communication mus low data privacy
regulations such as and AMI@)mpliance.

&P

<

1. Which channel is best for handlifig urgent and sensitive customer issues?
a. Social media

b. Email
c. Phone bﬂ
d. Letters )&

2. Which communicati% channel helps create a formal written record of
customer interactioﬁ’.\i\'

a. Phone
,Q"b'

b. Email
. Ch
; S

3. Wh%@pould be avoided in email communication?

A. Fill in the blanks

B. Multiple Choice Questions

. ite tone
rofessional structure
c. Spelling errors and slang
d. Correct data
4. What is the primary benefit of using live chat?
a. Sending contracts
b. Instant support and real-time resolution
c. Sending OTPs
d. Formal notices
5. Why is using the correct communication channel important?
a. To avoid talking to the customer
b. To save mobile data
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c. To ensure appropriateness, accuracy, and professionalism
d. To show off technology
C. State whether the following statements are True or False

Emails are the best choice for urgent and real-time customer issues.
Using a friendly tone in chat helps improve the customer experience.
Social media is suitable for discussing sensitive financial details.
Communication in financial services must follow confidentiality and
data protection rules.

5. CSAs should avoid using customer names in chat to keep it formal.

nalbe i e

O

D. Match the Column <
Y
S. No Column A S. No Column B \',\’
0
1 Phone A Used for sQi\dﬂfng OTPs and
remindezs
2 Email B Best fs@‘r'jeal—time, quick
customer support
3 Live Chat C orMurgent and voice-based
< [(sSue resolution
4 SMS/WhatsApp D ‘V' Used for sending detailed
@ and formal information
5 Social Media \E Public interaction, feedback,
'\(b' and brand building
x&
E. Short Answer Questions Q-
1. What is meant by a c unication channel in financial services?
2. Why is it important f ustomer service associate to maintain
confidentiality in unication?

3. Which communicafion channel is best for handling urgent customer
issues, and why*

4. Mention orﬁ@éy difference between email and live chat
commu on.

F. Long @er Questions

]@ncjgtplain how different communication channels support relationship
building in the financial services sector. Provide examples.
Q . Discuss the importance of professionalism and compliance when
using digital communication channels like email and chat.
3. Compare and contrast the use of telephone and social media as
communication tools in financial services.

Check Your Progress

1. Write a short, professional email reply to a customer about an
unexpected charge.
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MODULE 4: FEEDBACK EVALUATION AND SERVICE
IMPROVEMENT

Feedback evaluation and service improvement are integral components of an
organization’s continuous growth and customer satisfaction strategy.
Feedback serves as a vital communication channel between customers and
service providers, offering insights into customer experiences, expectatio@
and areas of concern. By systematically collecting, analyzing, and ev ting
feedback, organizations can identify strengths, weaknesses, andNO\',\’
opportunities for enhancement. Q’Q’

<,

Service improvement, driven by this evaluation process, ¥6euses on
implementing changes that lead to better quality, effifiency, and customer
satisfaction. It ensures that services evolve in r%@\se to customer needs,
market trends, and performance data. Effect@ eedback evaluation not only
helps in addressing immediate issues bgt(gso contributes to long-term

service excellence, fostering trust, loy%‘&\,’and a strong reputation for the

organization. &

This unit is focuses on fee@éyk evaluation and service improvement. The
First Session will be %’Qf‘ing on designing effective tools for collecting
customer feedback. &gecond Session will be deal with the topic of evaluate
feedback to identify{¥service gaps and priorities. The third session focuses on
the Manage r@?espond to Negative Feedback Constructively. And the last
session d@ with the Suggest actionable improvements based on customer
insig%@l\’
S
Q
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Session 1- DESIGN EFFECTIVE TOOLS FOR COLLECTING CUSTOMER
FEEDBACK.

4.1 MEANING OF CUSTOMER FEEDBACK

Customer feedback, which can be obtained by the mode of online and offline
for instance, through information gathered from your customers that conveys
their thoughts or feelings about a product, service, or their overall experience
with your business.The need to gather input via online platforms such as
websites, mobile apps, and email campaigns is increasing as our society

becomes more digitally connected.

Customer financial services is fundamental. It involves helping customers
with their banking, insurance, and investment needs. Client feedback simply
said that customer feedback is the process of speaking with your clients
directly to learn how they feel about the experience and services your
company provides. To do this, you will need an effective and efficient way of
revealing opportunities you may not realize exist. In order to gain an honest
understanding of their practice, it should the proper way to ask for feedback
that doesn't affect the response. Financial advisors' most valuable tool for
retaining clients is providing a positive experience, and getting feedback on a

regular basis helps their identify patterns within your clientele.

In the fina services industry, customer service is essential. It entails
a551st1n @cs with their investment, insurance, and banking requirements.
Servi elated to finance Client opinions regarding their interactions with a
ﬁQ@:lal institution, its goods, or services are known as customer feedback.
It includes a range of contact channels, interviews, surveys, social media
comments, online reviews, and face-to-face conversations with customer
support representatives. Understanding client satisfaction, pinpointing areas
for grow, and making well-informed judgments regarding marketing tactics,

service quality, and product development all depend on this input.
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4.2 Why is customer feedback important?

Therec are the various reasons why customer feedback is important and how

it can help you improve your product and grow business over time. Therec

are the resaon:

1.

Measure thr customer satisfaction: Listening to clients is one of the
finest ways to find out what they want. Consumers want their issues
addressed and their voices heard. In order to improve customer
success, operations, and goods, successful organizations pay attention
to what their customers have to say and act upon their
recommendations.

Identify flaws to improve your products and services: You can modify
and customize your product to make it more appealing to your target
market, buyer personas, and ideal consumers by getting direct
feedback from your customers. You may build a true relationship with
your consumers by acting on the insights gleaned from their comments
and demonstrating tangible progress using a product roadmap.

Happy customers provide good reviews and support brand advocacy:
Satisfied customers tell three friends, unhappy customers tell 10. If your
existing customers are happy with your business, they are more likely to

recommend your products or services to others, a.k.a brand advocacy.

. Customer feedback enhances customer loyalty: Giving consumers the

opportunity to offer feedback lets them know you value their opinions
and involves them in the creation of new products. You can find areas
for improvement that might be the reason for client attrition by using
customer feedback. Finding and fixing these errors and traps could be
the key to gaining devoted clients. Having this mindset of owning up to
your faults will show your brand and dependability, which will keep

customers loyal to you no matter what.

. Collecting customer review decrease churn and better customer

retention: Fixing issues Creating such unfavorable comments and
experiences will enable you to save the partnership and guarantee the
highest experience for any upcoming clients. Negative reviews from
unhappy consumers should therefore be seen as a chance to find and

fix product defects, keep current clients, and draw in new ones.
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6. Customer feedback helps to take business decisions: Getting feedback

is crucial to making wise business decisions. You might not know how
to communicate certain strategic choices, goods, and services to your
clients. Using customer feedback tools to actively solicit input from

customers and colleagues will give you useful information to work with.

. Customers helps improve customer experience and customer service:

Greatest possible customer experience always to product and solve their
problems and the firm to care about them. You can improve customer
service and the customer experience by getting feedback from your

customers.

D
4.3 Customer feedback in financial services helps toun%gtand:
AN

Customer satisfaction:By assessing how delighted clients are with
their complete experience, from opening an account to receiving
guidance.

Product and service quality: By identifying specific features or
processes that need improvement or enhancement.

Areas for innovation: by identifying unmet demands or new trends
that can be met by new offerings of goods or services.

Customer loyalty: By understanding why clients opt to stay with a
given institution or switch to a competitor.

4.3.1 Examples of Customer Feedback in Financial Services:

Online reviews: Consumers may post reviews of a bank's customer
service or a brokerage firm's trading platform on websites like Trustpilot
or Google Reviews, offering valuable insights into their experiences.

Surveys: Surveys may be used by financial firms to get opinions on
particular goods or services, such a mobile banking app or a new
investment choice.

Direct interactions: Customer support staff can obtain input during
phone calls or in-person meetings, allowing for fast responses and
improvements.

Social media: Social media platform monitoring can indicate any
concerns or issues that require attention and provide insight into client
mood.

4.4 Need of customer services
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Customer services better understand customer needs, gauge customer
happiness, and enhance service quality, etc. In a sector where trust is the
foundation, prompt and accurate feedback enables organizations to spot
service gaps, take proactive measures to resolve problems, and improve the
client experience. It encourages new product development, improves client
interactions, and increases loyalty. Feedback is also essential for risk
management, compliance tracking, and preserving a competitive edge in a

market that is changing quickly. There are some specific need of@@e

customers: '\Q
.N%

Crisis Intervention QO’

and Recuperation

Measuring Customer - Improving Service @
Satisfaction (CSAT) Quality
and Net Promoter O
Score (NPS) \J\/

Need of
Optimization of customer i roduct
Digital Experiences services Offgrings

Competitive a Building Trust and

Advantage 0 Transparency

Fig@? Need of customer services

X
1. Improving Servi%&ality:

e Trust an uring relationships are major components of financial

servic Qioh are very customer-centric.

o F@aok serve organizations in pinpointing issues with consumer
eriences, such as protracted wait times, intricate procedures, or a

% dearth of individualized attention.

e Increased customer happiness and loyalty are the results of ongoing

advancement based on feedback.

2. Raised Product Offerings:

¢ Financial institutions can better grasp evolving needs and preferences

with the use of customer insights.
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TheBanks and other financial institutions can modify loan packages,
insurance plans, and savings accounts in response to consumer
feedback.

3. Building Trust and Transparency:

4. Compliance and Risk Management: é

Seeking and responding to consumer feedback proactively shows
transparency.

It gives clients confidence that the company respects their views a&éfs
dedicated to moral and client-centered business practices, h is

essential in the financial services industry where trust is e@\u’tial.
Feedback can draw attention to problems th@&tpmight be related to

unethical or compliance-related behavior; O\,

Early identification of these problem&can shield a company's

reputation and avoid fines. \,
5. Competitive Advantage \,6'(,
* The market for financial servi is competitive. Effective feedback-using

organizations can set thems lgs apart with best customer service.

e When customers feel nowledged and appreciated, positive word-of-

mouth and customer r@:f,éntion are facilitated.

X

6. Optimization ,g igital Experiences

Feedl@( aids in the optimization of apps, online platforms, and digital

1;&; ces as fintech and digital banking services expand.

guarantees that security, speed, and usability live up to user

[ ]
ch expectations.

7. Measuring Customer Satisfaction (CSAT) and Net Promoter Score
(NPS)

Financial firms can monitor important performance measures like
CSAT and NPS by collecting feedback on a regular basis.
This aids in determining how consumers view a brand and if they will

suggest it.
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8. Crisis Intervention and Recuperation

e Feedback assists in determining what went wrong in the event of
financial mishaps or service failures.

e Damage can be minimized and trust can be restored with prompt
corrective action based on consumer input.

Tools and Techniques of Feedback Evaluation and Service Improvement

Sentiment Analysis & ’ : Surveys and b’

Text Analytics Questionnaires \le

Social Media (¥
Listening Tools N ]

Customer Feedba%ﬁ
4 Management Sy s
\
¢

(CFMS) ’\)’
| » %
Mystery Shopping { . Net Promoter Score
and Service Audits | .~ (NPS)
) F O
/
Customer Journey ) D / Customer Satisfaction
Mapping i ‘ Score (CSAT)

Focus Groups and

Root Cause Analysis g
In-Depth Interviews

(RCA)

i
x&
Fig. 4.2 Tools and Techniques of F@b@‘ck Evaluation and Service Improvement

1. Surveys and Question%x es: There are number of the sources like
Qualtrics, Typeform, Surve@« onkey, and Google Forms. These all resources
help for gathering o ized input on product preferences, customer
satisfaction, and serwice encounters. Method can be applying to obtain both
quantitative and itative information, use multiple-choice, open-ended,
and Likert sca estions.

2. Custo@eedhack Management Systems (CFMS): The Resources like
Salesfo eedback Management, NICE Satmetrix, Zendesk, and Medallia
used .for) achieving the target and handle input from various platforms,
in g social media, websites, and emails. These tools are very useful to
p@ ce actionable information by analyzing client input.

3. Net Promoter Score (NPS): The tools are Promoter.io, Delighted, AskNicely
used to Measures customer loyalty by asking how likely they are to
recommend the service.

4. Customer Satisfaction Score (CSAT): The main purpose of this tool to
Measures immediate satisfaction with a service or interaction. The tool is
applicable for Short post-transaction surveys with a rating scale (e.g., 1-5
stars or emojis)
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5. Focus Groups and In-Depth Interviews: The main purpose of this
technique to Gain deeper understanding of customer attitudes and
preferences. This technique guided discussions to explore customer needs,
challenges, and suggestions in detail.

6. Sentiment Analysis & Text Analytics: The tools MonkeyLearn, Lexalytics,
IBM Watson NLP used to analyze the open-text feedback (emails, reviews, chat
transcripts) to identify themes and sentiments. Which helpful to uses Natural
Language Processing (NLP) to detect positive, negative, or neutral tones.

7. Social Media Listening Tools: The tools Hootsuite, Sprout Soc&i’l,
Brandwatch are useful to monitor customer opinions and feedback; on
platforms like Twitter, Facebook, LinkedIn. This tool is based on the \@table
technique tracks brand mentions, hashtags, and sentiment trensksf?q real-

time. &Q

8. Mystery Shopping and Service Audits: The purpo f this tool to
evaluate real customer service experience from a cust s point of view.
This tool helps to trained evaluators pose as customess and report on the
quality of service, employee behavior, and process effitiéncy.

9. Customer Journey Mapping: The tools S@cp?ly, Lucidchart, Microsoft
Visio helps to Visualize each stage of a @tomer’s interaction with the
company. It also helps to identify pain poipg's, and moments of delight to refine
service delivery. ,(,\,

<
10. Root Cause Analysis (R Q)'& The techniques Fishbone Diagram

(Ishikawa), 5 Whys, Pareto An is helps to identify underlying causes of
poor feedback or recurring ig}ses.

4.6 Different kinds of ¢ er feedback
XO
&‘b'
STRUCTU EDBACK UNSTRUCTURED FEEDBACK

&
O
P

D

PUSH FEEDBACK PULLED FEEDBACK

1. Structured Customer Feedback

Customer feedback that adheres to a framework determined by your team

and/or another entity is referred to as "structured" input. Surveys provide
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a straightforward illustration. You select the metrics, questions, and order

of the feedback you will receive when you send out a survey to your clients.

2. Unstructured Customer Feedback

Unstructured consumer feedback differs from structured customer
feedback and is obtained through open-ended questions or text. Most of
the time, they have nothing to do with certain measures like CES, CSAT,
or NPS Open-ended questions. Some of the examples are Customer

interview transcript Social media comments etc.

3. Pushed Customer Feedback

Every time your team distributes a survey, customer input is distributed
through channels like:

* An email survey (for instance, during customer service or product
development); * An SMS survey; * A push widget survey

When assessing customer happiness, you are making a conscious decision
about the touchpoint in the customer journey to use. The client is not
proactive; your teal is.

4. Pulled Customer Feedback

Conversely, pulled customer feedback is input that your team did not
obtain through a survey sent out at a particular touchpoint. They are: QR
codes surveys, Bug report surveys, Support tickets.

PRATICAL EXERCISES
60/'
1. D@GN A FEEDBACK QUESTIONNAIRE FOR A PRODUCT
Savings nt Feedback Form

Nam @l;'tional):

Sc Name:

1. Experience of opening the account

a. Is it easy to open your savings account?
Ol Yes
O No

[ONot sure

b. How much time required to open the account?
] Less than 30 minutes
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O 30 minutes-1 hour
O More than 1 hour

c. Do bank staff explain things clearly?
U Yes

J No

[0 Somewhat

2. Bank Services

balance)?

O Yes °
O No §’
LNot sure Q

a. Can be able to use our account easily (e.g., deposit, withdraw, ch@'
o

b. Which banking is favourable mobile banking or onﬁé‘banking?

O Yes Q)
O No Y

. X
O I don’t know how to use it %O

c. Are the bank staff helpful when you asl@uestions?

O Always Q
O Sometimes N

O Never \a@'{,

N\
3. Learning and Awareness

a. Did you learn anythin w about saving money after opening this
account? (b\z
U Yes

] No Q
o)
b. Do you undeérstand how interest is added to your savings?

O Yes
O No 6
&Overall Satisfaction

a. How much satisfied are you with your savings account?
O Very Satisfied

O Satisfied

O Not Satisfied

b. Would you suggest other students to open a savings account?
Ol Yes
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[l No
O Maybe

2. GROUP DISCUSS ABOUT THE TOOLS FOR COLLECTING
CUSTOMER FEEDBACK

The Main objective of this exercise to increase the knowledge about to
handling and applying tools for collecting the feedback and create the
effectiveness on the business context:

The necessary actions point and material will be required to play gr@p
discussion activity: \(,\,6
»\.\%
e Duration of the activity 50 Mints
e No of person required: 5-8 Person per group

Materials Needed: NOQJ
e Whiteboard, flipchart, Smart board \/O
e Markers, pens, Paper O\"
e Timer, Stop watch ‘%
o Handouts @
¢ Round Table and Chairs (b’\,

The following steps we have to folk Nwhich are given below:

The three parameters will be reg@&i in this activity:

« Facilitator: He/She v&@ﬁhe initiate the lead discussion
e Recorder: He/S ’@Ri record the session
« Presenter: sWarize their points at the end

od

e Begin b@(froducing the topic: Discuss various tools used to collect
cust %e?r feedback and assess which are most suitable in different
@tarios. The various tools are Survey, questionnaire, Online reviews,

(‘O%&Iobile app etc.

Qo Assign the questions related to the feedback among the groups, the
question can be
1. What is the current scenario of the business? Which tools are
most effective for the business.
2. Which tools effect of customer feedback?
What we can do improve the feedback collection process?

4. What is the way to using the tools for data collection?
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e Group Presentation: Every group will discuss their points related to the
topic assign. The time duration will be 2 minutes for each group.

o At the end the group member summarize the key insights related to the
assign topic for example What will you consider using in your own

business or study?”

CHECK YOUR PROGRESS

A
A. Fill in the Blanks

) Consumers may post reviews of a bank's customer
service or a brokerage firm's trading platform on websites like
Trustpilot or Google Reviews, offering valuable insights into their
experiences.

2. In the financial services industry, customer service is............

3. The primary goal of customer services................c.......

P by identifying specific features or processes that
need improvement or enhancement.

S is input that your team did not obtain through a

survey sent out at a particular touchpoint.

B. Multiple Choice Questionsy

t:
aﬁ satisfaction

prove your products and services
ack helps to take business decisions

1. Customer feedback impor
(a) Measure thr cust
(b) Identify flaws $04
(c) Customer fee
(d) All of the a

2. Examples of CK« mer Feedback in Financial Services:
(@) Onlirfe Dev1ew
(b) D t Intraction

A & B

(@ nly A
e need of customer services:
(b a) Improving Service Quality
Q (b) Raised Product Offerings
(c ) Building Trust and Transparency
(d) All of the above
4. Kinds of customer feedback:
(a) Strctured Feedback
(b) Quantative feedback
(c) Qualitative Feedback
(d) None of the above
5. NPA Stand for:
(a) Net Price Satisfaction
(b) Net Promoter Score
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(c) New Product Survey

(d) National Promotion Strategy

C. State whether the following statements are True or False

1. Customer financial services is fundamental. It involves helping

customers with their banking, insurance, and investment needs.

2. Customer feedback is only important foe the positive aspects.

3. Is social media tool being helpful for collecting the feedback.

O

<&
4. Is it necessary to collection the feedback from the custom%(s\’in a
5

daily basis?

o

5. Customer feedback always help to develop the servi,ng}

<&
D. Match the Column AS)
O
S. NO | Column A S. N% ')bolumn B
©
1 Surveys and Questionnaires &u The Resources
,C:b’ likeSalesforce Feedback
@’S@ Management, NICE
@ Satmetrix, Zendesk, and
bﬂ Medallia
2 Customer )07' Feedback | B Qualtrics, Typeform, Survey
Manageme, @stems Monkey, and Google Forms
4
3 Ne%l:)’fgﬁﬂyoter Score (NPS) C Method of data collection
4 C}rurvey D Group Discussion among 5-
Cb 8 Perso
A <
5 Focus Group E Delighted, AskNicely

E. Short Answer Questions

1. Define Customer Feedback.

2. Why we need of customer feedback?

3. Write some example of customer feedback of financial services.

4. Write any suitable tools for customer feedback.

F. Long Answer Questions
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1. What do you mean by customer feedback? Why is important?

2. Discuss some example of customer feedback for financial services in detail.
3. Discuss the tools and techniques of feedback collection from the customers.
G. Check Your Performance

1. Draft the questionnaire of feedback collection from the customer in market.

2. Draw the chart of the frequently ask the question for collecting the feedback

from the customers
3. Demonstrate the importance of customer feedback in the business. 66

N>
&
NS
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Session 2: Evaluate Feedback to Identify Service Gaps and

Priorities
Significance of evaluating feedbacks

Why Customer feedback important?
A business cannot determine whether its clients are receiving value from@s

product without customer feedback. The product and the go—to—ma.r %Qteam
won't know whether they are cultivating devoted clients if the 't know
whether they are receiving value. Customers' memorable enc rs with the
business will have a significant impact on their long-term switching behavior

and reveal the real reasons behind the royalty, claims %m ner.
o
How can I receive feedback from customers? Q\"

1. Offer live chat assistance: Whenever@ur customers or clients need,

this facility can support and boosta}ﬁe website credibility as well as

N
sales \,6'(,
%
2. Send a recovery email: ¢tistomers once the job is done we should

follow up from the cli@,% about the work has been done. This is the
very simple way d your customers. Some of the email campaigns
are- to know job is done, asking for the feedback, response as early

as possible,g@'.
3. Socia n@dia platforms: A business cannot determine whether its
cli@ are receiving value from its product without customer feedback.
product and the go-to-market team won't know whether they are
ch cultivating devoted clients if they don't know whether they are receiving
value. Customers' memorable encounters with the business will have a
significant impact on their long-term switching behavior and reveal the
real reasons behind the royalty. Social media online platform is one of
the best way to listen your client’s feedback. You can stay with touch
even after the sale. Some of the examples are facebook,linkedin, twitter

and instagram etc.
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4. Face to Face feedback: In-person consumer feedback regarding

product or service always has a personal touch, which makes it easy

for the customer and the brand representative to communicate.

Despite the advantages and disadvantages of online surveys, in-person

interactions with your clients may yield greater results. Asking the

correct questions, followed by follow-up inquiries and clarifications

where needed, will help you gain a comprehensive knowledge of any

current problems and determine what factors actually influence égﬁr

customers' purchasing decisions. . \Q

N
o

Important of customer feedback and customer serv'QQ'

Feedback from customers O Using Consumer Input to
enhances cross-selling a_nd | S > Improve Products and Services
upselling
®
_ ,\ L _ —
/ . L rtant of / Evaluating Consumer

Consumer input aids in your > / ) . .
NS ® 0§ mer feedback ) . Satisfaction with Your Goods
subsequent decision-making nd customer ‘\\ or Services

services

_ @ ®
/ Customer review: %: be a J—/ Enhance your client retention\

tactics with the help of }
( trustworthy source o atlory \customer feedback /

X
Fig. 4.3 @rtant of customer feedback and customer services

S
&

Q

Q sing Consumer Input to Improve Products and Services:

o

Knowing your clients' viewpoints becomes crucial when you
introduce your newest product or service to the market.
Customers' own experiences after making a purchase provide
crucial information about how well your offering works,
highlighting both its advantages and disadvantages. Customer
feedback helps you learn how your product or service is
perceived, including its benefits and shortcomings. Such
thorough knowledge permits continuous improvement, allowing

you to hone your goods or services to better connect with and
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meet the needs of your customers as their preferences and
interests change in tandem with trends.

Evaluating Consumer Satisfaction with Your Goods or
Services: In a market businesses are offering similar goods or
services, the question is raised: Why do your clients value your
offerings separately? The explanation is straightforward:
customers are more inclined to discuss their experiences,
expectations, and needs when they have a positive opinion a&@\t
brand. Even if there are other options, this interaction.g%% you
the chance to enhance your offering based on their Q@ tations.
Enhance your client retention tactics wi "a’ie help of
customer feedback: Client feedback always’support you to
increase your products and retain your 1{@1 customers as well.
When you are ready to attain your customer’s expectations you
can easily retain them by multiple s%g?egies. When you do effort
in to improve your products or se@ces and also retain them, they
will not just prefer your bra»f&f but also get you two more new
clients. \J@

Feedback from %mers enhances cross-selling and
upselling: Ups ]j.%g and cross-selling have advantages of their
own. RegardleSs~of your company's size or industry is big or
small. You%n use the feedback from your customers to upsell
and cr%—sell your goods and services. You can become an expert
at 'gelling and cross-selling your goods and services if you can

@rsuade your clients with your recommendations.

Cl} Consumer input aids in your subsequent decision-making: In

)
&

the concern, you cannot guess the situations to analyze the
things, Plan ahead and consider the consequences before making
a choice. Consider the suggestions made by your customers and
attempt to put the best of them into practice.

Customer reviews can be a trustworthy source of
information: Today's technology may create or damage your
brand in a matter of minutes. Many people are likely to purchase

your goods or service based on reviews left by other customers on
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reliable websites or social media platforms. When you are able to
give them the greatest customer service and assistance, these
reviews will help you easily acquire new clients. Nowadays, a lot
of businesses have integrated review systems into their goods and

services.
Impact of Customer Feedback on Evaluating Service Gaps and Priorities

Feedback can directly impact on customers in several ways: e},

An edge over
competitors

Finding problems and QO’

Resolution
&
Adaptation and a 6
Innovation @ :
Improve’ to products
Impact of Customer érvices
F

‘eedback on Evaluating
Service Gaps and
[T—] Priorities
Increasing Transparency @ )
and Trust ;
Personalized Experience

Proactive Client Support

Enhanced Involvement

@\,
x&

Fig. 4. 4 Impact of Customer Fet%a%{ on Evaluating Service Gaps and Priorities

1. Finding problems @é esolution: For firms, feedback analysis is a
very important diggnostic tool. It can be used to identify persistent
issues or are \Of discomfort that are impeding the client experience.
This co 'ﬂe anything from delays in customer support responses to
tec@ issues with a website. You can prioritize fixes and make

ments to quickly address these problems once you've identified
éii@(;jn. By taking a proactive approach to problem-solving, additional

Q% consumer discontent is avoided.

2. Improvements to products and services: Analyzing client feedback
reveals which are the elements of a product or service are successful
and unsuccessfully. This information can be used to develop current
offers and spur the development of new goods and services. Offers
always reflect what clients actually need and want if you incorporate

their input into process growth.
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For example, a concern may investigate sustainable materials and
modify its packaging to satisfy consumer demand for more
environmentally friendly packaging solutions if feedback research
indicate that this is the case.
Similar to this, developers might prioritize adding features in future
updates if feedback indicates that users would like to see more features

in a software product. To address this problem, they can also use a

callback system. @b’
3. Personalized Experience: Each client is different, with p ular
wants and preferences.Businesses are able to identify the dividual

distinctions through feedback analysis. finding toizvhat each
consumer likes, dislikes, and expects is similar to ha@ing a discussion
with them. Q)

For instance, companies might modify suggestions and promotions to
better suit the preferences of customers i%?dback indicates that they
favor particular product categories. {(@tionally, they can address the
customer's particular concerns aﬁ‘l use their name to customize
communications. \,6

4. Enhanced Involvement: mers want to feel that their opinions are
valued when their voicg atters. Companies demonstrate their concern
for their customersPy actively listening to and acting upon their
feedback. This @)motes continued involvement and fosters trust.
Consumers %\Z}' more inclined to stick with a company that respects
their Vie@'bﬁnts and gives them a sense of belonging.

Bu%&es gain from this increased engagement in a number of ways.

l@?enue is increased by from loyal clients, those are repeated in several

mes. If customers are loyal and repeated they can be a brand

Q advocates, sharing their positive experiences with others, which can
attract new customers.

5. Proactive Client Support: Feedback isn't limited to what happens
after a purchase. It is a continuous process and dialogue among among
the two persons. By keeping a close eye on feedback, which will support
the spot new trends, see possible difficulties, and take action before

they become serious problems. This proactive strategy stops bad
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encounters from getting worse and demonstrates a dedication to client

happiness.

For instance, a business can look into the reason for an increase in
unfavorable remarks regarding a certain element of its product, get in
touch with the impacted customers, and provide alternatives or

solutions. They can avoid more annoyance and demonstrate to clients

that their issues are handled seriously if they respond very qui&%hy.
Systematically collect the feedback Proactive customer%éérvice

not only swiftly, issues

but also fosters loyalty and trust by demonstrating toQ}&xts that the

business is making an effort to meet their needs. <
Increasing Transparency and Trust:
xO
Any effective client connection is built o t. If we value and act on

customer input, you show openness al@a dedication to progress. They
demonstrate to clients that they yq@e their feedback and are making

an effort to improve the experie%@.

>

Suppose your business §s negative input regarding a perplexing

feature on its websi that scenario, they can publicly admit the

problem, descrihéhe actions they are taking to resolve it, and keep

clients inform&’&of their progress. Customers can tell that the business

cares ab@ﬁ(g;eir concerns and listens to them thanks to this open
ica

com tion.

Q

7 @aptation and Innovation: The world is changing quickly. Consumer

&

8.

preferences and wants also evolve. Analyzing feedback enables
organizations to stay competitive.
Businesses may stay relevant and desirable to customers by adjusting
to these shifting expectations. Remaining competitive in the fast-paced
industry of today requires the capacity to innovate and adapt.

An edge over competitors: Companies who are proficient in feedback
analysis have a significant competitive advantage. They provide

consistently outstanding experiences, better understand their clients,
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and attend to their demands. This customer-focused strategy increases

client retention, draws in new clients, and propels company expansion.

Process of Feedback Evaluation and Service Improvement
The Process of Feedback Evaluation and Service Improvement, which assists
in converting client feedback into useful service enhancements, is explained

in this concise and organized manner:

Apply and
Ofgadf;lZ: the Modification in < :
Feedback

Systematically Analyze the Track and Assess
K collect the feedback Data the Effects
R / 4
N\, _,;,&"’

\,
@&

Fig. 4.5 Process of Feedba&aluaﬂon and Service Improvement

1. Systematically coll@e feedback
X

The first and most im%rtant phase in the procedure is gathering patient
feedback. There ar@%&zeral ways to get feedback:

Surveys: Thls@ e one of the way to get patient input is through online and
offline sury, Questlons can be raised through Open-ended and rating

scales Q both the possibilities.
Fee Forms: Located in key areas within the location and invite
c ers to talk about their experiences and suggestions.

Digital Platforms: To get client feedback by using the platforms like websites
and apps.

In-Person conversations: Direct conversations with clients can provide in-
depth insights into their experiences.

2. Organize the data:

Feedback must be sorted and categorized after it has been gathered. This
stage entails:
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Sorting Feedback: Group feedback categorized according to several criteria,
including demographics, service type, and department.
Coding Responses: To create the coding and know the responses according
to the themes and patterns.
Digital Tools: To handle massive amounts of feedback data, use software
tools.

3. Analyze the Data:

Analysis of Quantitative Data: Analyzing numerical data is a compone@f
quantitative analysis. This can be accomplished\(} y:

&

Finding Averages: Calculate the mean scores for the various Q@%onents.

Finding Trends: Examine feedback patterns over time to spereas that have
improved or < declined.

AS)

Comparing: Examine the performance in compariso@ peer institutions or
industry norms. X,

O

Analysis of Qualitative Data: The goal(of qualitative analysis is to
comprehend the fundamental causes fete:)ack. Among the methods are:

&
Thematic analysis: Identification 9?%6 themes and patterns in open-ended
responses.

Sentiment Analysis: Deter “A,e whether patient feedback is good, negative,
or neutral by using natul)%@anguage processing technologies.

4. Apply and M 'f@ation in Feedback: Not every piece of feedback will
need to be agddressed right away. Give top priority to comments that
have the Jbi 'gest effects on patient outcomes and experience.

For appl}ﬂé}he feedback, it is needed develop a detailed action plan that

includesq\,

C‘Q jectives: Define clear aim based on the feedback.
Q% Strategies: Outline strategies to achieve these task.
e Timeline: Set a realistic timeline for implementation.
¢ Responsibility: Assign responsibility to specific among the groups.

5. Track and Assess the Effects:

Keep a close eye on the effects of the modifications always impact. To gather
continuous input and evaluate the success of the adjustments, use the
patient feedback system.
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Assess the effectiveness of the modifications by:

Feedback Comparison: Examine comments both before and after the
modifications.

Satisfaction Surveys: To gauge satisfaction levels after adoption, conduct
targeted surveys.

Performance Metrics: Examine performance indicators pertaining to the
areas of improvement.

Precautions during the evaluation of customer feedback <

0>

Making ensuring the procedure is fair and strong is essential whenieg's’essing
consumer feedback. ,S,O

This involves careful consideration of the source and conte%o the feedback,
as well as the methods used for analysis. It also entafis taking action to
guarantee that only significant and legitimate feedbackeis taken into account.

Consider the following safety measures: %O

¢ Clear personal bias: \,©
e While the analysis of th '\Qfent’s responses we should not
disregard of unpleasant’Qg'hnfavorable feedback.
e Avoid interpreting @lments according to your own beliefs or

presumptions. bﬂ

e Pay attent'o@}fo the client’s real words rather than your
interpretat%n of them.

X
e Consider q&’&he comments are important:

o @?ot disregarded from the small numbers of the problems.
4$To obtain a balanced perspective, consider both good and
Q negative input.

ch Respect the privacy of customers:

e Make that data privacy and confidentiality are maintained when
analyzing names, emails, or particular situations.

e Observe all applicable data privacy rules (such as the GDPR,
where applicable).

¢ Clear of overgeneralization:

e Never assume that a single comment reflects the opinions of all of your

customers.
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e Make inferences based on patterns or trends

Make sure the categories are correct

e Accurately group comparable feedback to prevent deceptive analysis.

e Inaccurate actions may arise from misclassifying a complaint.

Keep Your Mind Alive

e Use standardized techniques (such as sentiment analysis and feed&ék
scores) where ever is possible for better result.
.\@

e Clear of emotional impact, particularly when using harsh riticizing

language. Q
Avoid Postponing Assessment e

e Analysis must be done promptly because a delay@ reaction lessens the
value of feedback.

e Feedback that is too old may not accu @y represent the current
consumer experience. ‘§

Check Before Acting \,

O

e Verify data before implementi@v service or operational changes in
response to feedback. X0
e Follow up with the client @9 clarification if at all feasible.
Incorporate a Range of Vl@%pmts

e Fora compreher%sé interpretation, include team members from other
departments as marketing, sales, and support.

e By domgﬁ'&s departmental blind spots are avoided.

Record Ev%
ﬁn

. ent the steps, choices, and actions involved in the feedback

%nalysm process.
S
Q

This facilitates progress monitoring the decision when it is necessary.

PRACTICAL EXERCISES

Activity 1: Draw a chart suggest priorities on the basis of feedback.

Read the table given below and suggest a priority level (High, Medium, Low).
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S. Feedback Priorities

No

1 Every time I attempt to make a payment via a | High/Medium /Low
mobile app
2 Your staff was nice but he will solve my | High/Medium/Low

problems after some time

Website design is very good, very easier to use | High/Medium/Low

4 Too many messages in email, phone its High/Medium/Log
annoying <

Y
S Customers services executives are not trained | High/ Med,'ﬁw@/v Low
0

and gave the wrong answers
O

6 II have been charged for my subscription each | High MMedium /Low
month.
O
x
7 Live chat suggestion is good &\ High /Medium/Low

O\
<
Activity 2: Classroom Exercise: Point O@the Significant Factors for
Evaluating Feedback .
g N4
To assist students in recognizing a@omprehending the critical elements
that contribute to feedback's val ap usefulness for development.

Instructions: %
¢ Read the sample que é& s which are given bellow.
e Discuss in pairs an@-writing, what makes the feedback helpful or not
for each one. é
e enumerate the*elements that aid in determining whether the feedback
is importar;{(&‘ not.
Sample Qu QIS/ Statements
1. I likesthe way of communicate of teacher - it was clear.
2 are not a good person.
@ The school library is required to be enrich.
4. Lunch was ok
5. The activates is the best way to learning. Can we have more in the
classroom.

6. This is boring

7. The visit was well organized and fun

Task A: Which one of the examples is good according to you?
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Task B: List at least 5 significant factors that help in evaluating
feedback.

(Example: Is the feedback clear? Is it specific?)

o« ees

........

20
T
4. e
s \Q&
CHECK YOUR PROGRESS NP
S
A. Fill in the Blanks Q
1. Assessing feedback aids in pinpointing ........... 5@6
2. Consistent evaluation of feedback fosters a cogstant............... habit.
3. Positive comments can raise the quality o e, and services.
4. Feedback is helpful, it must be specificang”.................
5. Feedback aids in improving future..... ‘%
B. Multiple Choice Questions N

&

S

O

AN
1. How can I receive feedbac@jfrom customers?

(a) Offer live chat as {stance
(b) Send a recov%ﬁaﬂ

(c) Social media platforms
(d) All of the @ve

2. Customer %%t’back and customer services important because:

(@) Dféegarding the needs of the customer
b adorn the website
o comprehend and enhance goods or services
4@ (d) To raise the price of advertising

. What actions should companies take in response to consumer
feedback?
(a) Immediately remove it
(b) Utilize it to enhance their offerings
(c) Disregard it until it's good
(d) Tell just your friends about it

4. In assessing service gaps, what is the primary function of
customer feedback?
(a) To greed the clients
(b) To pinpoint areas in need of growth
(c) To increase service fees
(d) To perplex staff
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5. Customers Feedback is helpful for benefit of the business:
(a) Cover up their flaws
(b) Determine which changes are most urgent
(c) Terminate staff
(d) Shut down the company

C. State whether the following statements are True or False

1. feedback is wuseless when in identifying areas that need
improvement.

2. Analyzing client feedback aids in identifying problems. b’

3. Only constructive positive response to be considered. <

4. Complaints from customers may indicate deficiencies in tp%@ality
of services \',\,

5. Negative feedback should always be ignored or accepte

D. Match the Column @Q
Q.
S. No |Column A S. No Colu@n B
X
1 Establish priorities A ke use of reviews, polls, or
‘t ace-to-face communication
)
2 Determine any gaps in ~ | Determine reoccurring
services o Q) problems
Examine typical problems Qﬁ\C Pay attention to regions
X
Gather client opinions (b.\’ D Assists in identifying the service
@ requirement

Pha

O
E. Short Answer Questi@

1. Why Customer fe@&baek important?

2. How we can‘&ive the feedback from customers?

3. What @s of precautions we should take during the evaluation of
custo dback?

4. @ne the impact of customer feedback in evaluating the service

i@o ovement.

F. Long Answer Questions
1. Write a detailed note on “Customer feedback is important”.

2. Discuss the Process of Feedback Evaluation and Service Improvement.
3.Explain the impact of Customer Feedback on Evaluating Service Gaps and
Priorities.

4. Why customer feedback and customer services important? Discuss.
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G. Check Your Performance

1. Draw a charts of complaints by the customers.

2. Make a chart — “Process of Feedback Evaluation and Service Improvement”.
3. Demonstrate the importance feedback evolution of the customers.

4. Make a questions which can be asked from the customers for their
betterment.
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Session 3: Manage and Respond to Negative Feedback
Constructively

Managing and Responding to Negative Feedback Constructively

Introduction

In every business, especially in customer-facing sectors like banking and
financial services, receiving negative feedback is inevitable. However, how,
organization manages and responds to that feedback can signifi gntly
influence its customer relationships and reputation. Constructive haadting of
complaints not only helps in resolving current issues but opens
opportunities for long-term improvement and customer retent:’;@. Customer
feedback, whether positive or negative, is an opportunity f(Qimprovement.
Constructive handling of negative feedback can enhance the organization’s
image and customer loyalty.

xO
1. Responding to Negative Feedback Q\"
Responding to customer complaints effectively is the first and most
crucial step in managing feedback.

Key principles to keep in mind while regpdnding:

x&
e Acknowledge Promptly: Q
Always respond to complad as soon as possible. A prompt response
shows the customer t their concern is being taken seriously.
e« Stay Calm and Prof& ional:
Avoid defensive or tional reactions. Maintain a respectful and
professional ton@ all times.

e Apologize Si rely:
A simple a nuine apology can defuse tension. It is important to

show em@t y even if the business is not entirely at fault.

Example: sincerely apologize for the inconvenience caused and
apprec@gyou bringing this to our attention.”

@‘O%larify the Issue:
Ask relevant questions to understand the exact nature of the
complaint without placing blame.

o Offer a Solution or Next Steps:
Explain clearly what actions will be taken to resolve the issue or
prevent recurrence.

2. Improving Based on Feedback

Customer feedback is a valuable resource for organizational growth and
quality enhancement. Customer feedback serves as a mirror that reflects the
strengths and weaknesses of a service. While positive feedback reinforces
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good practices, constructive or negative feedback reveals areas that require
improvement. Responding to such insights with a proactive mindset is
essential for delivering better customer experiences, increasing efficiency, and
maintaining competitiveness in the service industry, especially in sectors like
banking and finance.

Steps to implement improvements:

o Identify the Root Cause:
Investigate whether the issue arose due to internal processes,
miscommunication, or technical error. b’
e« Track Feedback Trends:
Use customer relationship management (CRM) systems or fee.d

logs to identify patterns and recurring complaints. \',\,

« Update Processes and Policies: O
If necessary, revise internal protocols or customer servi rocedures
to eliminate future issues.

e Train Staff Continuously: &

Provide regular training to employees to enhance-their problem-
solving and communication skills, based on theMeedback received.

3. Retaining the Customer ‘%O

In today’s competitive service environmern{, negative feedback is inevitable.
However, how an organization respondsn%@and manages such feedback often
determines whether a customer sta r leaves. By handling complaints
constructively, businesses not only 18solve issues but can enhance customer
loyalty and improve their reputa@fi

Effective management egative feedback is a customer retention
strategy in itself.The goal andling feedback is not just to solve the issue
but also to restore anda:% in customer trust.

Effective retentio;biéfrategies include:

resp increases frustration.
/\, cknowledge feedback within 24 hours.
ng Keep the tone professional and respectful.
% esolve the Issue Transparently: Offer clear, fair, and prompt

o Respo;@uickly and Politely: Time matters. A slow or rude
O

solutions.
o Be honest about what went wrong.
o Take ownership and offer corrective actions
o Follow-Up:
Personally contact the customer after the issue is resolved to ensure
satisfaction.
o Provide Goodwill Gestures:
Offering small compensations like service discounts or personalized
thank-you notes can rebuild customer goodwill.
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o Demonstrate Changes:
Inform the customer about changes made based on their feedback.
This shows accountability and responsiveness.

o Convert to Loyal Customers:
A complaint that is resolved effectively can turn a dissatisfied
customer into a loyal brand advocate.

Customer Feedback Management

Acknowledges and
addresses customer
concerns

Responding

Enhances products or
services based on
feedback

Retaining
Customer

Ensures continued
customer loyalty

Fig. 4.6 Customer Feedbacl@anagement

PRACTICAL E@RCISES

Activity 1: Role-play responding to@r ratings or reviews.
Material required: Notebook, P‘@:‘&enCH and Eraser

Procedure: b«%

1. First of all, intro 'Qt’he topic and its importance to the student.
2. Divide students 1nto pairs or small groups.
3. Assign one stuident as the "customer" and one as the "business

representa
4. Ask eac oup to perform their role-play in front of the class or

w1th @nall circles.
5. P eer and/or teacher feedback on each role-play.
6. ach student writes a formal written response to a different poor

&

CHECK YOUR PROGRESS

A. Fill in the Blanks

1. A response to complaints shows that the organization takes
customer concerns seriously.
2. A sincere can help calm an upset customer and build trust.
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3. Customer feedback is an opportunity for and service

enhancement.
4. Feedback trends can be tracked using tools like systems.
5. the customer after resolving a complaint ensures

satisfaction and shows care.
B. Multiple Choice Questions

1. What is the first step when responding to negative feedback?
a. Ignore themessage
b. Wait for a second complaint b’
c. Acknowledge it promptly <
d. Transfer it to another department . %(,\’
2. Why should an organization apologize even if it’s not fully at @t?
a. To accept blame Q
b. To win awards
c. To show empathy and calm the situation ~O©
d. To avoid legal action &O
3. What is a goodwill gesture? OK"
a. Ignoring a complaint
b. Offering a gift, discount, or thank-you n@e to the customer
c. Sending a legal notice \,
d. Blocking customer feedback '\/(b’

4. What does a follow-up after reso}gﬁneé an issue indicate?
a. Delay in closing the complai

b. Ongoing issues
c. Customer care and res@pibility
d. None of the above )&

a. Hide it from agement

b. Delete it @ he CRM
c. Identify, patterns and revise processes

d. Post i social media

5. What is one way gw e negative feedback for improvement?

C. Sté@}hether the following statements are True or False

Qcp Negative feedback should be ignored to avoid damage to brand image.
2. A customer complaint, if handled well, can lead to loyalty.

3. Feedback must always be acknowledged within 3 days.

4. Offering compensation is one way to regain customer trust.

5. Training staff on complaint handling is not necessary.

D. Match the Column

S. No Column A S. No Column B

162



1 Prompt Acknowledgement A Shows quick attention to customer
concerns

2 Apology B Helps restore customer trust with
empathy

3 CRM System C Tracks complaints and feedback
trends

4 Follow-Up D Ensures the customer is satisfied
after resolution

5 Goodwill Gesture E Small offer like a discount to
regain customer satisfaction

O

Short Answer Questions <

0>

1. What is the first step a CSA should take when responding to:e%ative

feedback?

2. Why is it important to apologize even if the organizatiogys-fiot entirely
at fault?

3. How can CRM systems help in improving service b@gd on customer
feedback?

4. What is one benefit of following up with a custo’f«ncgr after resolving
their complaint?

5. Name two effective retention strategies u after receiving negative
feedback. @

&P

1. Explain why constructive%{ggjng of negative feedback is important
C

Long Answer Questions

in the financial services s

2. Describe the key principles SA should follow when responding to
negative feedback. %

3. How can orgamzatm@ use negative feedback to improve their internal
processes and s delivery°

4. Discuss how r complaint management can lead to increased
customer reV%ﬂon and loyalty.

5. Outline by-step approach a CSA should follow from receiving a
complain o resolving it and retaining the customer.

Check “&' Performance Questions
(lb@hmk of a situation where you received or witnessed negative
feedback. How was it handled, and what could have been done better?

2 List three actions you would take as a CSA to ensure a complaining
customer feels heard, respected, and valued.
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Session 4: Suggest actionable improvements based on
customer insights.

Suggesting Actionable Improvements Based on Customer Insights
Introduction

Customer insights are valuable data collected through feedback, surveys, and
service interactions. These insights help in making strategic decisions to
improve service quality. In today's customer-centric economy, understanding
and acting on customer insights is not just good practice—it’s a stratggi
necessity. Businesses, particularly in the service sector like banki Cand
finance, gather massive volumes of customer feedback through surveys,
complaints, usage patterns, and support interactions. These insiggf ust be
transformed into actionable improvements to enhance custom@ perience,
boost loyalty, and maintain a competitive edge.Furthermor Ow customer
insights can be translated into data-backed recommendations and explains
the rationale for continuous service improvement.
xO

Sources of customer insights include: X,

éo
e Feedback forms and surveys
e Social media comments and reviews @
e« Complaint records
e Customer service interactions 'Q\’(b’
e Transaction and usage data \,@
e Net Promoter Scores (NPS) Q-

Steps to actionable improvpg%ents on customer insights
1. Making Data-Backe @ommendations

Recommendations ed on real customer data are more credible,
measurable, and i ed with actual needs. These are not guessing—they are
improvements are supported by facts.

Steps to AQ Data-Driven Recommendations:

%@ Collect and Analyze

Data

Z Segment the
Findings ~
i Prioritize Key
Issues

Recommend
Targeted Solutions

p-
[, Support with
L Evidence

Fig. 4.7 Steps to Make Data-Driven Recommendations
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a) Collect and Analyze Data:
Use tools like CRM systems, Google Forms, or feedback dashboards to
organize data. Look for patterns:

e« Which services are getting the most complaints?
e« Which features are frequently requested?
e« What is the average customer satisfaction score?

b) Segment the Findings: b’
Break insights into relevant categories, such as: “(}6
e Product/Service quality \',\,%

e Wait time or responsiveness
o Staff behavior Q’Q'

e Online experience <

c) Prioritize Key Issues:
Focus on high-impact areas. For example, if 60% o cﬁmplaints are about
ATM downtimes, improving ATM services should hgyd priority.

d) Recommend Targeted Solutions:
Frame specific, realistic, and customer—foc%@ed improvements. Examples:

e “Based on 80% customer feedba@\éxtend branch hours on Saturdays.”

e “Upgrade the mobile app interz,?ee to reduce login errors, as reported by
30% of users.”

e) Support with Evidence: %
Attach charts, customer es, or percentages to show why the
recommendation matt
N
2. Reasons for Ser\eﬁ; Improvement

There are multiple business and customer-centric reasons why
organizati ust continuously improve services.

a) Erglp\éing Customer Satisfaction

]@ r services lead to higher satisfaction levels, which in turn:

e Improve customer loyalty
o Encourage positive word-of-mouth
e Reduce churn rates

b) Staying Competitive

In industries like BFSI (Banking, Financial Services, Insurance), even a
minor delay or poor digital experience can drive customers to competitors.
Improvements help businesses:
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¢ Maintain market relevance
e Offer better value than rivals
¢ Launch innovations based on real needs

c) Increasing Operational Efficiency

Many customer complaints highlights internal inefficiencies. For example:

e Long queues may reflect poor staff scheduling.
o Frequent login errors may signal outdated software.

Improving these areas benefits both customers and internal operations. &

d) Building Trust and Reputation "Q\’\?

When customers see their feedback leading to change, they f Q:alued. It
boosts the brand’s image and creates emotional loyalty. <

Example: Data-Backed Improvement in a Banking@nario

Insight: 45% of online banking users report diffi Qﬁj’f in finding the "Fund
Transfer" option.
Recommendation: Redesign the mobile app@shboard to make "Fund

Transfer" a primary button on the home scCreen.
Reason: Reduces customer effort, imprﬁ(&’ digital adoption, and decreases

calls to the helpdesk. \,6
»

P %ICAL EXERCISES
Activity 1: Group tas@uggest 3 improvements based on fictional feedback
report X,
Material requiredy:(zNotebook, Pen, Pencil and Eraser

Procedure:
&

1. l‘s]; of all, briefly explain the task and objective.
2 ~Divide students into small groups.

? sk groups complete the task with a set time limit.
Q . Tell each group to shares their findings or product.
5. Conduct a classroom discussion to solve the doubts of students.

CHECK YOUR PROGRESS

A. Fill in the Blanks

1. and are key tools for collecting direct customer
feedback.

2. Actionable improvements should be based on rather than
assumptions.
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3. Segmenting insights helps organizations understand specific problems
in areas like staff behavior or experience.

4. In banking, issues often lead to a high volume of
complaints and need prioritization.

5. When businesses act on feedback, it helps build customer
and brand reputation.

B. Multiple Choice Questions

1. What is a primary benefit of making data-backed recommendations?

O

a) They are faster to implement <

N>
&
NS

c) They reduce employee workload Q’Q’

b) They are supported by customer data

d) They are cheaper than other strategies «O@

2. Which of the following is NOT a typical source dﬁcc)ustomer insight?

a) Net Promoter Score %O
b) Sales meetings \,©
c) Complaint records 6{,\’

X0

d) Social media comme O

3. What is the first step igé;eating actionable improvements from
customer insights? A

a) Reco?z,{g-%d targeted solutions

b) %&rt with evidence

@Collect and analyze data

CJI\, d) Segment the findings
Q% A benefit of enhancing service quality includes:
a) Reducing employee turnover
b) Increasing the number of surveys
¢) Improving customer satisfaction
d) Eliminating NPS
5. In the example provided, what was the suggested improvement for

online banking users?
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a) Adding more fund transfer steps
b) Hiding the fund transfer option
c) Making fund transfer a primary button
d) Removing fund transfer from the dashboard
C. State whether the following statements are True or False

1. Insights based on assumptions are more effective than data-driven b’

recommendations. "8
2. Reducing ATM downtimes is an example of addressing a high—i%@act
issue. A
3. Only negative feedback is useful when analyzing custome ights.
4. Data segmentation helps identify specific areas of servi at need
improvement.
5. Enhancing operational efficiency has no impact ome@tomer
satisfaction.
xO
D. Match the Column O\/
S. No Column A S. No© [ Column B
\Y
1 NPS @' Customer satisfaction metric
C |
2 CRM Tools x&/'B Organize and analyze customer
o data
3 Social Media Reviews 53\ | C Source of real-time feedback
A
4 Wiait Time &GD D Service efficiency issue
A
5 Loyalty %’\' E Result of valued customer
experience

X
E. Short Answ%)'Q(géstions

1. Wha @é two common sources of customer insights in the financial
S s sector?

2. are data-backed recommendations more effective than

%ssumptions?
Q@ What is the first step in turning customer insights into actionable

improvements?

4. How does improving internal inefficiencies benefit both customers and
the organization?

5. Give one example of a data-driven recommendation based on
customer feedback.

F. Long Answer Questions

1. Explain the importance of using customer insights to make service
improvements in the banking and finance industry.
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2. Describe the steps involved in making data-backed recommendations
from customer feedback.

3. What are the business benefits of continuously improving customer
service based on feedback?

4. How can segmenting feedback into categories help organizations
prioritize improvements?

5. Discuss how acting on customer insights can help build trust and
enhance a brand's reputation.

G. Check Your Performance Questions

1. Identify a common customer issue (real or hypothetical) in a bank'@?
environment. What data might support this issue, and what \Q
recommendation would you make? %

2. Imagine your organization received multiple complaints é%t digital
service delays. How would you analyze and act on this ack to
improve customer experience?
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MODULE 5: DOCUMENTATION AND LEGAL COMPLIANCE

In financial services, proper documentation and adherence to legal
compliance are fundamental aspects that ensure the smooth functioning of
transactions and protect the interests of both customers and financial
institutions. Whether a person opens a bank account, applies for a loan,
invests in mutual funds, or buys an insurance policy, certain documents@e
required to verify their identity, financial status, and purpose.\@%‘ese
documents are not only used to identify and authenticate custo .\but also
to meet regulatory requirements. As financial services play etitical role in
the economy, all activities related to these services must begperformed legally

and well-documented. 0O
O
Documentation refers to the collection, m%régsion, verification, and
safekeeping of various papers and records prove the identity, income,
address, and financial standing of a cust‘o\,mer. These documents form the
basis of any financial transaction an%,é\@'needed at multiple stages of the
customer journey, such as openin %&ceount, processing a loan, purchasing
a financial product, or closing a count. Documents such as Aadhaar card,
PAN card, voter ID, passpor@}ility bills, salary slips, bank statements, and
photographs are often s@as proof of identity, address, and income. These
records provide a w. toﬁnow the customer better and ensure that the person

involved in the tr{@action is genuine.

The term ‘degal compliance' means following all the rules, laws, and
>
ins%@mns must comply with the regulations laid down by the Reserve Bank
OQ dia (RBI), Securities and Exchange Board of India (SEBI), Insurance
Regulatory and Development Authority of India (IRDAI), and other regulatory

regulatj that are applicable to the financial sector. In India, financial

bodies. These rules are designed to protect the financial system from fraud,
corruption, and illegal activities like money laundering and identity theft. By
ensuring legal compliance, financial institutions gain the trust of the public

and contribute to the stability and reliability of the financial system.
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Proper documentation and legal compliance also help in maintaining
transparency. When a customer signs a document or submits proof of their
identity or income, it becomes a part of the official record. This record can
later be used as evidence in case of any dispute or misunderstanding.
Moreover, keeping accurate documents makes the work of auditing and
reporting much easier for financial institutions. For customers, proper
documentation provides a sense of security, as they can be assured that their

data and transactions are being handled responsibly. b'

<

One of the key objectives of documentation in financial services is ,@mplete
the Know Your Customer (KYC) process. KYC is a mandatory é@cess that
helps institutions verify the identity and address of custo&rs. It plays a
major role in preventing financial crimes and ensuring‘@%c only legitimate
individuals can access financial products and service‘SVQ‘hrough KYC, banks
and other institutions collect and update custo (ﬁéta, track their financial
activities, and report any suspicious trat@%ons to the authorities if
required. KYC is not a one-time proces%\, It must be updated regularly,
especially when there are changes in c{.@tomer details or when the financial

product requires stricter verificati fb)sl

they are essential practice at protect the integrity of financial transactions

In conclusion, documentaﬁnd legal compliance are not just formalities;
and build trust betw%l customers and service providers. For students
preparing to work i@%}fe financial sector, having a strong foundation in these
areas is nece@ﬁy. It helps them understand how the financial system
operates, laws govern it, and how to ensure every transaction is carried
out in &qul and transparent manner. By learning about documentation
an %gal compliance, students can prepare themselves to become
r@ponsible, ethical, and efficient professionals in the world of financial
services.

The module will focus on Documentation and Legal Compliance divided in
Four Session. The First Session is Based on Maintain accurate records of
customer interactions and transactions. Second Session is on the topic

Prepare documentation for complaint resolution. The Third Session will be

discussed on the topic Understand legal frameworks related to customer data
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protection. The Fourth Session is on topic Prepare for audits and maintain

quality records as per standards.

SESSION I: MAINTAIN ACCURATE RECORDS OF CUSTOMER
INTERACTIONS AND TRANSACTIONS

1.Introduction to Documentation e}

Documentation refers to systematically recording, storing, and main«@%ing
data, events, transactions, or communications in a written, digital“%} printed
format. In the context of Customer Service in Finaﬁ}l Services,
documentation plays a vital role in capturing every aspect@f e customer’s
interaction with the organization, be it enquiries, Nc@mplaints, service

e o 0
requests, transaction details, or feedback. X,
O

This process ensures that all customer @ ractions are tracked and
t

referenced in the future, contributing consistency, accuracy, and

&P
x&
Key Elements of Documentations)~

3

Tim@ESS

&)} s should be

%ated in real-time
as soon as possible

accountability.

Confidentiality
Sensitive customer data
must be securely stored

Key Elements of AcCuraCy
Ddctmentation Information must be
factually correct

Completeness

C\ All essential details

must be included

Clarity a

The content should be
clear and understandable

Fig. 5.1 Key Elements of Documentation
e Accuracy: Information must be factually correct.

e Clarity: The content should be clear and understandable.

e Completeness: All essential details must be included.
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e Timeliness: Records should be updated in real-time or as soon as

possible.

o Confidentiality: Sensitive customer data must be securely stored and

only accessible to authorized personnel.
2. Significance of Documentation:

Documentation is not just about recording facts—it's a critical business
function that supports operational efficiency, legal compliance, cust%ér
satisfaction, and future analysis. . éo

5

AS)
QQ
Q

Customer Service and Operational :
Relationship Management Efficiency ,@

CALONLO

Legal and Regulatory Fraud Detectj 'ﬁg;d Risk Data Analysis and
Compliance Man@ ent Strategic Planning

I
Fig. S@iﬁcance of Documentation:

2.1. Legal and Regulat@%ompliance
X

Financial institu‘;{ are heavily regulated. They must maintain accurate

documentation™Me comply with laws such as:

e T anking Regulation Act, 1949

%%he Reserve Bank of India (RBI) Guidelines
Q. Prevention of Money Laundering Act (PMLA), 2002
e Know Your Customer (KYC) norms

e Goods and Services Tax (GST) documentation

Failure to maintain proper records can lead to legal penalties, audits, and

reputational damage.
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2.2. Customer Service and Relationship Management

o Offer personalized services based on past interactions.

e Resolve issues more quickly and effectively.

o Track service requests, complaints, and feedback.

« Ensure consistency in responses, improving trust and satisfaction.

2.3. Fraud Detection and Risk Management 66

N>
&
NS

e Help in internal audits and external investigations. Q»Q«

o Identify unusual activities or suspicious transactions.

o Mitigate the risk of errors and frauds. NOQJ
2.4. Operational Efficiency \,O
X
e Enables smooth handover of tasks betwe mployees.

« Acts as a reference point in dispute fesolution.
i - Ly
o Facilitates training of new em;{i@ es with real-case examples.

2.5. Data Analysis and Strategie@h(gning

Documented records are e@al for:
XU

o Identifying cugs{t&o.'%%r trends and preferences.

. Analysin@@ ormance metrics.

. Plaﬂ@g future marketing or service strategies.

3. 'Ié% of Documents Required by the Customers:

e
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Account Opening and Closure
KYC forms

Identity and address proofs 1
Customer declaration forms
\ Customer Queries and Complaints
| Telephone call logs

Email communications

Online chat transcripts
Transactions and Services
« Telephone call logs
© Email communications
¢ Online chat transcripts

Service Requests

* Requests for cheque books, account
statements

« Mobile/Internet banking registration forms
« Card issuance and replacement requests
Regulatory Declarations
* FATCA/CRS declarations

® Form 15G/15H submissions

Fig. 5. 3 Types of Documents Required by the Custome&s;,O

1. Account Opening and Closure e
O
o KYC forms Q)
o
o Identity and address proofs %O\J
o Customer declaration forms @

N

2. Customer Queries and Complainte N4
x&
o Telephone call logs Q-
o Email communiré' ions
o Online Chaé@scripts
3. Transactions &ﬁd Services
o D it and withdrawal slips
,{;%éan application forms
%% o Payment receipts and confirmation messages
Q4. Service Requests
o Requests for cheque books, account statements
o Mobile/Internet banking registration forms
o Card issuance and replacement requests

5. Regulatory Declarations
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o FATCA/CRS declarations
o Form 15G/15H submissions
4. Formats of Documentation

Documentation in financial services can be categorized into various formats

depending on the mode of communication, purpose, and medium of storage.

4.1. Physical Documentation (Paper-based): Traditionally, ﬁnane'}z’ﬂ
institutions relied on physical documents for recording transaotio,(génd

customer details. These are still widely used for legal and @@Iiance

requirements. Q’O’
Examples: <
O
e Account opening forms K,O

e KYC documents (PAN card, Aadhaar card%hcgtocopies)
o Loan agreements and promissory ncf\e,s

.\'(b.,
e Receipts and vouchers @'&
X0

e Service request forms &

4.2. Digital Documentation: \@the growth of technology and digital banking,

most records are now \?electronically.
Examples: (b‘%&

e Email co &unications

e O ‘;e banking logs

%%oice recordings from call centers
<2- Customer Relationship Management (CRM) entries

e Scanned images of KYC documents

4.3. Hybrid Documentation: Most financial institutions use a combination of
both paper and digital formats. Documents received in paper format are

scanned and stored digitally for quick access.
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5.Importance of Tools for Documentation:To maintain accurate and
secure records, financial service organizations use a variety of tools and

software:

5.1. CRM (Customer Relationship Management) Software: Used to record all
customer touchpoints across multiple channels. Helps personalize service

and track customer journey.

5.2. Document Management Systems (DMS): It helps scan, index, retrieve, @d
<

archive customer documents securely. (g(}

5.3. Core Banking Systems (CBS): Stores transactional dag’Qicross all
branches of a bank in real-time. Q

&
5.4. Telephony and Call Centre Tools: Recordings of cusS&r service calls are

stored for quality control and dispute resolution. \J&’

O
5.5. Audit Trail Systems: It helps in Logs chamges and updates made to

records, including who made them and Wh%l.

6. List of Best Practices in Documeétion

a) Record Immediately: Don’@{%’ documentation. Record interactions as
they happen. %

b) Be Specific: Avoid e)tag}tmptions; stick to facts.

c) Be Concise i{t’ etailed: Provide necessary information without
overloading. Q

d) Use Standard Formats: Follow the institution’s documentation
tem l@s and codes.

e }éfy Before Submitting: Cross-check for spelling errors, factual
Cg curacy, and completeness.

Secure Data: Follow data privacy protocols and restrict unauthorized
access.

7. Consequences of Poor Documentation

Customer dissatisfaction often arises from repeated issues or
miscommunication, leading to frustration and eroded trust. Additionally,
non-compliance with legal and regulatory standards can result in severe

penalties, further damaging the organization’s standing. During audits or
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inspections, the inability to efficiently retrieve critical data can compound
these problems, creating delays and raising compliance concerns. Over time,
these challenges contribute to a loss of trust and harm the brand’s reputation,
making it harder to retain customers and attract new ones. Internally,
inefficient service and poor communication foster confusion, reducing
productivity and hindering smooth operations. Together, these issues create
a cycle of inefficiency and risk that can have long-term consequences for the

business. b’
<

8. Rules and Regulations of Different Financial Institutions i&@tms of

&

8.1 RBI Guidelines in Terms of Documentations: <

AS)

a) Maintain transaction records for a minimum pe{I@d of 5 years.

Documentations

b) Keep KYC documents for 10 years after g&nt closure.

c) Record all suspicious transactio@ under AML (Anti-Money
Laundering) norms. \,

d) Maintain a Customer Profile Qﬁ\at is updated regularly based on
interactions. X0

%

8.2. Prevention of Money Lau ring Act (PMLA), 2002
Under PMLA, it is mandat@o:
X

o Keep identity %d address proof of every customer.
Q- :
. Docume@&rge cash transactions.

¢« Su eriodic reports to the Financial Intellisence Unit (FIU).
p g

8.3. %G/ct, 2000 (Digital Records)

@ognizes digital signatures and electronic records as legally valid.

Institutions must ensure:

e Data security
e Authenticity and integrity of electronic records
e Protection from cyberattacks and data breaches

Real-life Examples of Documentation in Customer Service
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Example 1: Complaint Handling
Scenario: A customer complains about an unauthorized transaction.
Documentation Includes:

a) Initial complaint date and time

b) Name of the customer service representative

c) Action steps taken (investigation, reversal, etc.) b’

d) Final resolution and customer feedback Cg(,\,@
Maintaining such records helps the bank prove that the cox@ int was
addressed responsibly. Q’\}’
Example 2: Application for Loan. “Qe

xO
Scenario: A customer applies for a personal loan. x|
O

Documentation Includes: @

e Loan application form . \/(b’\,

e KYC documents \,6

N
e Income proof and salary

e Credit assessment a&s’anctlon letter

e Repayment sc@:{@dule

If any legal dlsdw arises later, these documents serve as legal proof.
ExampleQ%llfferent types of Service Request

Sceré;{: A customer requests a new debit card.

lgcumentation Includes:

e Request form or system-generated request number
e Address verification
o Dispatch and delivery confirmation

e Customer acknowledgment
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Such detailed documentation prevents fraud and improves customer trust.

9. Why Skills Required to Maintain Effective Documentation

To maintain accurate customer records, a customer service associate must

develop the following skills:

1. Attention to Detail: Carefully noting customer names, numbers,

O

2. Communication Skills: Listening and summarizing inten%gbns

dates, and references.

without missing essential points. \',\,%

3. Technical Skills: Using CRM software, DMS, and banl@%@pplications
efficiently. <

AS)

4. Typing and Data Entry: Fast and error-free d@mentation in digital
systems. ‘%O\J

5. Confidentiality and Ethics: Maintain@ integrity in handling sensitive
customer information. O
\
10. Documentation and Custom&gRelationship Management (CRM)

O

CRM tools are essential in modesn financial services to document customer

interactions. They allow c@ ies to:

e Track all convers%ﬂons via phone, email, chat, and in-person visits.
e View custorg@" history at a glance.

. Serﬁ@rts for follow-up or service deadlines.

. @Xment customers based on preferences or risk profiles.

based documentation supports long-term relationship building,

allowing banks to serve customers better and retain them for life.

11. Upcoming Future Trends in Documentation in Financial Services

11.1. Automation and Al

e Chatbots and Al-based customer service tools now auto-document

interactions.
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o Voice-to-text technologies are wused in call centers to convert

conversations into written records.

11.2. Blockchain for Recordkeeping

e Blockchain is being explored for secure, tamper-proof documentation

of transactions.

e Helps reduce fraud and ensures trust in record authenticity.

O

11.3. E-KYC and Paperless Banking \(,\’6
=)

e E-KYC allows digital onboarding using Aadhaar, OTRO\;ﬁd face

verification. Q’O'

¢ Reduces manual paperwork and streamlines docuh@%tation.

O
11.4. Cloud-based Document Management &\’
O

e Financial institutions are increasingl@ ring documents on secure

cloud platforms. N
W~

 Enables remote access, disasteré%}overy, and scalability.
X
PRAC’]:@& EXERCISES

Activity 1: Writing Logs {@Jstomer Calls

X
Objective:To help @nts practice how to write accurate, clear, and

professional call %&@g«\‘or customer interactions in a financial services setting.

Instructions: Q
K\

1. ]{e}d the brief summaries of customer calls provided below.
Q%)%ased on each interaction, write a call log entry including:

o Date and Time of Call

o Customer Name and Contact Number (Dummy data)
o Query/Complaint Description

o Action Taken

o Resolution Status

o Name of Service Associate (Dummy name)
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3. Ensure that each log is written in a professional, concise, and clear

format.

Sample Call Summaries for Logging

Call 1: Mr. Arjun Mehta called the bank’s customer care at 10:15 AM on 2nd
June. He said he had not received the OTP while trying to make an online
payment of 31,500. He requested urgent help. The service associate guided
him to check his SMS settings and advised him to retry the transaction.éte

confirmed receiving the OTP after following the steps. \QQJ

Call 2: Ms. Rani Verma called on 2nd June at 11:30 AM, comp \]?@}ng about
an incorrect debit of R2,000 from her savings account. She s she did not
make any such transaction. The service associate logg@eé complaint and

informed her that the bank would investigate within K@)rking days.

X
Call 3: Mr. Suresh Das called at 1:45 PM on June requesting to block

his lost debit card. He mentioned that he 1@ his wallet in the market and
was worried about unauthorized transact@S The associate blocked the card

immediately and advised him to VISItQﬁE nearest branch to apply for a new

card. @@”

Call 4: Ms. Aarti Yadav call t 3:00 PM on 2nd June to inquire about how
to update her mobile n%?}m linked to the bank account. She was advised to
visit her home braQs‘h ith ID proof. She thanked the associate for the

guidance.
Format for@y ing the Log
I@ & Time of Call

% ustomer Name & Contact:
Query/Complaint Description:

e Action Taken:

e Resolution Status:

e Handled By (Associate Name):

Expected Output Example (for Call 1)

Date & Time of Call: 2nd June, 10:15 AM
Customer Name & Contact: Mr. Arjun Mehta, +91-900000000 1

Query/ Complaint Description: Did not receive OTP during an online
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payment of T1,500.

Action Taken: Guided customer to check SMS settings and retry the
transaction.

Resolution Status: Issue resolved. OTP received and transaction
successful.

Handled By (Associate Name): Priya Sharma

CHECK YOUR PROGRESS e}
<
A. Fill in the Blanks . (gQ
D
1. Documentation in financial services ensures , 0 nd
accountability.
<

Q

2. RBI mandates that banks maintain transaction r@:ords for a mini. of
LY

years.
O\J

3. refers to the process of systema@a y recording, storing, and
maintaining data. N
4. CRM stands for . @'(r
X
5. The Act recognizes@p@f‘onic records and digital signatures as

legally valid. bﬂ
B. Multiple Choice Q%@ns

1. Which of thq&ﬁbwing is NOT a key element of documentation?
a) Accur@&
b) c&@dentianty
&eativity
c.o%) Timeliness

QQ. Under the PMLA, banks must document:
a) Social media accounts
b) Large cash transactions
c) Employee attendance

d) Website visits

3. A major advantage of digital documentation is:

a) It is immune to cyberattacks
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4.

b) It requires no verification
c) It is space-efficient and searchable

d) It eliminates the need for training

A tool used to track all customer touchpoints across channels is:
a) ATM

b) CRM software
c) Chequebook
d) Debit card

. What is the full form of DMS? NO\',\
a) Data Management Source 0
b) Document Management System @Q
c) Digital Monitoring System O
d) Direct Marketing Strategy O\/&O

C. Identify the Statement weather the Statemient is True or False

1.

2.

©

Physical documents are completely (gbsolete in modern banking.
x

CRM tools help improve custox{’@v service by tracking interaction

history. @fb’

. Delay in documentati@an lead to errors and miscommunication.

. E-KYC is only ap@)'%’able for foreign customers.

X
Under RBI gygidelines, KYC records must be kept for 2 years after

account sure.

@

D. Matélféie Column
A~

(*O\OS. Column A S. Column B
Q No No

1 Accuracy A Protects customer
data from misuse

2 Clarity B Ensures facts are
correct

3 Timeliness C Should be updated
immediately

4 Confidentiality D Easy to understand
and interpret

5 Completeness E Includes all required
details
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E. Very Short Answer Questions

1.

2.

F. Long Answer Questions Q,\'}

1.

What is documentation?
Name any two tools used for documentation in banking.

What does the IT Act, 2000 recognize as legally valid?

. What is the importance of confidentiality in documentation? é’

<
N>
&

S

List one example of hybrid documentation.

Explain the importance of documentation in ﬁnang@éervices with at

least four key reasons. &O

. Discuss the tools and systems used for mai%&ining accurate records

in customer service.

Differentiate between physical, digit&k@d hybrid documentation.
Provide examples of each. &\,(b'

Explain the legal and regulatoi(ggframework for documentation in

Indian financial institutio‘@

. Describe the future tr@s in documentation, focusing on automation,

blockchain, and cl@based systems.

G. Check Your Pe;ﬁi‘nance Questions

1.

Q%@

Imagine@,l are a Customer Service Associate. A customer calls to

repo missing debit card. List the steps you would take to

doqénent this interaction properly, and explain why each step is
rtant.

our branch is receiving frequent complaints about delays in account

statement delivery. How would you use documentation tools and

practices to identify the root cause and suggest improvements?
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SESSION 2 : PREPARE DOCUMENTATION FOR COMPLAINT
RESOLUTION

In the financial services industry, customer satisfaction plays a vital role in
business sustainability. One of the most critical aspects of customer service
is effectively handling customer complaints. The process doesn’t end with just
responding to a complaint—it requires accurate, timely, and com @e
documentation to ensure resolution, compliance, and service imp}‘o ent.
This session highlights the reasons for documentation ilgo&mplaint
resolution, the methods of collecting evidence, and how {z\}iepare and

manage case files. ~Q©
1. Documentation in Complaint Resolution \/O
X
Accurate and detailed documentation during th plaint resolution process

is crucial for many reasons. Proper records I@) track the complaint lifecycle,
identify service failures, and ensure a fai@‘ld transparent resolution. Below

are the key reasons why documentati@(fis essential:

%
1.1 Legal and Regulatory Compl@te

3
>

& o

Q Historical 'l?-egall and
Reference egulatory

QQ) Compliance
% Continuity Documentation Customer
% in Complaint in Complaint Trust and
Q Handling Resolution Transparency

Internal Review Evidence in
and Quality Dispute
Control Resolution

Fig.5.4 Documentation in Complaint Resolution
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Financial institutions operate under strict regulations issued by authorities
like the Reserve Bank of India (RBI), SEBI, and consumer protection laws.

These require banks to:

e Record all customer complaints.
e Maintain documentation for audits and inspections.

e Share data with regulators like the Banking Ombudsman or Financial

Intelligence Unit (FIU), when required. 70

0>

Failure to document complaints properly can result in penﬁ\, s and

S
1.2 Customer Trust and Transparency &

AS)

When complaints are documented clearly and sy§§91atically, it assures

reputational damage.

customers that their issues are being takens §ériously. It also enables

customer service representatives to: @
e Follow up on previous interactions{b’
e Offer consistent communicat}s&
e Keep the customer infoge throughout the process.

This helps build long-ter@ust and enhances customer satisfaction.

1.3 Evidence in Dis;ﬁée Resolution

o

If a complaint@calates into a legal dispute or is taken up by a consumer
court or Qﬁbudsman, proper documentation serves as evidence. The

institutiory must prove:

ch That the complaint was acknowledged.
o Actions taken to resolve the issue.
¢ Communication done with the customer.

These records help defend the bank’s position and ensure fair resolution.

1.4 Internal Review and Quality Control
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Complaint records help the organization evaluate service quality and identify

areas of improvement. It allows teams to:

e Track recurring complaints.
e Monitor resolution timelines.
e Audit employee performance and adherence to process.

The documented data supports training, policy revisions, and prod&:t

enhancements. <
L] $
N

1.5 Continuity in Complaint Handling O

D

A complaint may involve multiple departments or emSE)yees. Proper

documentation ensures: “O

xO

« A smooth handover between employees. X,
e Continuity in case the original handler@ﬁavaﬂable.

e Avoidance of repetition or confusiomb,\’

,(,\/
1.6 Historical Reference XS

s

Once documented, a complain comes part of the customer’s history. This

information is useful in: b'

o
e Offering persor}% d service in the future.

. Identifyi%Q@tomers with repeated issues or fraudulent intent.
. Cor@ﬁng root cause analysis over time.
2. Coll@mg Evidence for Complaint Resolution

%nce collection is a critical step in complaint documentation. It helps
validate the customer's claim, supports internal investigation, and ensures
fairness. Evidence can be both documentary and digital, depending on the

type of complaint.
2.1 Importance of Evidence Collection

o Ensures objective assessment of the complaint.
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e Avoids false claims or misinformation.

o Protects the institution from legal risks.

e Enables quick resolution and informed decision-making.
2.2 Types of Evidence to Collect

Depending on the complaint, different forms of evidence may be required:

Transaction Communication Screenshots or Customer Third-Party

Identification Evidence

Records Records Error Logs
Document

Fig. 5.5 Types of Evidéhge to Collect

e Transaction Records: Used in casQéQ}volving unauthorised transactions,
service delays, or billing iss sb)s"

e Communication Records: Important to confirm what was discussed or
promised to the custo :

e Screenshots or E ogs: For online or mobile banking complaints.

e Customer Idenﬁﬁeation Documents: Used to confirm the identity of the
complain specially in fraud cases.

J Third—@ty Evidence: When the complaint involves a third party like a

pa t gateway or service provider.
2 ethods of Collecting Evidence

<
~

Interviewing the
Customer

Coordination
with Other
Departments

Recording
Observations

Accessing Internal
Systems

Fig. 5.6 Methods of Collecting Evidence
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a. Interviewing the Customer

o Ask the customer to explain the issue clearly.

e Request supporting documents such as emails, receipts, or
screenshots.

b. Accessing Internal Systems

e Use the Core Banking System (CBS) to view transaction history. &

e Check CRM entries for previous complaints or service histopsQ,\,cb

&

e IT Department for technical logs. NOQJ

c. Coordination with Other Departments

e Legal Department for regulatory references. \/O
e Operations Team for physical forms or CO%@J details.
d. Recording Observations @

S

If no direct proof is available, customsg (Q'ervice associates may document

observations like: \J@
Q-

¢ Customer behavior or attittede
¢ Statements made dg\rs@ Interactions
» Non-verbal cues @faee—to—face meetings

X
3.Case Files in Cqéplaint Documentation

Once eviden@@ collected, it is compiled into a structured format called a

case file case file serves as a complete reference for the complaint’s

jour l}rom initiation to resolution.
Q hat is a Case File?

A case file is a centralized record that contains all the documents,
communications, and actions taken concerning a specific complaint. It acts
as a comprehensive log and is often reviewed by supervisors, compliance

officers, or auditors.

3.2 Structure of a Case File
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A standard case file may contain the following sections:

1.Complaint Details:Complaint Number or Ticket ID/Date of receipt/Channel

(Phone, Email, Branch, Online).

2. Customer Information.Name and Contact Details/ Account Number or

Customer ID/ Type of Relationship (e.g., Savings Account, Loan Customer).

3. Nature of Complaint:Product or Service involved/ Specific issue (e.g., Wrgg

debit, failed transaction)/ Severity level (Minor, Moderate, Major). <

S
4. Evidence Collected:Transaction records/Copies of com@hication /
Screenshots or photographs. QQ

5.Action Taken:Investigation notes/ Internal s{)@)mmunications /

Refund/Reversal details \.,O

X
6. Final Resolution:Summary of how the issue u%Qesolved / Date of closure/

Customer feedback or acknowledgment. @

2

7. Follow-up or Escalation:If the issuecis unresolved, mention next steps/

Details of escalation to the ombuds % or legal team.

3.3 Importance of a Well- '§ained Case File

&

Maintaining thorough cov@’aint documentation ensures transparency in the
complaint-handling %%c)ess, fostering trust between financial institutions
and their custor@. These records also serve as critical evidence during
audits or leg@ reviews, protecting the organization by demonstrating
complianQ th regulations and proper resolution procedures. Additionally,
the da@\gathered from complaints provides valuable insights for service
im ement, helping institutions identify patterns, refine processes, and
enthance customer experiences. Furthermore, complaint documentation
assists in employee performance evaluation by tracking how effectively staff
members address and resolve issues, enabling managers to recognize
strengths and provide targeted training where needed. Together, these
benefits highlight the importance of systematic complaint documentation in

driving accountability, compliance, and continuous organizational growth.

3.4 Formats of Case Files
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o Physical files: Stored in file cabinets with printed documents.
o Digital files: Stored in CRM or Document Management Systems (DMS).
e Hybrid files: Paper files scanned and saved digitally.

4. Reasons for Documentation in Complaint Resolution

Complaint documentation serves as a valuable source of data for trend
analysis and forecasting, enabling financial institutions to enhance their
operations and customer service. When collected over time, these records k@p
organizations identify recurring issues, allowing them to address s mic
problems and improve overall efficiency. Additionally, analysin G.anlaints
provides insights into the effectiveness of current policies, revak@g areas that
may require adjustments or updates. Furthermore, com@a nt data helps
detect service gaps, which can inform the developmer&%? targeted training
programs to equip staff with the skills needed to r@%{ve issues proactively.
By leveraging this information, financial insti '9‘13 can foster continuous
improvement, reduce customer dissatisf@ion, and strengthen their
reputation in the marketplace.For examg‘fe, if a bank receives multiple
complaints about delayed mobile ban@g transactions, it can use the data to

escalate the issue to the IT team @é&esolution.

5. Listing Out methods of @kecting Evidence

5.1 Do’s and Don’ts i@vidence Collection

Do: &(b%&

e Ensure aldocuments collected are authentic and verified.
. R@@ct the privacy of the customer.
. ore all evidence in a secure location (physical or digital).
Q’ Inform the customer if additional documents are required and why.
X Don’t:
o Ignore or reject any evidence submitted by the customer without review.
e Share sensitive documents with unauthorized persons.
o Make handwritten notes on original customer-submitted documents.

5.2 Use of Technology in Evidence Collection
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Modern financial institutions leverage advanced Customer Relationship
Management (CRM) and Complaint Management Systems (CMS) to
streamline complaint handling and enhance efficiency. These systems
automatically store call logs and email trails, ensuring no customer
interaction is lost. They also attach scanned documents directly to a
customer’s profile, maintaining a centralized and organized record of all
communications. Additionally, these platforms generate real-time reports and

status updates, allowing institutions to monitor and resolve compla@s
promptly. %Q
5

For instance, if a customer calls a helpline to report an unau@@ized ATM
withdrawal, the system logs the call time, links it to the custo%er’s complaint
history, and automatically retrieves the transaction ID@gtj)m the banking
software. This automation minimizes manual errorsx&celerates resolution,
and improves accountability—ultimately le @% to better customer
satisfaction and regulatory compliance. By@t grating these technologies,
financial institutions can ensure a seaml%gs, transparent, and data-driven

approach to complaint management. 'Q\’
x&
5.3 Obtaining Consent &

In some cases, especially wl%c% sensitive personal or financial information is
involved, obtaining wgi or recorded consent from the customer is

important before co@&,tmg or sharing documents. This helps:

e Avoid le@'&sues under data protection laws.

. Bu@nsparency with the customer.
6.Su (é}tions for Maintaining Effective Case Files

T %aintain consistency and compliance in complaint documentation,
financial institutions should follow structured processes. Using pre-defined
templates ensures uniformity in recording complaints, making it easier to
track and analyse data. Every entry must be dated and signed, whether
through a physical or digital signature, to validate its authenticity and
accountability. Documentation should always maintain a professional and
objective tone, avoiding personal opinions to ensure impartiality and
reliability. Additionally, institutions must securely archive old files—typically
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for 3-5 years as per RBI norms—to facilitate audits, legal reviews, or future
references. Finally, regular staff training on data confidentiality and proper
file management is crucial to prevent breaches and ensure adherence to
regulatory standards. By implementing these best practices, financial
institutions can enhance transparency, compliance, and operational

efficiency in handling customer complaints.

PRACTICAL EXERCISES b’

<
Activity 1: Fill Out a Complaint Report with Call Recgrgg\’ and

Screenshots NO\',\’
A

Objective: To help students understand how to collect and organize evidence

for complaint documentation in a real-life scenario. O
O

Instructions: You are a Customer Service Associate at a bank. A customer

named Ravi Sharma contacts your helpline to @rt an issue:

“I tried to transfer 35,000 through mobile king on 20th May 2025 at 4:35
PM, but the app showed an error. Horé@ér, the amount got debited from my

account. I have not received a ref cb.)g,“
You are required to fill out ag%mplaint Report using the details below.

Complaint Details (to%&ﬁled by student):

Field (b‘% Information

Complaint u@er (Assign a number e.g., 2025/05/001)

Date of @mlaint (e.g., 21st May 2025)

Ch%ﬁ»:rpe of Complaint  Phone Call

&Stomer Name Ravi Sharma

Account Number 1234567890

Contact Details ravi.sharma@email.com / +91-9876543210
Nature of Complaint Fund debited but transaction failed

Product/Service Involved Mobile Banking
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Field Information
Severity Level Moderate

Evidence Collected (attach/draw if necessary):

1. Transaction Record (Details to be written or pasted):
o Transaction ID: TXN209878
o Date and Time: 20th May 2025, 4:35 PM

o Amount: 35,000 \(,\’6
o Status: Failed \',\fo
2. Call Record (write a short note): 6«0

o Call Received: 21st May 2025 at 10:15 AM <
o Customer explained issue; call duration: S5inutes
o Agent Name: Priya Mehra O&
3. Screenshot or Error Message (draw or @‘s%example):
o Include image showing “Transaction failed but amount debited.”
Action Taken: \J@'(f\’
e Report sent to IT team for i (@"stigation.
e Temporary credit of ?'%QO initiated.
e Customer informed@& SMS and email.

Resolution Status:%r}ca'?ng refund confirmation from backend team.

Activity 2: Li %ut the Reasons for Documentation for Complaint

Resoluti(@

Obje;t@To assess students’ understanding of the importance of

3

Instructions:Based on your understanding of the session, list at least 6

entation in complaint resolution.

reasons why complaint documentation is important. Give one real-life

example where possible.

Reason Reason for Example

No. Documentation
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1. Legal and regulatory Complaint data submitted to the RBI
compliance during an audit
2. Customer trust and The customer receives regular updates
transparency on the complaint status
3. Evidence for dispute Proof of communication is shown in the
resolution consumer court
4. Internal review and Repeated ATM complaints trigger service
quality control upgrade
5. Continuity in complaint | The case passed between departments
handling without delay -
\(,\’U
.\@
A. Fill in the Blanks O

1. Proper documentation helps ensure @Q and service
improvement in the complaint resolution process. AS)

2. One of the main reasons for documentation )'Ks:%o maintain

and transparency with customers. %O

3. Transaction records, communicatio @s, and error screenshots are
types of used in resolvin mplaints.

4. A file contains all rqg’vant documents and communication

related to a specific custo@&'omplaint.

5. The Reserve Bank of I mandates banks to record and maintain all
for audit regulatory purposes.
B. Multiple Choice(Questions

X

1. What is NO valid reason for documenting customer complaints in
ﬁnancia@rvices?
A) IQe al review
l@}bgal compliance

(‘O%) Advertising strategy

D) Customer trust

2. Which of the following is considered documentary evidence in
complaint handling?
A) Customer’s verbal opinion
B) SMS logs
C) Non-verbal cues
D) Employee gossip
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3. The person responsible for technical log evidence during complaint
resolution is usually from the:
A) Legal Department
B) IT Department
C) Marketing Team

D) Human Resources

4. A well-maintained case file primarily ensures:

A) Product promotion @e}

N>
&
NS

A~
D) Budget allocation Q

B) Employee vacation tracking

C) Complaint transparency

5. What should be avoided when handling original dc&?nents submitted
by a customer? &K’O
A) Digitally scanning them %O
B) Attaching them to case files @
C) Making handwritten notes on th@
D) Verifying them &6&\'

C. Identify weather the stater@v(?is True or False.

1. Documentation of c&aints is optional for banks and financial
institutions. \',0'

2. Screenshots rror messages can serve as valid evidence for digital
complaints&(b'

3. Only &al case files are acceptable for regulatory audits.

4. Ca@systems help in maintaining complaint records and automating
@denoe collection.

Q® Obtaining customer consent is not necessary before collecting sensitive
financial information.

D. Match the Column

S. Column A S. Column B

No No

1 Legal Compliance A Helps identify service
gaps and improve
quality
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2 Customer Trust B Ensures transparency
and consistent follow-

up
3 Dispute Resolution C Protects institution in
legal conflicts
4 Quality Control D Required by RBI, SEBI,
and other regulators
S Continuity in E Enables smooth
Handling transition between
departments
. <
E. Very Short Answer Questions \(}
.\@
1. What is the role of documentation in dispute resolution? \,;O
2. Name one type of digital evidence collected in complaintyresolution.
3. What is a case file? A
O
4. Why should a complaint be tracked across itsé}?%écycle?
5. Mention any one department involved in %&nce collection apart from

1.

customer service. @

S

F. Long Answer Questions .
g &\,‘Zf
, : < . : ,
Explain the importance of umentation in complaint resolution
concerning legal complia nd customer trust.

. Discuss the different tgé‘s of evidence that can be collected in resolving

a customer compla)ié@)«

. Describe the r%eture and contents of a standard case file in the

financial seryb%es industry.

. What a (F-e do’s and don’ts of evidence collection in complaint

reso @n? Why is following them important?

5. %\; does the use of technology like CRM and CMS help in efficient

gjcumentation and case handling?

é.ZCheck Your Performance Questions

1.

You receive a customer complaint about a failed online transaction.
Describe how you would collect and document evidence related to the
complaint to prepare a case file. What tools or departments might you
involve?

2. Why is maintaining a well-structured and detailed case file important

in the complaint resolution process? Explain its role in audits, legal
disputes, and service improvement.
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SESSION III: UNDERSTANDING LEGAL FRAMEWORKS RELATED TO
CUSTOMER DATA PROTECTION

In the financial services industry, protecting customer data is not just a good
practice—it is a legal requirement. With the increasing use of technol

banks and financial institutions collect, store, and process vast amourns of
sensitive personal information. This session helps students unde d the

concept of data protection, why it is needed, and the legal fra@@orks that

govern it. Q

1. Concept and Need for Data Protection and Legal Bgework

Data Protection refers to the process of safegua 1mportant information

from corruption, compromise, or loss. In th énmal sector, this includes

protecting sensitive customer 1nformatK{I,1 such as account numbers,
Q0

personal identification, biometric dajé», and financial transactions.Data

Protection is Important in Financia}b' ices:
e Privacy and Confidentia %y Customers expect their personal and
financial details to be t private.

e« Preventing Fr v Data protection helps prevent identity theft,
phishing attag{@, and financial fraud.

e Trust Bﬁ{&g' Secure data handling strengthens the trust between
the c Qto er and the institution.

ompliance: Regulatory bodies require institutions to protect
c@ omer data, failing which penalties may be imposed.

usiness Continuity: Protecting data ensures smooth operation and
Q avoids legal or reputational damage.

2. Information Technology (IT) Act, 2000

The Information Technology Act, 2000, is India’s primary law dealing with
cybercrime and electronic commerce. It provides a legal framework for the

protection of electronic data and digital privacy.Key Objectives of the IT Act:

o Legal recognition of electronic records and digital signatures.
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o Prevention of cybercrimes including hacking, identity theft, and data
breaches.

e Protecting electronic communication and financial transactions.
o Establishing penalties and remedies for data misuse.

Relevant Sections for Data Protection:

e Section 43A - Compensation for failure to protect data:

o Applicable to companies handling sensitive personal data. b'

<
&

o Requires implementation of "reasonable security prac it;\,
o Liability for damage caused due to negligence in&@gng data.
e Section 72A - Punishment for disclosure of infor%&:

o Applies when any person who has access’ﬁo%ersonal information

discloses it without consent. ‘%O\J
o Can lead to imprisonment or ﬁn@
e CERT-In (Indian Computer Emerglfé@c'y Response Team):
<

X
o Empowered under §@ IT Act to monitor and respond to
cybersecurity inci%e S

o Organizatior{%@mst report data breaches to CERT-In.

3. Sensitive Perso ata Includes:

o

Sensitive cus '%r data must be handled with the highest level of
confidenti 1@ and  security. This includes passwords, financial
inform@llb,n (such as bank account and card details), medical records,
bio ic data, and any personal identification details. Unauthorized access
@ﬁjosure of such information could lead to identity theft, financial fraud,
or privacy violations. Financial institutions must implement strict encryption
protocols, access controls, and compliance measures (such as RBI guidelines
and GDPR) to safeguard this data. Employees should be trained to recognize
and protect sensitive information, ensuring it is only shared on a need-to-

know basis and stored securely. Breaches must be reported immediately to
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mitigate risks and maintain customer trust.Basic of GDPR (General Data

Protection Regulation)

The General Data Protection Regulation (GDPR) is a law implemented by the
European Union (EU) in 2018. Though it applies primarily to EU residents, it
also affects Indian companies and banks offering services to customers in the
EU.

Purpose of GDPR: b’
<
o
D

o To give individuals more control over their personal data. .
o To ensure organizations handle data transparently andq@g”ely.

Core Principles of GDPR: N<)QJ
1. Lawfulness, Fairness, and Transparency:. In’fo@m individuals clearly
about the data being collected and its use‘%O

2. Purpose Limitation: Data must be c@c ed for a specific, legitimate

reasorn. \

3. Data Minimization: Only the '@inimum required data should be
collected. \,6

Q
4. Accuracy: Data should b&pt up-to-date and accurate.

5. Storage Limitation: ta should be retained only as long as

necessary. %)&

6. Integrity an onfidentiality: Ensure protection through security
controls an ta encryption.

Rights of D%;@ubjects under GDPR:

. i %to Access: Individuals can ask what data is held about them.
%C‘Bight to Rectification: They can request corrections in their data.

Qw Right to Erasure ("Right to be Forgotten"): They can ask for deletion of
their data.

e Right to Data Portability: They can receive their data in a readable
format.

o Right to Object: They can object to the use of their data for marketing
or profiling.

3. Organizational Policies for Customer Data Protection
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While laws provide the external framework, organizations must implement

internal policies and procedures to protect customer data.

Key Organizational Policies Include:

Access Control Employee Data Retention and
Policy Training Disposal Policy

[
%o ® o

Data Protection Data Encryption Incident Response Com?

Policy and Security Plan Ma@

“06

O
Fig. 5.7 Key Organizational Policies %’é}ude

1. Data Protection Policy: Outlines how cust data is collected, stored,
processed, and deleted. It also defines r 's and responsibilities for data
handlers. \,

2. Access Control Policy: It ensur éz;}[at only authorized personnel have

access to sensitive data. Te-based access is implemented using

employee ID or blometrlcs®

3. Data Encryption and rity: Data is encrypted both at rest (stored
data) and in transi ata being sent) and also Secure servers and

firewalls protect @'nst hacking.

4. Employee T K"ing: Regular training on data privacy laws and
cybersec best practices. Awareness about phishing scams and
i eering tactics.

somalé)
5. In nt Response Plan: Procedures to follow in case of data breach or
em compromise. It includes notifying affected customers and

(*O porting to regulatory bodies.

Q6. Data Retention and Disposal Policy: Data is stored only for a specified
period as per regulatory requirements. Secure deletion techniques like
shredding, formatting, or overwriting are used.

7. Consent Management. Customers must provide consent before their
data is collected or shared. This is often recorded digitally through tick-
boxes, e-signatures, or voice recording.

4. Data Breaches: Meaning, Examples & Impact
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A data breach refers to an incident where sensitive, confidential, or protected

data is accessed or disclosed without authorization.
Common Causes of Data Breaches:

e Weak passwords or system vulnerabilities
e Phishing or malware attacks
e Insider threats (employees misusing data)

O

e Improper disposal of physical records <

&>

Example Case (India):In 2020, Juspay, a digital paym company,

o Theft or loss of devices like laptops or USB drives °

experienced a data breach affecting over 100 million user@%\fames, phone
numbers, and masked card numbers were leaked. Althouﬁ no financial fraud

occurred, it raised concerns about data handling by f{"ﬁ‘wch firms.

O
5. Digital Personal Data Protection (DPDP) A%2023

In recent years, India has taken steps to E;d stronger data protection laws.
The Digital Personal Data Protecti&ﬂ,\lDPDP) Act, 2023 is designed to
regulate the processing of person e@a in a manner that respects individuals'
right to privacy. %{

Salient Features of the)&b& Act (Expected to be Notified):

« Applies to digital personal data and includes Indian and foreign
entities proge(,@'sing data of individuals in India.

« Consent-based data collection: Data can be collected only after
ex '%%‘)consent from the data principal (individual).

. a Fiduciaries and Processors: Entities responsible for collecting

CO and processing data must follow strict guidelines.

<2- Data Protection Board of India to be established for grievance

redressal and compliance enforcement.

e Penalties of up to 3250 crore for non-compliance.

6. Role of the Customer Service Associate in Ensuring Data Privacy

Customer Service Associates (CSAs) in financial institutions play a critical role

in protecting customer data at the ground level.
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CSA Responsibilities Include:

o Verifying customer identity using secure methods.

e Avoiding sharing customer details over phone/email unless authorized.
o Ensuring documents with personal data are not left unattended.

e Reporting suspicious behavior or data access to supervisors.

o Following data access protocols using passwords or biometric systems.

e Educating customers on protecting their banking information. @b’
7. Best Practices for Data Protection in Day-to-Day Work -\’%Q
e Use strong passwords and change them regularly. ,S.O

e Never write passwords on sticky notes or share with gnyone.
e Lock your computer screen when away from des]e

« Avoid downloading unauthorized software. XU

O
e Use only official communication d@flﬁls (noWhatsApp/emailing

customer data). \,
e Shred paper records before dispoi .

Customer data protection is a sh&% responsibility between the financial
institution, employees, and legalauthorities. As the digital landscape evolves,
so does the need for stro@well—deﬁned, and enforced data protection
measures. Understandi gﬁws like the IT Act and GDPR, along with internal
organizational policij ,%nsures financial service providers protect customer

rights, build trus]‘ﬁ@nd remain compliant.

Q

& PRACTICAL EXERCISES
Activi TEvaluate Mock Documents for Privacy Compliance

Ob?ve:To help students identify whether customer documents and data

Rk

Materials Needed:2 mock documents (created by the teacher) such as:

ing processes follow basic privacy compliance requirements.

e A customer KYC form with data fields (e.g., name, PAN, Aadhaar,
phone number).
e A sample loan application with attached personal and financial details.

The Following Stepsneed to be followed:
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1. Distribute the mock documents and privacy checklist to each student
or pair.

2. Ask them to review the documents and highlight sections that do not
meet data privacy norms.

3. Students will tick ‘Yes’ or ‘No’ on each checklist point and provide a
brief explanation.

4. After 15-20 minutes, discuss the answers with the class.

Privacy Compliance Checklist (Sample):

Privacy Checkpoint Yes/,
y P »\r\,@'b
Is only relevant data collected? . @\/
NN
Is consent taken for data collection? %{)"
Are sensitive data items like Aadhaar masked/hidden? S
Are contact details shared without authorization? NOKJ

Is there a privacy statement or disclaimer on the fOI']SQJ@
W
Expected Learning Outcome:Students will be%fe) to spot key privacy

violations and understand what a compliant@stomer—faeing document

should look like. -{Zf

Activity 2: Group Discussion - &%ew of Sample Organizational Data

Protection Policy

Objective:To encourage s@nts to read, understand, and critically evaluate

an organization's inter@ data protection policy.
X
1. Materials Q&ded:A sample 1-page organizational data protection

policy (ch be a simplified version provided by the teacher).
Ex e headings: Purpose, Data Handling Procedures, Employee
l€e} onsibilities, Breach Reporting, Retention Rules.

@
Q@ Steps to be followed:

a) Divide the class into small groups (4-5 students each).
b) Each group reads the sample policy and answers the following

prompts:
» What are the main goals of this policy?

» Which part of the policy protects customer data the most?
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» Are there any missing points or unclear statements?

» Suggest one improvement that could be added to strengthen the
policy.

» Each group presents a 2-minute summary of their discussion to

the class.

3. Discussion Prompt Handout:

O

e What responsibilities does the policy give to employees? \Q@

e How does the policy handle data breaches? \',\/%
e [s customer consent mentioned anywhere? 0
e Does it mention training or monitoring? @Q

Expected Learning Outcome:Students will gain @miliarity with the
structure and content of organizational policies related to data protection and

understand their importance in day-to-day Cus@ﬁer service roles.

©

CHECK YOUR PROGRESS

,(,\/
A. Fill in the Blanks x&
%

1. The Act, 2000, i dia’s primary law dealing with cybercrime
and electronic comme @

2. The principle of ensures that only necessary data is collected
for a specific x{'

3. The GDPR %@'was implemented by the in 2018.

4. Sectl% of the IT Act provides for compensation in case of
fal o protect sensitive personal data.

Data Protection Board of India will handle complaints
(‘Oand enforcement under the DPDP Act, 2023.

B.’Multiple Choice Questions

1. Which of the following is considered sensitive personal data?
a) PAN number
b) Biometric data
c) Email ID
d) Address
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2. What is the primary objective of the GDPR?

a) Prevent online shopping fraud
b) Allow businesses to sell data
c) Give individuals more control over their data

d) Promote international trade

. Under the IT Act, who is responsible for monitoring cybersecurity

incidents in India?

a) RBI <
b) IRDA .\cgc’
c) CERT-In O

d) UIDAI Q\}

. Which of the following is NOT a core principle of G&%’?
a) Storage Limitation &K’O
b) Data Accuracy %O
c) Price Limitation @

d) Purpose Limitation . (b’\,
x

. What is the maximum penalty\@f non-compliance under the DPDP

Act, 2023? &
a) X1 crore b’%

b) 350 lakh A
%\,
c) 250 crore
) X,

d) 10 crore @

C. Identify @Qher the statement is True or False

1. @R% applies only to companies operating within the European Union.

financial institution.

%c@ata protection is only the responsibility of the IT department in a

3. The IT Act legally recognizes electronic records and digital signatures.
4. Customer Service Associates play no role in protecting customer data.

5. Data should be stored indefinitely for future use.

D. Match the Column

S.

No Column A S. No Column B
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1 Data Minimization A Data must be used only for
its original purpose
2 Accuracy B Collect only necessary data
3 Purpose Limitation C Keep data correct and
updated
4 Storage Limitation D Data shouldn’t be kept
longer than required
A
S Integrity & Confidentiality | E Protect data with encébtion
and secure systemi\,
N
S
E. Very Short Answer Type Questions Q
<&
1. What does GDPR stand for? “O
2. Name any two types of sensitive personal dat%&
3. What is the purpose of an Access Control%s@cy in an organization?
4. What is a data breach? \,©
5. Who is empowered under the IT A¢ % respond to cybersecurity threats

in India? \,6

F. Long AnswerType Question@%

1.

4.

Explain the concept \%Séﬁmportance of data protection in the financial
services industry.. x)

. Discuss the %sections of the Information Technology (IT) Act, 2000

related to d}i@protection.

. DeSCI%zQﬂe core principles and rights under the General Data
C

Pro n Regulation (GDPR).

@t internal policies and practices should financial institutions adopt

@O%b ensure customer data protection?

QS. Describe the major provisions of the Digital Personal Data Protection

(DPDP) Act, 2023, and its expected impact on Indian financial
institutions.

G. Check Your Performance Questions

1.

List three responsibilities of a Customer Service Associate in ensuring
the protection of customer data. Why is each responsibility important?

208




2. What is the significance of the Digital Personal Data Protection (DPDP)
Act, 2023 for financial institutions in India? Mention two key features
of the Act.
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SESSION IV: AUDITS AND MAINTAIN QUALITY RECORDS AS PER
STANDARDS

In the financial services industry, maintaining proper documentation and
following compliance guidelines are not just good practices—they are essential
for smooth operations, legal protection, customer trust, and regulatory
oversight. To ensure an organization operates within required norms and
meets quality expectations, it must prepare well for audits and maintain
quality records as per established standards. This session covers @our

important aspects of this process: Internal Audits, SOP Review, C%@hance,

&

1. Internal Audits <

AS)

Internal audit is a process conducted by a company's )OVQl staff or a dedicated

and the Significance of Maintaining Quality Records.

internal audit department to evaluate the effectiveness of internal controls,
risk management, and governance processes=Ithelps ensure that financial
transactions are accurate, assets are proteé\g , and the organization complies

with laws and internal policies. ,i,\
x&
Objectives of Internal Audit &

Auditing plays a crucial rol assessing and improving the effectiveness of
risk management by iw}ying potential vulnerabilities and ensuring that
appropriate controlwe in place. It also ensures compliance with legal and
regulatory requir@nts, helping organizations avoid penalties and maintain
their reputa 'o@Additionally, auditing checks the accuracy and reliability of
financial ds, providing stakeholders with confidence in the organization's
finan i@\ﬁealth. Another key function is detecting fraud or errors in
d @%entation or operations, which safeguards assets and promotes
tgnsparency. Finally, through thorough evaluation, auditing provides
valuable recommendations for enhancing operational efficiency, streamlining
processes, and optimizing resource utilization. Together, these functions

contribute to the overall integrity and sustainability of an organization.
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Types of Internal Audits

Financial Audit

Verifies the correctness of
financial statements and
records

Compliance Audit

Checks whether the
organization is complying with
applicable laws, rules, and
internal policies

<
Operational Audw
Reviews proce and
procedures f&iency and
effectivengss
S

Fig.5.8 Types of %&’nal Audits

Information Systems Audit
Examines the effectiveness
and security of IT systems and
data handling

I. Financial Audit — Verifies th%ﬁgfrectness of financial statements and

records.

II. Operational Audit — Re@s processes and procedures for efficiency and

effectiveness. %\J

III. Compliance Audit= Checks whether the organization is complying with

applicable ]{@S, rules, and internal policies.

Iv. Information Systems Audit — Examines the effectiveness and security of

IT t&€ms and data handling.
Step% olved in Internal Audit

Planning
Understand the area
to be audited, the

objectives, and risks
involved

s/

Prepare a report

Fieldwork
Collect and evaluate
evidence by examining

documents, systems, highlighting findings, actions are taken on
and interviews areas of concern, and the recommendations
| recommendations

Follow-up
Ensure that corrective

Fig. 5.9 Steps Involved in Internal Audit
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Step 1: Planning — Understand the area to be audited, the objectives, and
risks involved.

Step 2: Fieldwork — Collect and evaluate evidence by examining documents,
systems, and interviews.

Step 3: Reporting — Prepare a report highlighting findings, areas of concern,
and recommendations.

Step 4: Follow-up - Ensure that corrective actions are taken on the
recommendations. b,

<
Importance of Internal Audit in Financial Services %(,\’
5

S

e It builds customer trust by ensuring transparency. 0
o Helps in early detection of risks or compliance issues. Q
e Improves the quality-of-service delivery. O

e Supports regulatory inspections by maintainingxg)dated records.

O
2. What is SOP (Standard Operating Proce@ﬁReview

A Standard Operating Procedure (SO@‘iS a structured document that
provides step-by-step instructions fQ@;%rforming tasks or operations within
an organization, ensuring CO@@%ncy and quality in service delivery.
Regularly reviewing SOPs igs.«&ssential to maintain their effectiveness and
relevance. The purpose of rfeviewing SOPs includes ensuring they stay up-to-
date with evolving te%&ology, regulatory changes, and shifting business
needs. It also involyg;S\c'orrecting outdated, inaccurate, or unclear instructions
to prevent err@(and inefficiencies. Additionally, feedback from employees
and audit ings should be incorporated to enhance clarity and usability.
Finally, @views help align procedures with current best practices in the
ﬁn&l sector, promoting operational excellence and compliance. By keeping
SQ s accurate and relevant, organizations can improve efficiency, reduce

risks, and maintain high standards in their operations.
Review Process of SOP

1. Identify the SOP to be reviewed — Select SOPs based on their importance
or feedback from audits.

2. Consult stakeholders — Get input from staff who use the SOPs regularly.
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3. Compare with current regulations — Ensure SOPs comply with new laws
or regulatory guidelines.

4. Update and revise — Modify steps, language, or processes for clarity and
accuracy.

5. Approval and circulation — Get management approval and distribute the
updated SOPs to concerned departments.

6. Training — Provide training on the updated procedures to staff.

3. Compliance: Compliance refers to adhering to laws, regulations, indu@y
standards, and internal company policies. In financial services, it e@ures

that all activities are performed legally, ethically, and responsiblx.o\',\/

Examples of Compliance in Financial Services: Q
&

e Following KYC (Know Your Customer) norms for ggunt opening.
e Protecting customer data as per data privacy,{aj&?s.

e Reporting financial transactions as per R%Q SEBI guidelines.

e Avoiding insider trading or money laur@ring.

Consequences of Non-Compliance .\/(b,

e Heavy fines or legal penalties‘,b’”&@
e Loss of license or suspens of services.
e Damage to compan% ation.

e Loss of customel@‘%%(st and business opportunities.

Ways to Ensure Coiés; ance

e Regul @éﬂng and awareness programs for employees.
« Cl %cumentation and SOPs.

. é{iodic internal audits and assessments.
Qcob Immediate action on audit observations or complaints.

4. Significance of Maintaining Quality Records as per Standards

Quality records are essential documents that serve as evidence of a company’s
adherence to established quality standards and procedures. These records
play a critical role in ensuring accountability, transparency, and regulatory
compliance. Examples of quality records include customer records, which

track interactions and transactions to maintain service consistency; financial
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transactions, which provide verifiable proof of monetary activities; KYC (Know
Your Customer) documents, which help verify client identities and comply
with anti-money laundering (AML) regulations; and audit reports, which
assess the effectiveness of internal controls and processes. By maintaining
accurate and up-to-date quality records, organizations can enhance
operational efficiency, mitigate risks, and demonstrate compliance during
regulatory inspections or internal reviews. Proper management of these

documents ensures trust, reliability, and continuous improvemené'bn

business operations. '\Q
.\'%

>

&

Importance to Maintain Quality Records

Legaland  \ Audit Customer Risk Decision
Regulatory , Preparedness Service Management Making

Having Accurate and Helps in Reliable records
well-maintained updated records identifying, tracking, support better
records helps in ensure faster and and mitigating risks management

smooth and more accurate decisions through
successful internal or | service to customers data analysis
external audits

&

Fig. 5.1 K'portance to Maintain Quality Records

1. Legal and Rqég'&tory Requirement — Financial institutions are required
by regul@fs; like RBI, SEBI, and IRDAI to keep records for a specific

dura'c'?.
2. Au@ reparedness — Having well-maintained records helps in smooth
successful internal or external audits.

Q% Customer Service — Accurate and updated records ensure faster and
more accurate service to customers.

4. Risk Management — Helps in identifying, tracking, and mitigating risks.

5. Decision Making - Reliable records support better management
decisions through data analysis.

Standards for Record Maintenance

a) Records should be stored securely to prevent unauthorized access.
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b) They must be easily retrievable when needed.
c) They should be updated regularly and accurately.

d) Retention schedules should be followed (e.g., certain financial records
must be kept for 5-10 years).

e) Electronic records should be backed up and protected from cyber
threats.

Best Practices for Maintaining Quality Records

O

e Assign responsibility for record-keeping to trained personnel. \(,\’6
o Use digital record-keeping systems with security and back,%%atures.

e Conduct periodic checks to ensure records are up-to-d@e.

&
o Implement access controls and audit trails. O
Being audit-ready and maintaining quality records continuous process in

the financial services industry. Internal audits™fielp improve operations and
detect errors. Reviewing SOPs ensures t a@rocedures stay relevant and
effective. Compliance ensures that & business remains within legal
boundaries. Maintaining quality reco@é supports all these efforts by offering
clear, accurate, and timely do (Q;ltation. Together, these practices help
financial service providers gﬁ)ver trustworthy, efficient, and legally sound
services to their custome&s&

(b%& PRACTICAL EXERCISES

Activity 1:Lis@g the Significant Factors for Maintaining Quality

Records r Standards

Objeé:/e:To help students identify and understand the significance of
rQ%a’taining quality records as per industry standards in the financial

services sector.
Activity Title:"Significance of Quality Records — Let's List and Learn!"
Instructions for Students:

1. Form small groups of 4-5 students.
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2. Discuss and list down the key factors that highlight the importance of
maintaining quality records in financial services.

3. Use your understanding from the session content and real-life examples
(e.g., bank account opening, loan processing, audit inspections).

4. Prepare a chart or table that lists each significant factor along with a

brief explanation.

5. Each group will present their chart to the class in 3-5 minutes.

Materials Required:

<
1. A4 sheets or chart paper . %(’\,

2. Markers or pens

3. Reference notes from the session NOQJ
Expected Output (Sample Table Format): \,O
A
A 7
Significant Factor Expl@tion

Legal and Regulatory
Compliance

Helps full-fill RBI, SEBI, and IRDAI record-
keeping ma;q}l,ates

Audit Preparedness

Ensures .H;%quired documents are available
for intg@ﬁl or external audits

Customer Service
Efficiency

Up a@H records help serve customers quickly
a ccurately

Risk Management

~\p

A

}r' ks early

ecords help identify and address potential

Informed Decision-Ma lxggf

Quality records provide data for analysis and
better business decisions

Data Security and 5{,\'
Confidentiality 0~

Proper records ensure secure handling of
sensitive customer information

Business Co ity and

Accountability
Y

Supports operations during inspections or
crises

S

Acg-:rpy 2:Group Discussion on Compliance Policy

Objective:To facilitate a structured group discussion where participants

analyse, debate, and understand the importance of compliance policies in

financial services.

Group Size: 5-7 participants per group

Materials Required:

e Whiteboard/flip chart & markers
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o Compliance policy guidelines (if available)
e Notepads & pens

Activity Structure
Step 1: Introduction

o Explain the importance of compliance in financial services.

e Briefly discuss key compliance areas (KYC, data privacy, anti—mo@y
laundering, etc.).
>

e Present a real-world case study/scenario. .

S

Step 2: Case Study/Scenario Q'O’

Scenario:A mid-sized bank recently faced regulatory pe@%ies for failing to
update its KYC records properly. Several customer c@unts had incomplete
documentation, and the bank did not conduct p%(@ﬁ:‘ reviews. During an RBI

audit, this lapse was identified, resulting ir@ eavy fine and reputational

damage. \,
.x%
Step 3: Group Discussion \,6{,
. o . .
e« Each group discusses th nario and answers the given questions.
« One member acts as\,%éibe to note key points.

on
e Groups prepar)e& ort presentation (3-5 mins) on their findings.

Step 4: PresentatiQ@'& Debrief

. Eac& up presents their analysis.

. ’@ﬁer provides feedback and highlights best practices in compliance
Q(b olicy implementation.

e Summarize key takeaways:

Importance of regular audits and record-keeping.
¢ Role of employees in maintaining compliance.

e Consequences of non-compliance.

Expected Outcomes:
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Participants will understand real-world compliance challenges.
They will learn how to apply compliance policies in practical scenarios.

Improved awareness of regulatory requirements and best practices.

CHECK YOUR PROGRESS

A. Fill in the Blanks

1. Internal audits help in the early detection of and complia&e
issues. "8

2. The audit checks whether the organization is foll@%aws
and internal policies. O

3. SOP stands for . Q\}

4. The officer is responsible for ensuring tHat the organization
follows legal and regulatory requirements. &O

5. Financial records must be stored securelyéc@ﬁ"event access.

B. Multiple Choice Questions: @

1. What is the primary purpose of an@ternal audit?
a) To increase company proﬁts&QJ
b) To evaluate internal co ‘?s' and compliance
c) To replace external u%its
d) To reduce empl workload

2. Which type ofg@?t examines IT systems and data security?

a) Financia]gﬁ'idit

b) Operational Audit
c) %iance Audit

<5ﬁ:,l’nformation Systems Audit

Q@ Why is SOP review necessary?

a) To increase employee salaries
b) To ensure procedures remain updated with regulations
c) To reduce the number of audits

d) To eliminate customer complaints

. Which of the following is NOT a consequence of non-compliance?

a) Heavy fines
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C. Identify weather the statement is True or False

b) Improved reputation
c) Loss of license

d) Legal penalties

. How long should financial records typically be retained as per
regulatory standards?

a) 1-2 years

b) 5-10 years b’
c) Only until the next audit )
d) Permanently -\,Cgo

0
Q

1. Internal audits are conducted only by external age%@s.
2. Compliance ensures that a company follo@ legal and ethical
standards. X
Sl
3. SOPs do not need regular updates. @
4. Maintaining quality records helps in\q;udit preparedness.
5. Financial institutions are not re&'&&‘ed to retain customer records.
X0
D. Match the Column &
S. No Column A bﬁl S. No Column B
WA
1 Internal Audif” A Step-by-step guide for
X, consistent operations
2 SOP (S@dard Operating | B Ensures compliance with
Pr re) internal controls and
A~ processes
3 &&@Jmpliance C Adherence to legal,
’\’ regulatory, and company
,~CJ policies
4 (53 Quality Records D Evidence of following
Q processes, used in audits
and decision-making
S Non-Compliance E Can result in penalties,
reputational loss, or
suspension of services

E. Short Answer Types Questions:

1. What are the key objectives of an internal audit?
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2. Name two types of internal audits.

3. Why is compliance important in financial services?

4. What are the best practices for maintaining quality records?
5. What is the role of a Compliance Officer?

F. Long Answer types Questions:

1. Explain the steps involved in conducting an internal audit. 66

2. Discuss the importance of SOP review in financial services. | %Q’

03
3. What are the consequences of non-compliance in the ﬁna@l sector?

Provide examples. Q

4. Describe the standards for maintaining quality {é&'rds in financial
institutions. O

5. How do internal audits contribute to risk m ement and operational

efficiency? %

G. Check Your Performance Questions (b\"

1. Explain the four main types of&g)ﬁe\r/nal audits and their specific

objectives in financial services\How does each type contribute to the
organization’s overall risK@gement?

2. Why is it important to r rly review Standard Operating Procedures
(SOPs)? Describe the lﬁs‘teps involved in the SOP review process.
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ANSWER KEYS

MODULE 1: INTRODUCTION TO FINANCIAL SERVICES AND
PRODUCT/SERVICE INFORMATION

SESSION 1: UNDERSTAND THE FINANCIAL SERVICES AND ITS
OPERATIONS/TYPES

A. Fill in the blanks b’
1. Digital transformation, 2. Technologies, 3. Forex, 4. Secondary\égF‘ee
B. Multiple Choice Questions \,,\/
1. d4,2.4d,3.d,4.4d,5. d ,Q.

C. State whether the following statements are True or Ealse

1. True, 2. True, 3. False, 4. True, 5. False \.:O
D. Match the Column O\"
1.E,2.C,3.A,4.B,5. D %

SESSION 2: UNDERSTAND ROLE OF RB@ ULATORS IN THE FINANCIAL
SERVICES '(,\,
&6

A. Fill in the blanks

1. 12 Nov 2021, 2. 11th N %ber 1998, 3. Executive Director of RBI
overseeing the department, % 20 lacs, 5. Three months
B. Multiple Choice QueK/’

1. d,2. ¢, 3.d, c,5. b
C. State whe (Qfle following statements are True or False
1. Fals&é)True, 3. False, 4. True, 5. True

D. Ma@ he Column
B 2.E,3.B4.A, 5. C

SQSSION 3: FINANCIAL PRODUCTS AND SERVICES
A. Fill in the Blanks

1. borrow, 2. investment, 3. intangible, 4. diversification, 5. Claims
B. Multiple Choice Questions

l.¢c,2.b,3.¢c,4.¢,5.Db

C. State whether the following statements are True or False
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1. True, 2. True, 3. False, 4. False, 5. True

D. Match the Column

1.C,2.B,3.A,4.E,5.D
SESSION 4: CUSTOMER PERSPECTIVE AND NEEDS
A. Fill in the Blanks

1. emotional, 2. implicit, 3. value proposition, 4. Upselling, 5. trust b,
B. Multiple Choice Questions .\%Q

1. ¢c,2.¢,3.d,4.b,5.d \Q\,

C. State whether the following statements are True or Ecge

O
1. False, 2. True, 3. False, 4. False, 5. True \.:O
D. Match the Column ‘%O\J
1.B,2.E,3.D,4.A,5.C \@

MODULE 2: RESOLVING CUSTO R QUERIES EFFECTIVELY

SESSION 1: ANALYZE CUSTOME @I’PLAINTS TO DETERMINE ROOT
CAUSES

A. Fill in the blanks bﬂ

1. Customer Relatio% nagement, 2. Long waits, 3. Ineffective listening
skills, 4: Billing ?ng e.nt, 5. 5 whys, fish bone
B. Multiple Choice, Questions

1. d,2.d, 3 ?4. d,5.d
C. Statel{zhg{her the following statements are True or False

%é 2. True 3. True, 4. True, 5. True

Q atch the Column

1.E,2.D3.A,4.B,5.C

SESSION 2: RESOLVING OF CUSTOMER ISSUES
A. Fill in the Blanks

1. proactive, 2. apology, 3. groupthink, 4. solutions, 5. exploration

B. Multiple Choice Questions
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1. C,2.C,3.B,4.C,5.C
C. Identify whether the Statement is True or False

1. False, 2. True, 3. False, 4. True, 5. False
D. Match the Columns
1.D,2.A,3. B,4.C,5. E
SESSION 3: RESOLUTION TIMELINES AND STANDARDS IN AGREEMENT

WITH CUSTOMERS b,
<
A. Fill in the Blanks &
A\
1. bigger, 2. dissatisfied, 3. optimistic, 4. losing, 5. feedbaclgsvo
B. Multiple Choice Questions NQQJ

1. d,2.4d,3.d,4.¢,5.c
\,\JO
C. Identify whether the Statement is True o%@be

1. True, 2. True, 3. False, 4. True, 5. Tru@

S
\%

D. Match the Columns X
@'ﬁ
X

1.D,2.E,3.A,4.C,5.B

N
SESSION 4: RESOLVING CU ER QUERIES

A. Fill in the Blanks "
1. rewarded, 2. lééal, 3. patterns, 4. training,5. improvement
B. Multiple C@&?Questions
1.d, 2. Qg&, 4.d, 5. c
C. Id&&{l\f,y whether the Statement is True or False
Q? True, 2. True, 3. True, 4. False, 5. True
D. Match the Columns
1.E,2.D,3.C,4.B,5. A

MODULE 3: COMMUNICATION AND RELATIONSHIP BUILDING

SESSION 1: FOSTER POSITIVE CUSTOMER RELATIONSHIPS USING
SUITABLE COMMUNICATION STRATEGIES
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Fill in the Blanks

1. rapport, 2. name, 3. Empathy, 4. calm, 5. connection
B. Multiple Choice Questions

1. b,2.¢,3.b,4.¢c,5.c

C. Identify whether the Statement is True or False:

1. False, 2. False, 3. True, 4. False, 5. True b’
<
Match the Columns . (g(,\’
1. A,2. B,3. C,4. D,5. E »\Q\’
SESSION 2: LEVERAGING PAST INTERACTIONS @ ENHANCE
CUSTOMER EXPERIENCES <
O
Fill in the Blanks: \.:O
X
1. interactions, 2. securely, 3. Collaborative%%ersonalized, relevant, 5.
alerts @
B. Multiple Choice Questions -\(b\/
S
1.b,2.b,3.¢,4.b,5. c x&
o

C. Identify whether the State t is True or False:
1. True, 2. False, 3. T)I‘&J,@,bzl-. False, 5. False

D. Match the Colu ?
1. A, 2.B,3.C, 4{05 5. E

CUSTO ELATIONSHIPS

A. C%q;{ the Blanks

Ql. business growth, 2. name, 3. Relationship, 4. Proactive, 5.
Transparency

SESSIO@ELOP STRATEGIES TO MAINTAIN LONG-TERM

B. Multiple Choice Questions

1.C,2. C, 3. B,4. C,5. C

C. Identify whether the Statement is True or False:
1. True, 2. False, 3. True, 4. False, 5. True

D. Match the Column
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1.B,2. A,3. D,4. C,5.E

SESSION 4: COMMUNICATE PROFESSIONALLY THROUGH DIFFERENT
CHANNELS (EMAIL, PHONE, CHAT)

Fill in the Blanks

1. trust, 2. voice tone, 3. detailed, 4. responses, 5. KYC

B. Multiple Choice Questions

1. C,2. B,3. C,4. B,5.C b’
C. State whether the following statements are True or False ) %(}6
1. False, 2. True, 3. False, 4. True, 5. False '\Q\"\’
Match the Column QQ

1. C,2. D,3. B,4. A, 5. E ~Q©

MODULE 4 FEEDBACK EVALUATION AND SERVICE IMRQ)VEMENT

Xy
session 1: DESIGN EFFECTIVE TOOLS FOR%@LLECTING CUSTOMER
FEEDBACK. @

A. Fill in the Blanks: N

O

N
1. Online reviews, 2. crucial, 3. Cuit/@}er satisfaction, 4. Feedback helps,
5. Unsolicited feedback &

B. Multiple Choice Questions b«%
1.d,2.¢,3.d, 4. ¢, 5

C. State whether t!é,following statements are True or False
1. True, 2.@&33. True, 4. False, 5. True

D. Match&g)Column
1.B,®A, 3.E, 4.C,5.D

Se@l 2: Evaluate Feedback to Identify Service Gaps and Priorities
A. Fill in the Blanks:

1. problems, 2. improvement, 3. products, 4. actionable, 5. interactions
B. Multiple Choice Questions
1. d,2.¢,3.b,4.b,5. b

C. State whether the following statements are True or False
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1. False, 2. True, 3. False, 4. True, 5. False

D. Match the Column
1.C,2.D,3.B,4. A

session 3: Manage and Respond to Negative Feedback Constructively

Fill in the Blanks

1. prompt, 2. apology, 3. improvement, 4. CRM, 5. Following up

O

B. Multiple Choice Questions <
&
1. C,2. C,3.B,4.C,5 C Y
>
C. State whether the following statements are True or False
<
1. False, 2. True, 3. False, 4. True, 5. False QO

xO
D. Match the Column X,

O
1.A,2. B,3. C,4. D,5. E

©

Session 4: Suggest actionable improvppb}nts based on customer

insights ,(,\
,&6
Fill in the Blanks @‘Zr

1. Feedback forms, survey’s; 2. Data, 3. Online, 4. ATM downtimes, 5.
Trust
x>

B. Multiple Choice %g?ions
1. b,2.b,3 ,?c, S.c
C. State g%yher the following statements are True or False
1. F‘% l>'2. True, 3. False, 4. True, 5. False
Qﬁ%tch the Columns
1.A,2.B,3.C,4.D, 5. E

MODULE 5: DOCUMENTATION AND LEGAL COMPLIANCE

SESSION I: MAINTAIN ACCURATE RECORDS OF CUSTOMER INTERACTIONS
AND TRANSACTIONS

A. Fill in the Blanks
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1. Transparency, compliance, 2. 8 years, 3. Data management, 4.
Customer Relationship Management, 5. Information Technology Act

B. Multiple Choice Questions
1. ¢,2.b,3.¢,4.b,5. b

C. State whether the following statements are True or False

1. False, 2. True, 3. True, 4. False, 5. True

D. Match the Columns <
Y
1. B,2.D,3.C,4.A,5. E NQ\',\,
SESSION 2: PREPARE DOCUMENTATION FOR COMPLAINT RE@TION
Fill in the Blanks “06

1. accountability, 2. trust, 3. evidence, 4. case, 5. reco,&@
B. Multiple Choice Questions O\f
1. C,2.B,3.B,4.C,5.C ©$
C. State whether the following statemeftgs are True or False

1. False, 2. True, 3. False, 4. True, 5.5@}56
X0
D. Match the Columns &

1.D,2.B,3.C, 4. A, 5. E bﬂ
SESSION 3: UNDERE"B@DING LEGAL FRAMEWORKS RELATED TO
CUSTOMER DATA Q,% ECTION

Fill in the Bl
1. IT, 2 @nimization, 3. EU, 4. 43A, 5. Central

B. Mu]ej'}],e Choice Questions
%%, 2.¢c,3.¢c,4.¢,5.¢

ézState whether the following statements are True or False
1. False, 2. False, 3. True, 4. False, 5. False

D. Match the Columns

1.B,2.C,3.A,4.D,5. E
SESSION 4: AUDITS AND MAINTAIN QUALITY RECORDS AS PER
STANDARDS
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A. Fill in the Blanks

1. fraud, 2. compliance, 3. Standard Operating Procedure, 4.
compliance, 5. unauthorized

B. Multiple Choice Questions
1. b,2.d,3.b,4.b,5. b

C. State whether the following statements are True or False

1. False, 2. True, 3. False, 4. True, 5. False

D. Match the Columns \({\,6
S

1. B,2.A,3.C,4.D,5. E N
0O
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GLOSSARY

Account Opening and Closure Documents:
Forms and records required to initiate or terminate a customer’s bank
account (e.g., KYC forms, declaration forms).

Active Listening: The practice of attentively hearing, understanding, and
responding to what a customer says, to accurately interpret their concerns.

O

Anti-Money Laundering (AML): Efforts and regulations aimed at <
preventing financial crimes such as money laundering and terrorist %Q
financing. \',\/

API (Application Programming Interface): A software 1nteer’E}hat allows
different applications to communicate and share data.

Appellate Authority: An authority within RBI where appeals against
Ombudsman decisions can be filed vested with the ,E}e’cutlve Director of
RBI. Q)

Artificial Intelligence (AI): Technology tha@uables machines to perform
tasks that typically require human intelli%gce, such as chatbots or fraud
detection. 'QN

Assignee/Nominee: A person lega Kauthorlzed to receive benefits or file
complaints on behalf of the poli der.

Audit and Inspection: For@ examinations of records to ensure
compliance, accuracy, aq@lansparency in operations.

Automation in Doo;&;lentation: Using Al tools and software to
automatically recorg., categorize, and manage customer interactions.

Automatio use of technology to perform processes or services with
m1n1ma1 n intervention, improving efficiency and accuracy.

Banl%/ ector: The segment of the financial system that accepts deposits,
loans, and enables monetary transactions.

I$SI (Banking, Financial Services, and Insurance): An umbrella term for
companies providing banking, financial, and insurance services.

Blockchain Recordkeeping: A secure, decentralized technology used for
tamper-proof documentation of financial transactions.

Bond (Debt Instrument): A fixed-income security representing a loan made
by an investor to a borrower (corporate or government).
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Brokerage Firm: An intermediary that facilitates buying and selling of
financial securities between buyers and sellers.

Capital Market: A market for long-term funds and securities such as
stocks and bonds, including both primary and secondary markets.

Centralised Receipt and Processing Centre (CRPC): The RBI’s office at
Chandigarh where physical complaints are received and processed.

Claim Settlement: The process by which an insurance company pays or
denies a claim after assessing its validity. b’

<
Cloud Computing: Delivery of computing services (like storage and \(}
processing) over the internet, allowing scalability and flexibility. \',\,6

0

Cloud-Based Document Management: Storing documents Q@Yely on
online servers, allowing easy access, backup, and scalability.

Commodity Market: A market where raw materials op-primary products
like gold, oil, and agricultural goods are traded. LY

Complaint Handling Documentation: Record%SPailing customer
complaints, actions taken, and resolutions ided to ensure

accountability. N\
N
Completeness: Including all essentia ails in customer records to ensure

no vital information is missing. X0

O

Confidence in System: Trust built among consumers through transparent,
timely, and impartial resolu@ of grievances.

Consumer Forums: Q%’&r—judicial bodies where consumers can seek legal
remedy against unf%p actices or unsatisfactory grievance resolution.

Consumer Pro &4: on: Measures taken to ensure fairness, transparency,
and redress fo stomers using financial products or services.

Core Bagkng System (CBS): A centralized system that records and
manages)dll banking transactions and customer data in real time.

,@it Union: A non-profit financial cooperative owned and operated by its
members, offering credit and financial services.

Customer Data Security: Safeguarding customer information from
breaches, misuse, or unauthorized sharing.

Customer Loyalty: The willingness of a satisfied customer to continue
doing business with an organization and recommend it to others.
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Customer Queries and Complaints: Records of customer interactions
such as call logs, emails, and chat transcripts used for tracking and
resolution.

Customer-Centric Approach: A business strategy that prioritizes customer
needs, preferences, and satisfaction in all operations.

Cybersecurity: Protecting electronic data and systems from unauthorized
access, theft, or damage.

Data Analysis: Examining recorded information to identify patterns, b’
trends, and insights for decision-making. \(}6
sefdl

Data Analytics: Process of examining large data sets to discover H@
patterns, insights, and support decision-making. 6’0

Data Privacy Protocols: Rules and methods designed to p c%ct customer
information from unauthorized access or misuse. «O

Deficiency in Service: Any shortcoming or inadeg&? in services offered
by a regulated entity, whether or not it causes fi an ial loss to the
customer.

Derivatives Market: A market for ﬁnancm{kcontracts whose value is
derived from underlying assets such as 1&1@: s or commodities.

S
Digital Banking: Provision of ban 'ﬁgjservices through digital platforms
such as mobile apps and online als.

Digital Documentation: El§’ nic records including emails, scanned
documents, and system {2,% tored digitally.

Disaster Recovery: pc‘x%cess ensuring that digital records are protected
and retrievable in Q&%e of data loss or system failure.

'&

Dispute Resol@on: Using documented evidence to resolve disagreements
between t stomer and the institution.

E-KYC@ ectronic Know Your Customer):
A p@less digital verification process using Aadhaar, OTP, or biometric
\V

ation for customer onboarding.

Ethical Up-Selling: Recommending additional products or services to
customers in a transparent and beneficial way.

Fault Tree Analysis (FTA): A systematic, visual method used to identify the
root causes of a failure or problem by mapping contributing factors.

Feedback Loop: The process of collecting, analyzing, and acting upon
feedback to improve products or services.
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Financial Inclusion: Ensuring access to useful and affordable financial
services to all sections of society, especially the underprivileged.

Financial Institutions: Organizations that deal in financial transactions
like deposits, investments, loans, and insurance (e.g., banks, mutual funds,
NBFCs).

Financial Market: A marketplace where buyers and sellers trade financial
assets like shares, bonds, and currencies.

Financial Planning: A comprehensive evaluation of an individual’s curre&‘g
and future financial state to achieve financial goals. <

Financial Regulatory Authorities: Independent government bodi?@hat
oversee, regulate, and monitor financial institutions to ensure %1'@ SS,
stability, and transparency. Q

Financial Services: Products and services provided by i @tutions like
banks, insurance companies, and investment firms to manage money and
financial transactions. X_

Forex (Foreign Exchange) Market: A global m@kce)t for buying and selling
currencies, facilitating international trade ar@nvestments.

Goods and Services Tax (GST) Documentation: Records related to tax
compliance for financial transactions %ﬂd services. Customer

Grievance: A complaint raised @q{@ustomer against a financial service
provider due to dissatisfactiorgr 0SS.

Hybrid Documentation: ombination of both paper-based and electronic
records for accessibilit compliance.

Insider Trading: }‘éé’illegal buying or selling of securities by someone with
access to conﬂ%ﬁ 1, non-public information.

Insuranc @mpany: A firm that provides protection against financial loss
by pooli isk from multiple policyholders.

In#nce Ombudsman: An official mechanism established in 1998 to
rgi e complaints of individual policyholders against insurers efficiently
and outside court.

Internet of Things (IoT): A network of connected devices (like
smartwatches, ATMs) that collect and exchange data to improve services

and efficiency.

Investment Bank: A financial institution that helps companies raise capital
and provides advisory services for mergers and acquisitions..
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IPO (Initial Public Offering): The process through which a private company
offers shares to the public for the first time.

IRDAI (Insurance Regulatory and Development Authority of India):
Regulates, promotes, and ensures orderly growth of the insurance industry
while protecting policyholders’ interests..

Know Your Customer (KYC):
A process for verifying the identity and address of customers to prevent
fraud and money laundering.

Lease Finance: Financing arrangement where one party leases an assegg
another for periodic payments. %(}

Machine Learning (ML): A subset of Al that allows systems to ab{dmatically
learn and improve from experience without explicit program@

Market Integrity: Ensuring financial markets operate fa@g" without insider
trading, manipulation, or abuse. o
o

Monetary Policy: A policy formulated by the RB s‘eontrol money supply,
interest rates, and inflation to maintain econo tability.

Money Market: A segment of the financial market dealing with short-term
borrowing and lending of funds, usually,k@s than one year.

MUDRA (Micro Units Developme}g’\gjnd Refinance Agency): An initiative
by the Government of India to p e financial support to small and micro

enterprises.
Mutual Fund: A pool of ey collected from investors to invest in
diversified securities 11 ocks, bonds, and money market instruments.

National Pension stem (NPS): A voluntary long-term retirement savings
scheme regula PFRDA for both public and private sector workers.

NBFC (No nking Financial Company): A financial institution that
provide ing services without holding a banking license — cannot
accept@g and deposits.

Qﬁgudsman: An independent official appointed to address and resolve
complaints from customers against financial institutions fairly and

efficiently.

Paperless Banking: Digital banking services that eliminate the need for
physical paperwork, improving speed and efficiency.

PFRDA (Pension Fund Regulatory and Development Authority):
Regulator of pension funds and schemes in India.
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PFRDAI (Pension Fund Regulatory and Development Authority of
India):

Regulates and develops the pension sector, particularly the National Pension
System (NPS), ensuring transparency and protection for pension
subscribers.

Portfolio Management: The art of managing an individual’s or institution’s
investment mix and policy to maximize returns.

Primary Market: Market where new securities are issued and sold to
investors for the first time (e.g., IPO). b’

<

RBI (Reserve Bank of India): India’s central banking institution th
regulates monetary policy and financial stability. \',\,
0

Reserve Bank of India (RBI): The central bank of India that@ates
banks, NBFCs, monetary policy, currency management, and payment
systems to ensure financial stability and inclusion. O

Retirement Planning: Strategic process of setting réﬁ?ement income goals
and taking steps to achieve them. Q)

Risk Management: The process of identifyiassessing, and minimizing
potential threats to financial stability. N\

W~
SEBI (Securities and Exchange B;)g(p\' India): Regulates and oversees

India’s securities and capital mark 0 protect investors and promote fair
practices.

Secondary Market: Market§ re existing securities are traded among
investors, providing liqui)&'l nd price discovery.

Service Associate: A professional who interacts directly with customers in
financial institutioyg o provide support, resolve issues, and offer products

or services. Q’Q

Stock Exﬁige: A regulated platform for trading securities like shares,
bonds, a& erivatives (e.g., NSE, BSE).

Ta @nning: Process of organizing finances to minimize tax liability while
cq%ying with legal requirements.

Territorial Jurisdiction: The specific region under which an Ombudsman
office has authority to receive and decide complaints..

Trade Finance: Financial products that facilitate international trade, like
letters of credit and export credit.
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