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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 textbook on Physical Education Assistant (Early Years) for Grade 10 introduces students to
essential concepts in physical fitness, health, sports management, and first aid, while also highlighting
India's rich tradition of sports and physical culture. It aims to equip students with practical skills, such
as organising sports events, assisting in fitness routines, and ensuring safety during physical activities
so that they are well prepared for the job role of Physical Education Assistant. The textbook also
emphasises values, such as teamwork, leadership, and discipline, which are crucial in the field of
physical education.

In addition to textbooks, it is important to encourage students to explore other learning resources, such
as school libraries, and engage in physical activities and sports events. Teachers and parents play a
vital role in guiding students as they apply their learning outside the classroom.

I am grateful to all who contributed to the development of this vocational textbook and look forward to
feedback from its users to make future improvements.

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 Services is 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 b,
professional skills in communication, problem-solving, customer <&
relationship management, and compliance with regulatory frameworks..
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. - N~
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 BANKING AND
CUSTOMER SERVICE ASSOCIATE

Banking is a significant part of the financial system that provides serviceshlike
accepting deposits, giving loans, transferring money, and offering invesfment
products to individuals, businesses, and governments. Banks act a ancial
intermediaries that ensure the smooth flow of money within the e my. They
provide various types of accounts, credit facilities, and digital 1ng services
to meet the financial needs of customers. In addition to su érting economic
development, banks help customers manage their finq@és efficiently and
securely. Q)

A Customer Service Associate (CSA) in banking and Qr(l’étlcial service industry has
important role in delivering a positive customer e lence by assisting clients
with their banking needs. The CSA handles tas ch as opening and managing
accounts, answering queries, guiding custorrers on products and services,
resolving complaints, and ensuring smogth-"day-to-day transactions. The role
requires good communication skills, E;?ﬁessionalism, product knowledge, and
ethical conduct. CSAs act as the fac the bank and are essential in building
trust and long-term relationship (?’customers.

Associate. The first sessi vers the fundamental aspects about banking. The
second session deals with the qualities and importance of Customer Service
Associate in bankin g%\ d financial services. The third session focuses on the
roles and respoﬁﬁ; ities of Customer Service Associate. And the last session
deals with the integrity, morale and ethics in mode of operandi and smooth
functionin 1%SA

o)
S
P

This module focuses on thibrﬂroduction to Banking and Customer Service



SESSION 1: INTRODUCTION TO BANKING

MEANING OF BANK AND BANKING

According to World Trade Organization (WTO),“Bank as a legal
entity that accepts deposits and uses those funds to %ke

investments or extend credit.” &
According to Crowther, “A Bank is an institu 6_;9 which
collects money from those who have in spa who are

saving out of their income and lends out t@e} who require

Fig. 1.1: Bank it.” <
According to the Indian Banking C?)Qpanies Act, 1949,
“banking is the business of accepting deposits from t&@general public for the
purpose of lending or making investments”. O\a

So, Bank is an establishment dealing in money and its substitutes and provides
other money related services. There are two be@ or primary functions of Banks
i.e. acceptance of deposits and advanci of loans mostly for productive
purposes. 6&\’

In most simple terms ‘Banking’ i (&’ activity which involves
taking money on interest from public having surplus and

lending it to the needy per on interest. To earn profit,
Interest rate on lending is igher than the rate of interest

allowed on deposits. G*;&' Fig. 1.2: Banking
BANKING STRUCTU@' IN INDIA

Banking struct bovers various types of Banking entities; like Reserve Bank of
India, Regional RGral Banks (RRBs), Commercial Banks, Co-operative Banks,
Developm r%énks and other financial institutions. These are described in the
followin S:

%% Banking Structure in India

o Primary Agricultural tate Financia
nks rodit Societies  Corpuralion's (SFC's
PA
i

Public Sector al Develo

Banks o-operative Banks  Corporations (SIDC'S
Privala Seclor

Banks State Co-operative

Banks (SCBs)
Foreign ClE
‘‘‘‘‘‘

Mutual Funds

Figure 1.3: Banking Sturcture in India
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1. Reserve Bank of India

The bank was established on 1st April, 1935 under the RBI Act 1934. RBI, an
apex bank is called the Reserve Bank’ as it keeps the reserves of all
commercial banks and Government of India. It prints currency in our country.

2. Commercial Banks

Commercial banks can be divided into two categories:
AN

1. Scheduled Banks: The banks which are included in the 2nd schedule of
RBI Act 1934. These banks must have total paid-up capital ¥5 lakh or
more.

2. Non-scheduled banks: The banks which are not included in the list of
scheduled banks are called non-scheduled banks. These are not eligible
for getting loans from RBI except in case of emergency.

Private Sector Banks, Public Sector Banks and Foreiglt; %}anks put together are
called commercial banks.

1. Public sector banks: There are 12 public s;ctor banks viz., State bank of
India, Bank of Baroda, Central Bank of India, Canara Bank, Punjab
National Bank, Bank of Maharashtra, Union Bank of India, UCO Bank,
Indian Bank, Punjab & Sind Bank and Bank of India. In India, 90% of
banking operations are conducted by public sector banks and State Bank
of India is the biggest commercial bank in terms of volume.

2. Private sector banks: These banks are owned by private shareholders.
E.g. ICICI Bank, HDFC Bank, etc.

3. Foreign Banks: The banks, having their incorporation abroad are termed
as foreign banks. E.g. CITI bank, Hongkong and Shanghai Banking
Corporation (HSBC), Standard Chartered Bank, etc.

-~ Y
3.Regional Rural Banks (RRBs)

These banks are owned by Central Government, State Government and
Sponsoring Banks. Their clientele includes artisans, small and marginal
farmers, agricultural laborers, etc. They receive short-term and medium-term
loans from National Bank for Agriculture and Rural Development (NABARD).

4.Co-operative Banks

Co-operative Act (1904) was passed for forming of Co-operative banks in India.
There are three levels of co-operative banking in India:



1. Primary Agricultural Credit Societies (PACS): Minimum 10 persons of
an area can form a PACS. Most of these societies have been organized
mainly to provide credit facilities for productive activities among their
members.

2. District Central Co-operative Banks (DCCBs): DCCBs occupy the middle
level position in three-tier co-operative credit structure. They get loans
from State Co-operative Banks and give loans to PACS.

3. State Co-operative Banks (SCBs): SCBs are part of the cooperative
banking structure in India. They are regulated by the Reserve Bank of
India (RBI) and supervised by the National Bank for Agricultural and Rural
Development (NABARD). As on July 2024, there are 33 state cooperative

banks in operation across the country.
)
5. Other financial institutions

State Financial Corporation’s (SFC’s), State \I}dustrial Development
Corporations (SIDC’s), etc., are covered in i also includes financial
institutions like LIC, GIC, Mutual Funds, etc~Their main role as development
banks is promotion of economic developme&qstv y way of promoting investment
and enterprise in the priority areas. é\/

ROLE/FUNCTIONS OF RBI x<

'S
RBI controls money supply, interest rates, credit and exchange rates. It also

plays a central role in maintaining stability, efficiency and development of the
banking structure. As the country's central bank, the RBI is responsible for:
Functions of the Reserve Bank of India

Monetary
Policy

(@)

Banking .
iﬁ ﬁéﬁsz':};?s:“d
N ZEN

Ve O
92 Currency
I, 7 ) Management
\

Payment Lender of Last
Systems Resort

Foreign

Exchange@

Management

g

Fig. 1.4: Function of RBI

1. Monetary Policy: This includes setting key interest rates, controlling
money supply and managing foreign exchange reserves.
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2. Regulation and Supervision: The RBI regulates and supervises all
commercial banks, co-operative banks and non-banking financial
institutions in India.

3. Currency Management: The RBI is responsible for printing and
distributing currency notes except 1 rupee note and ensuring an
adequate supply of money in circulation.

4. Lender of Last Resort: The RBI provides liquidity support to banks
facing temporary cash flow mismatches or other financial distress,
acting as the lender of last resort.

5. Payment Systems: The RBI develops country's payment and settlement
systems i.e., National Electronic Funds Transfer (NEFT) and Real Time
Gross Settlement (RTGS).

-
6. Foreign Exchange Management: RBI manages foreign exchange reserves

and regulates the foreign exchange market to ensure orderly functioning and
stability of the Indian rupee.

7. Banking Development: The RBI promotes financial inclusion and co-
ordinates the expansion of banking services to unbanked and underserved
regions of the country.

IMPORTANCE OF BANKING INDUSTRY

The banking industry acts as a bridge between people who have surplus money
(savers) and those who need money for various purposes (borrowers). By
collecting deposits from individuals and businesses and providing loans to
industries, farmers, traders, and entrepreneurs, banks help in the growth of
commerce, agriculture, and industry. This, in turn, creates jobs and raises the
overall standard of living in the country.

Banks also make financial transactions easy, safe and efficient. People and
businesses use banks to transfer money, pay bills, receive salaries, and make
online purchases. With the help of technology, services such as net banking,
mobile banking, and ATMs have made it possible to access banking services
anytime and anywhere. This convenience has increased public trust in the
formal financial system.

Another important function of the banking sector is to encourage saving habits
among people. Banks offer a safe place to keep money and provide interest on
deposits, which motivates individuals to save. Savings accounts, fixed deposits,



and recurring deposits help people plan their finances, prepare for emergencies,
and invest in future needs like education, housing, or retirement.

Banks also support government policies and welfare programs. They help in
distributing pensions, subsidies, and loans under various government
schemes. Special initiatives like the Pradhan Mantri Jan Dhan Yojana have
brought millions of people into the banking system, promoting financial
inclusion and reducing dependence on informal money lenders.

The maintaining financial stability in the economy is possible through the
Central banks like the Reserve Bank of India (RBI) regulate and supervise all
other banks to ensure that the banking system remains strong and trustworthy.
They control interest rates, manage inflation, and ensure that there is enough
liquidity in the market. This helps prevent financial crises and supports the
smooth functioning of the economy.

PRACTICAL EXER@QS
Activity 1: Visit to a Local Bank Branch\@)bsewe the real time banking

operations (b»
Material required: Notebook, Paper, R@&Penml and rubber.
Procedure: 4
1. Ask the bank manager ermission and fix a date and time for the visit.

observing the cashi r customer service desk.

2. Divide students into I groups and give them simple tasks like
3. Bank staff Wili§/65 short talk about the bank and its services.

N

. Students will ch how customers are helped, how money is handled,

and how sﬁv ork.
5. Student ask simple questions to the bank staff after observing.
6. Afte @Vlsit, students should write a short report about what they

7. @ next class, students can talk about their visit and what they found
eresting.

A(@Vity 2: Group Discussion on the importance of banking industry in our daily
life and economy

Material required: Notebook, Paper, Pen, Pencil, and rubber.
Procedure:

1. Divide the class into small groups of 5 to 6 students each.



2. Give each group 5-10 minutes to think about the topic. They can write key
points like saving money, giving loans, helping businesses, etc.

3. Ask one group to begin. Each student should speak for 1-2 minutes and
share their ideas.

4. Other groups should listen carefully and wait for their turn to speak.
Encourage respectful behavior.

5. The teacher should walk around, help shy students speak, and make sure
the discussion stays on topic.

6. After all groups have spoken, the teacher or one student can giveegéhort
summary of the main points shared. )

7. Talk about what students learned and give them simple fee k on how
they spoke and shared ideas. QQ

CHECK YOUR PROGRESS “QQJ

A. Fill in the Blanks

. . xO
The is the apex bank of India.
The main functions of a bank are acceptan deposits and
The RBI was established on . %
Public sector banks are owned and cont@led by the
The Pradhan Mantri Jan Dhan Yojan‘%' romotes

b=

B. Multiple Choice Questions 'Q\’
x<
1. Which of the following banl%éa'nts currency in India?
a) SBI
b) HDFC bﬁ
c) RBI oS
X

a) Punjab Nati Bank
b) State B l§ India
c) Bank o roda

d) ICICI @
2. Which is the b{ég; public sector bank in India?

1 Government
tate Government
%) Sponsoring Banks
Q d) All of the above
4. Which of the following is not a scheduled bank?
a) SBI
b) ICICI
c) Any bank not listed in the 2nd Schedule of RBI Act
d) HDFC
5. The RBI manages reserves of India.
a) food

d) Ind ank
3. Regig‘& Rural Banks are owned by
a) tra



b) gold
c) foreign exchange
d) oil

C. State Whether the Following Statements are True or False

1. Banks accept deposits and provide loans.
2. RBI does not print %1 notes.
3. Public sector banks are owned by private individuals. E}v
4. RRBs serve mainly urban and industrial customers. \QQJ
5. Co-operative banks function at three levels. "
D. Match the Column \\’
>
S.no Column A S.no Column B’Q
&,
1 RBI A | Works at state, districtﬁ@i village levels
O
2 Public Sector Bank B Includes SBI and N)%
e
\"
3 Commercial Bank C Supports ruralkcustomers
S
4 Co-operative Bank D Owned(%;Government
5 RRB E P@es currency and monetary policy
E. Short Answer Questions &
1. What is the meaning oéb%nking?
2. What the two main f 10ns of banks?
3. Who regulates th%&ing system in India?
4. What is the functien of RRBs?
5. Name any two%i‘vate sector banks.

F. Long Answe@ﬁ’xestions

1.

Des{%&& the banking structure in India.

ss the functions of the Reserve Bank of India.

2 S
3. &zt are the different types of commercial banks in India?

G.Qheck Your Performance

1. Prepare a chart on structure of banking.




SESSION 2: INTRODUCTION TO CUSTOMER SERVICE
ASSOCIATE - FINANCIAL SERVICES

INTRODUCTION

In the financial services industry, a Customer Service Associate (CSA) plays a
crucial part in preserving positive client relations between a financial institution
(such a bank or insurance provider) and its clients. They are in charge of giving
clients information, answering their questions, and making sure &Qg are
satisfied because they are frequently the initial point of contact. \\’@

Excellent customer service is not only a benefit but also a re ment in the
cutthroat financial world of today. CSAs assist clients withSduties such as
account opening, transaction processing, service request mgéssing, banking or
insurance product explanation and complaint resolution@roﬁciency in financial
goods and services, effective communication, and the capacity to manage client
interactions with professionalism and patience<&pe all necessary for their

position.

Additionally, a CSA is essential to establis glient loyalty and trust, both of
which are necessary for any financial ingtitttion to succeed in the long run. As
online services and digital banking h&’ grown in popularity, the function has
expanded to cover phone, email, cha#, and mobile app support, making digital
literacy just as crucial.

KEY QUALITIES AND AT'{:@%JTES

In order to perform betterythe CSA in financial services field must have skill sets
which enables to per; his/her task more effectively and efficiently. Those skill
sets which are r@ﬁ:ed in CSA role are listed below:

Q
& O

L ] L]
/ Professionalism

° . °
and Integrity
Customer-centric
Attitude

Fig.1.5 Key Qualities and Attributes
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1. Communication Skills: To communicate with consumers effectively, a CSA
needs to be a skilled communicator both in writing and speaking. They should
be able to clearly and simply explain financial policies, procedures and products.
To completely comprehend the questions and concerns of customers, active
listening is also as important as speaking.

2. Patience and Empathy: Managing clients, particularly those who are
struggling financially, calls for composure and patience. By understandi he
customer's emotions and responding with compassion and encouragemgﬁ the
CSA can establish rapport and trust. \\,

3. Problem-solving ability: Customers may have a variety ofsguestions and
concerns about financial services. In order to handle client coniplaints and find
satisfactory solutions to potential problems, CSAs need t ve good problem-

solving abilities.

xO
4. Professionalism and Integrity: Maintaining agﬁ'ofessional attitude, even
under pressure, is necessary. A CSA must ndle confidential financial

information responsibly and follow all ethical @elines and company policies to
ensure customer trust and legal complianc %\'

5. Customer-centric Attitude: A &must focus on providing a positive
experience, answering questions ge§pectfully and striving to meet or exceed
customer expectations at every interaction. Then only CSA can fulfill the needs

of the customers. bﬁ

6. Technological Know, e: As digital banking has grown, CSAs need to feel
at ease with compugTs‘l, internet platforms, Smartphone apps and banking

software. Additional ey must to be able to assist clients in making efficient
use of these tec ies

IMPORTAI@/OF CUSTOMER SERVICE ASSOCIATE IN BFSI

repr t the institution’s image and values through their interaction with
cho ers. Their ability to communicate effectively, solve problems, and
maintain a friendly and professional approach directly impacts customer
satisfaction and loyalty.

Wheth;@ a bank, insurance company, or financial service provider, CSAs

In today’s competitive and digital financial environment, customers expect quick,
accurate, and personalized service. CSAs help meet these expectations by
answering queries, guiding customers through services, assisting in
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transactions, and resolving complaints. Their role is especially important in
building trust, which is essential when dealing with money and financial
security.

CSA helps in promoting financial products and services. With proper knowledge,
they can help customers choose the right type of account, loan, insurance plan,
or investment option that suits their needs. This not only helps the customegt’)ut
also contributes to the institution's growth and business targets. 7@

Moreover, CSAs support the organization in compliance and data 'o%gcy by
following procedures, updating customer information correctly, X)D} ensuring
proper documentation. In doing so, they help prevent fraud Q maintain the
integrity of the financial system. <

O
PRACTICAL EXERCISE \Q

Activity 1: Identify and list out the good and badfﬁ\fnples of customer service
Material required: Notebook, Paper, Pen, Pen@ nd rubber.

Procedure: &
\

1. Divide the class into small grou Q}I 3-5 students.

2. Provide each group with a fi wb%hort case studies or role-play scenarios
that depict both good an d customer service situations in financial
services. %

3. Ask the students to r ach scenario carefully and identify whether it
shows good or ba omer service.

4. Instruct them tg highlight the actions or behavior that make the service
good or bad (e%imely response, rude behavior, lack of knowledge).

5. Encourag@ﬁe
given

SCENarios.
6. Let e %xgroup present their findings to the class with reasons for their

to list out at least 3 good and 3 bad examples from the

chofees.
7. @cate a class discussion to compare different viewpoints and reinforce
@ e qualities of good customer service.
. Conclude the activity by summarizing key takeaways and the importance
of professionalism, empathy, and communication in customer service.

Activity 2: List out and discuss the key responsibilities and skills of Customer
Associate

Material required: Notebook, Paper, Pen, Pencil, and rubber.

Procedure:
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—

. Dividing the class into small groups of 3-5 students.
. Give each group a set of real-life role-play situations or short case studies

related to customer service in banks or financial institutions.

. Ask the students to read and discuss the roles being performed in each

case and identify the responsibilities shown.

. Next, have them list the skills that the CSA is using in each situation (e.g.,

communication, problem-solving, digital literacy).

. Allow each group to present their observations to the class. E}
. Facilitate a discussion where other groups can agree or suggest a%ﬁ(onal

responsibilities and skills.

. Conclude the activity by summarizing the main duties s@' essential

qualities of an effective CSA. Q'

CHECK YOUR PROGRESS “QQJ

A. Fill in the Blanks Q)

1.

2.

3.

4.

5.

1.

2.

3.

client data.
B. Multiple Choice ng%@

A Customer Service Associate (CSA) is often th&}i)}itial between a
financial institution and its clients. Q)

In the financial sector, excellent is ecessity rather than a
luxury.

CSAs assist customers in understapggsg products and resolving
complaints. &‘\,

Digital literacy is important for Q@As due to the growing use of

banking. Q
Professionalism and @e essential traits for a CSA while handling

What is one of the
a) Approving loan
b) Processing 1%&1 documents

c) Resolving ¢8tomer complaints

d) Managifig)ihvestments

Which gkillis most important for handling angry or frustrated
cust@,@e s?

esponsibilities of a CSA?

a) /\s«hnological knowledge
tience and empathy

Data analysis
d) Marketing skills
Why is digital literacy important for a CSA?
a) To prepare tax documents
b) To conduct internal audits
c) To assist customers with online and mobile banking
d) To develop new banking software

4. A CSA contributes to business growth by:

a) Ignoring customer queries
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b) Promoting suitable financial products
c) Avoiding technology use
d) Closing customer accounts
5. Which of the following is NOT a required quality for a CSA?
a) Empathy
b) Communication skills
c) Aggression

d) Integrity b'
C. State Whether the Following Statements are True or False &
1. CSAs play a role in maintaining customer loyalty and trust. %Q
2. It is not necessary for a CSA to understand digital platforms. \'\,
3. CSAs do not require professional communication skills. O
4. CSAs should update customer information accurately to??gfd fraud.
5. A CSA is responsible for product development in ﬁnan%a institutions.
D. Match the Column AS)
xO
S.no Column A S.no €olumn B
O
1 Patience and A Resolve issges and complaints
empathy @
A
. [ ] y
2 Prg‘plem—solvmg B Use &&mline and mobile banking
ability <
>
3 Technological C \\Understanding customer emotions
knowledge
A
C O
ommunication “
\>« . . . .
4 Skills %\, Explain policies and services clearly
S Professionalié);& E Follow ethical and company guidelines
L
E. Short Answ. uestions

1. What i@e primary role of a CSA in the financial sector?
2. Whyeke communication skills important for a CSA?
3. H /\does a CSA contribute to data accuracy?
4. @t is the significance of empathy in a CSA’s role?
F. Answer Questions
Describe the key responsibilities of a Customer Service Associate in the
financial services sector.
2. Explain the importance of communication and problem-solving skills for
a CSA.
3. Discuss how CSAs help in maintaining the integrity of the financial
system
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SESSION 3: ROLES AND RESPONSIBILITIES OF CUSTOMER
SERVICE ASSOCIATE

Customer Service Associates (CSAs) are the frontline representatives of an
organization. They serve as the bridge between the company and its customers,
ensuring that customers receive prompt, respectful, and helpful service. Their
role is essential in creating a positive customer experience and building long-
term customer loyalty. "8
e

KEY FUNCTIONS OF CUSTOMER SERVICE ASSOCIATE
The key functions of customer service associate are given belo&@«

1. The CSA acts as first point of contact for customers —@n person, over the
phone, or through digital channels.

2. Providing accurate information and resolving\@e customer queries,
complaints or concerns promptly and efficien

3. Offering clear and complete information ab&;‘oducts, services, pricing,
policies and procedures.

4. Understanding customer needs and ~e{1$ure their feedback reaches the
appropriate department. °,\/(b'

5. They act in the customer’s bes%interest while aligning with company
policies. X0

6. Collaborating with interna!ﬁ&:‘s such as sales, logistics, and technical
support to deliver seamle rvice.

PRIMARY RESPONSIBILI{;&' OF A CUSTOMER SERVICE ASSOCIATE
The primary responsi%i@s of CSA are given below:

Greeting andg&'gaging with customers politely and professionally.
Handling tomer inquiries via phone, email, chat, or face-to-face.
Resolvidg)complaints and escalating complex issues when necessary.
Maigtaining customer records and documenting interactions.
Priocessing orders, forms, applications, and requests.

6 lowing communication procedures, guidelines, and policies.
gﬁeeping updated on product knowledge and service updates.

. Promoting additional products or services when appropriate (cross-

selling /up-selling).

kL=

STANDARD OPERATING PROCEDURE (SOPs) in CSA

As a CSA in financial sector, he/she must follow certain set of principles with
respect to mode of operandi for smooth functioning in the organization. In order
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to achieve this following standard operating procedures are given to CSA —
Financial Services:

Greeting and Providing Product/ Managing Maintaining Records End-of-Day
Welcoming Customers Service Information Customer Complaints and Documentation Reportmg

0 0 0 0 _
© 0 0 O

Identlfylng Handllng Follow- Ups E al ion
Customer Needs Transactions w@tocol

Fig. 1.7 Standard Operating Procedure gops) in Csa

1. Greeting and Welcoming Customers

A CSA should always greet customers prom “tly and warmly to set a positive tone
for the interaction. A courteous and frien bé‘reeting within 30 seconds, whether
in person or over the phone, helps estaBlish trust and shows the customer that
their presence is valued. Using phy like “Good morning” or “How may I assist
you today?” creates an inviting ‘§ osphere and improves the overall customer

experience. b
2. Identifying Customqgﬁeed

Understanding the c mer’s needs is essential for delivering the right solution
or service. A CS Aip st ask open-ended questions to encourage customers to
share details hould listen actively to what the customer says. Confirming
or paraph g;’g their concerns helps in avoiding misunderstandings and
demons@@ that the CSA is attentive and committed to helping.

3.P %liing Product/Service Information

A CBA should offer accurate and complete information about the organization’s
products or services. Whether it’s explaining features, pricing, or service terms,
the communication must be clear and easy to understand. Supporting materials
like brochures, catalogs, or digital displays can help in making the explanation
more effective and ensure the customer is well-informed before making a
decision.
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4. Handling Transactions

When it comes to processing sales, service requests, or payments, the CSA must
follow standardized steps to ensure accuracy and transparency. This includes
generating invoices, collecting payments, and issuing receipts. Using reliable
tools like point-of-sale (POS) systems and ensuring that the transaction details
are correct helps maintain financial integrity and builds customer confidence.

5. Managing Customer Complaints <

0>

Handling complaints professionally is an essential part of a CSP@ ole. The

associate should listen to the customer’s concerns without inter\@tion, show

empathy, and respond calmly. Apologizing and reassuring the Qg?c’)mer that the

issue will be resolved shows accountability. If the problem i§ beyond the CSA’s

authority, it should be escalated to a supervisor, followir& e proper protocol.
LY

6. Follow-Ups X,
O

After resolving a customer query or providing a service, following up ensures that
the customer remains satisfied and feels valued! This step may involve a phone
call, email, or message to confirm that ev&ry&lng is in order. Collecting feedback
during this stage is important as it he]@ﬁ mprove services and strengthen the
customer relationship. (D)’\:

7. Maintaining Records and Documentation

Proper documentation of cu Q‘LGI‘ interactions, transactions, and complaints is
essential for future refer%%e and accountability. A CSA must accurately record
all necessary details in_customer service systems or logs, while also ensuring
customer confidentiplity and compliance with data protection laws. These
records help in 1@: ing service history and improving service delivery.

8. Escalati @rotocol

the ciate must follow the escalation procedure by notifying the immediate
su@ isor or manager. This ensures that the customer’s concern is addressed
efficiently by the appropriate authority, minimizing delays and improving
resolution quality.

Not all ;’@es can be resolved at the CSA level. For complex or sensitive matters,

9. End-of-Day Reporting

At the end of each working day, the CSA should prepare a summary of tasks
performed, customer feedback received, and any challenges faced. This report

16



should be submitted to the supervisor to maintain transparency and help in
monitoring daily operations. It also assists in planning improvements and
ensuring continuity in customer service.

COORDINATION WITH INTERNAL TEAMS

A crucial responsibility of a Customer Service Associate is to maintain effective
coordination with other departments such as sales, billing, logistics, tech@pal
support, and administration to ensure smooth and timely service delivéry to
customers. When a customer raises a concern or requires a service th%QVOlves
other departments, the CSA must clearly communicate the custo ’§ request,
follow up on the status, and ensure the resolution is deliveréd within a
committed timeline. For example, if a product return or technfeal issue arises,
the CSA must promptly inform the respective team, de all necessary
documentation, and act as a bridge between the customer and the concerned
department. X,

Maintaining accurate internal communication h@s avoid misunderstandings,
ensures customer satisfaction, and promotes @ollaboratwe work environment.
The CSA should also update the custom \k)nce the issue is resolved or the
request is completed, reinforcing tran {?ency and trust. Coordination should
be professional, timely, and always fm,édsed on meeting the customer's needs

efficiently. @

RECORD-KEEPING AND DO%U*IENTATION PROCEDURES

Accurate and timely rec%@&éeping is one of the important responsibility of a
CSA to ensure operational efficiency, legal compliance, and consistent service
quality in bankmg financial sector. CSAs must maintain detailed and
organized docvﬁﬁ ation of all customer interactions, service requests,
complaints, f , transactions, and follow-up actions. Each entry should
include relewawnt detalls such as date, time, customer name, issue summary,
actions 6&1, and the final outcome. This information is typically recorded using
Custo elationship Management (CRM) systems, service logs, digital forms,
or ical registers, depending on the organization’s infrastructure.

Documentation should be completed in real-time or immediately after the
interaction to avoid errors or missing information. It is essential that all records
are factual, clear, and written in a professional tone. CSAs must also ensure that
all sensitive customer data is handled in accordance with privacy regulations
and organizational policies, maintaining confidentiality and securing access to
records appropriately.
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Proper documentation allows the organization to track customer history, resolve
recurring issues, improve service delivery, and generate useful reports for
performance monitoring and decision-making. It also serves as legal evidence in
case of disputes. Regular audits of records and adherence to data retention
policies are recommended to maintain consistency and compliance.

PRACTICAL EXERCISE

O

Activity 1: Role-play on customer interaction \Q@
Material required: Notebook, Paper, Pen, Pencil, and rubber. \,@
Procedure: O
1. Divide the class into pairs — one plays the CSA and %Sother plays the
customer. O
2. Distribute scenario cards to the “customer” (e.g., a g for account opening

info, reporting a card issue, product enquiry).

3. The CSA begins the interaction by greeting tl%&)stomer politely.
4. The CSA should then ask questions to un@ nd the customer’s need and
respond with appropriate, accurate info
5. After 3-5 minutes, ask the students to tch roles with a new scenario.
6. Each student notes down how they dled the interaction, what went well,
and areas for improvement.
CHECK%UR PROGRESS
A. Fill in the Blanks
1. A CSA must maint ccurate of customer interactions and
transactions. %
2. Handling comp(émts with empathy and professionalism helps to build
customer e;l&
3. CSAs mu@a ow standard procedures to ensure consistent
service quality.
4. Endﬁﬁéy helps track customer issues and daily
p mance.
B. Multiple Choice Questions
ich of the following is NOT a responsibility of a Customer Service
Q Associate?

a) Resolving customer complaints
b) Creating company policies
c) Processing customer transactions
d) Providing product information
2. What should a CSA do when a problem is beyond their authority?
a) Ignore the problem
b) Ask the customer to leave
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c) Escalate the issue to a supervisor

d) Tell the customer to wait

What tool is commonly used by CSAs for maintaining customer
information?

a) Excel sheet

b) Customer Relationship Management (CRM) system

c) Calculator

d) Web browser e}
Which of these is an example of proper customer service etiquette? ¢,
a) Talking while using the phone '\Q

b) Ignoring complaints '\,%

c) Greeting customers politely O
d) Arguing with customers QQ’
Coordination with internal teams helps in:

a) Delaying services \06

b) Avoiding responsibilities O

c) Delivering seamless customer service X

d) Reducing customer feedback \Y

C. State Whether the Following Statements a% rue or False

1. A CSA should only maintain records w @ there is a complaint.
2. Providing clear and complete product"}Q ormation is part of a CSA’s role.
3. A CSA must never follow up with a* {{stomer after service is provided.
4. Record-keeping helps in trackin 6’&stomer history and resolving issues.
5. Escalation of complex issues i%part of standard procedure for a CSA.
D. Match the Column
A4
S.no Column A ,@o Column B
e N
N
1 Greeting custom% A Building trust
K>
2 Recordlpg »{ Betomer B CRM systems
Iinteract,
3 Co&‘g ; nt C After service completion
ml gement
=4
%C,DEscalation protocol D Involving supervisors for complex issues
V. \
I\% Follow-up E Within 30 seconds

E. Short Answer Questions

1.
2.
3.

What is the main role of a Customer Service Associate?
Why is greeting the customer important?
What should a CSA do when a customer's issue is too complex?
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4.
5.

What is the importance of end-of-day reporting?
Why is record-keeping essential in customer service?

. Long Answer Questions

1.

akwN

Explain the importance of following Standard Operating Procedures (SOPs)
for a CSA.

Describe how a CSA manages customer complaints effectively.

Discuss the role of coordination with internal teams in customer segvice.
How does record-keeping benefit both the customer and the org tion?
What are the key responsibilities of a CSA during a customerdn{eraction?
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SESSION 4: MORALE AND ETHICS
MEANING OF MORALE AND ETHICS

Morale refers to the overall attitude, confidence, enthusiasm, and satisfaction
that individuals or a group feel about their work, role, or environment. High
morale means that employees are motivated, cooperative, and positive about
their tasks and the organization. Low morale, on the other hand, can le@, to
reduced productivity, poor teamwork, and dissatisfaction. \QQJ

Example: When employees feel valued, supported, and part of a %&tive team
culture, their morale is high, which leads to better performance a@, ooperation.

Ethics are the moral principles and values that guide indiv@ual behavior and
decision-making about what is right and wrong. In a Wormace context, ethics
involve honesty, integrity, fairness, respect for others, a&@responsibility. Ethical
behavior helps in building trust, maintaining a gog\.reputation, and ensuring
compliance with rules and regulations.

Example: Being honest with customers, tre i@coworkers respectfully, and not
misusing company resources are example,il ethical behavior.

PROFESSIONAL BEHAVIOUR IN Clgg&)MER SERVICE

Professional behaviour in customer service refers to the conduct, attitude, and
communication style that a stomer Service Associate (CSA) consistently
demonstrates to represent t@g’rganization positively and build strong customer
relationships. It includ ing punctual, polite, respectful, well-groomed, and
maintaining a positiveXattitude during all customer interactions. A professional
CSA listens actively, ustomer concerns, responds calmly even under pressure,
and uses ap'%ate language—free from slang, sarcasm, or negative

expressionsQ.Q)

Maintail@x confidentiality, integrity, and responsibility is also part of
profe al behaviour. For instance, a CSA should never share customer
in%w%ation without permission, and should take ownership of problems by
following through until they are resolved. Displaying empathy, being patient with
dissatisfied customers, and staying composed in challenging situations reflect
maturity and professionalism.
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Being knowledgeable about the company’s products or services, following
standard operating procedures, and being responsive to both customers and
team members contribute to professional conduct. This behaviour helps build
customer trust, enhances satisfaction, and contributes to the organization’s
positive image.

IMPORTANCE OF INTEGRITY, CONFIDENTIALITY AND RESPECT

1. Integrity \QQJ
Integrity means being honest, reliable, and doing IG’
the right thing even when no one is watching. In L
customer service, integrity is essential because it
builds trust between the customer and the . \\ (

organization. A Customer Service Associate (CSA)
with integrity provides correct information, takes
responsibility for mistakes, avoids false promises, ‘
and follows ethical practices. When customers s 7 ©
that a CSA is truthful and dependable, they@‘e
more likely to return and recommend the setyice to
others. Integrity also promotes a pos'. work
culture and strengthens the reputatio& the organization.

2. Confidentiality @

Confidentiality refers to pr ting sensitive or private information from
unauthorized access or shasing. In customer service roles, CSAs often deal with
ersonal data like contact details, account

+ information, or complaints. It is important to keep this
information secure and only share it with authorized
personnel. Respecting confidentiality not only
complies with legal and organizational policies but
also ensures that customers feel safe and respected. A
breach of confidentiality can damage the
organization’s credibility and result in legal
X consequences.

Fig.1.8 Integrity

Fig.1.9 Confidentiality

Respect

Respect means treating others with dignity,
politeness, and consideration regardless of their
background, behavior, or opinions. In customer
service, showing respect to customers—even when

Fig.1.10 Respect
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they are upset or demanding—helps de-escalate tense situations and fosters
positive relationships. Respect must also be shown to coworkers, supervisors,
and all team members to maintain a healthy and collaborative work
environment. Respectful behavior improves communication, reduces conflicts,
and contributes to overall workplace harmony and customer satisfaction.

ETHICS IN HANDLING CUSTOMER GRIEVANCES AND FINANCIAL
INFORMATION e

Ethical conduct is must when managing customer complaints an.d%lgancial
data. It ensures that customers are treated fairly, their concerns @ddressed
honestly, and their sensitive information is protected. Q{}

&

O

~

ETHICS IN
HANDLING CUSTOMER
GRIEVANCES AND
FINANCIAL
INFORMATION

Fig.1.11 Ethics in Handling Custo%egGrievances and Financial Information

1. Ethical Handling of Cu er Grievances

X

When a customer r. ’kii:@a grievance, the Customer Service Associate must
respond with empat patience, and integrity. It is important to listen actively
without interm@(@, acknowledge the customer’s concern, and avoid blaming
others or making’excuses. The CSA should handle the issue honestly—never
hiding fac @? giving misleading information. If a mistake has occurred,
admitti «& and taking responsibility shows ethical maturity. Escalating the
issue e right department when required, and following up until it is resolved,
re a strong commitment to fairness and customer rights. Ethical handling
of grievances builds trust, enhances customer satisfaction, and strengthens the
organization’s reputation.

2. Ethical Handling of Financial Information
CSAs often deal with sensitive financial data such as account numbers,

transaction details, payment history, or identification documents. This

23



information must be handled with strict confidentiality and security. It is
unethical to share, misuse, or disclose any financial information without proper
authorization. Access should be limited only to relevant staff, and data should
be stored and processed in line with the organization's privacy policies and
applicable laws (e.g., data protection regulations). Ethical behavior in this area
not only protects customers but also prevents fraud, identity theft, and legal
liabilities.
O

PRACTICAL EXERCISE \QQJ

Activity 1: Group discussion on ethical dilemmas \\’
Material required: Notebook, Paper, Pen, Pencil, and rubber. QQ'

Procedure: <
O
1. Students will be given simple case studies showi xamples of unethical

behavior in customer service (e.g., rude behavior, dishonesty, breach of

N

confidentiality) §

. Each student or group will read and analy e case.

. They will identify what unethical actionsatooK place in the scenario.

. Students will discuss the possible co: &uenoes of the behavior—such as
customer dissatisfaction, company reputation damage, or legal issues.

. Each group will suggest how tlésé&ation could have been handled ethically.

A W

ul

6. The teacher will guide a shor ss discussion connecting the case to key
values like integrity, respect,«and responsibility.

7. Students will write a brief mary of their analysis and what they learned.

8. This activity helps in erstanding the real-world impact of ethics and
promotes responsibl cision-making.

Activity 2: Analyze g\se studies on unethical behavior and its consequences
Material requlrg'gNotebook Paper, Pen, Pencil, and rubber.
Procedure:

1. The t@&r will provide short and simple case studies that depict unethical
be in customer service roles.

2. S&nts will be divided into small groups or pairs and assigned one case

Qach.

3. Each group will read the case and identify the unethical actions involved.

4. They will list the negative consequences of such behavior for the customer,
the employee, and the organization.

5. The group will discuss what ethical actions should have been taken in the
situation.

6. Each group will present their analysis and ethical suggestions to the class.
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7. The teacher will summarize key lessons and reinforce the importance of ethics
in customer service.

8. Students will reflect on the case and write one paragraph on how they would
act ethically in a similar situation.

CHECK YOUR PROGRESS

A. Fill in the Blanks

1. refers to the overall attitude, confidence, and satisf@gﬁon
individuals feel about their work.

2. are the moral principles that guide individual behaﬂ&g’fﬁn terms
of right and wrong.

3. A CSA must maintain when handling customg@a ormation.

4. means doing the right thing even when no on&is watching.

5. behavior improves communication an,%eeduces workplace
conflicts.

B. Multiple Choice Questions \,O

. Y
1. What does high morale among employees i icate?
a) Lack of discipline

b) Motivation and cooperation @
c) Frequent complaints . (b'\
d) Increased absenteeism AN

service?

a) Sharing customer data wi
b) Avoiding responsibili ‘gr a mistake

c) Providing misleadingproduct information
d) Taking owners}dg f a customer complaint

3. Conﬁdentialit3€§fers to:
a) Discussin ice gossip
b) Protecti %rivate information

c) Igno@ customer feedback
d) Sharinig passwords

2. Which of the following is an ex@gpjle of ethical behavior in customer
friends

4. ssional behavior does NOT include:
sing slang in customer interaction
Q ) Maintaining a positive attitude
c) Being punctual and respectful
d) Listening actively to customer concerns

S. Which value ensures customers trust the CSA?
a) Arrogance
b) Integrity
c) Silence
d) Delay

25



C. State Whether the Following Statements are True or False
1. Ethics help in building trust and maintaining an organization’s

reputation.
2. A CSA can share financial details with their friends if needed.
3. Low morale can lead to poor teamwork and dissatisfaction.

4. Professional behavior means responding rudely to customer complaints.
5. Respecting coworkers and customers improves workplace harmony. b’

D. Match the Column \QQ/
S
S.no Column A S.no Column B NO\\'
1 Morale A | Trust and honesty Q
o &
2 Ethics B Protecting private 1nfor1?@1on
O
3 Confidentiality C | Positive attitude a,&v%’rk
O
4 Integrity D | Right and wrong behavior
72
&7
) Professional behavior E Punctu&"}’(;y and politeness
‘xv
E. Short Answer Questions \'@&
What is morale in a workpl &
Define ethics in customer ice.
Why is confidentiality i rtant in customer service?

What is meant by pro ional behavior?
Mention one exar@e‘ f ethical handling of customer grievances.

F. Long Answer Q1}§}lons

. Explain tl@neaning of morale and its impact on customer service.
Disciiﬁf)—‘e importance of ethics in handling customer grievances.

. Wh he role of confidentiality in financial services?

. H v&o integrity, respect, and confidentiality contribute to customer
és

faction?
Q‘b

ko=

A WN ~
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MODULE 2: Greeting and Addressing Customers

A pleasant tone always helpful for every engagement when clients are greeted
with warmth and treated professionally. A warm greeting that includes a smile
and eye contact demonstrates respect and welcomes the client. Being attentive
and professional is demonstrated by using courteous language and customizing
greetings to the situation (e.g., "Welcome," "Good morning," or "Nice to $&€& you
again"). An essential component of customer service is greeting an 'i@kracting
with clients. Greeting is the essential component of customer se@@ is greeting
and interacting with clients. It affects the customer's experie& and how they

view the company, and it sets the tone for the entire exchagge.

O

This module focus on greeting and Addressing Customefs. The first session
covers concept of first impression and role of pro Slonalism in greeting and
addressing customers, the second session dea@w'th greeting techniques, the
third session focuses on empathy and professionalism , the fourth session
imparts about professional etiquette With‘@tomers.
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Session 1: Shaping Customer Experience

What is ‘Greeting’?

When a consumer walks into a mall, store and calls a customer service
number, or starts a conversation on a website, they are interacting with a
business for the first time. This is known as greeting customers. It can haveg a
big impact on a customer's entire experience because it's their initial \QQJ

impression of the company. "\,%

S,

About First Impression A
The term "first impression" is the first opinion of a customer’@t wards product,
services and company and customer service agent during?@ first few seconds
of contact, frequently influenced by the way they are W&Q)med and spoken to.
In customer services point of view, the first impres%&m means to feel, view and

realized the services quality, professionalism of usiness based on how they
are welcomed and spoken to. \
Why First impression is important? '\’(b'

e It is helpful to build the relatior)sgfp with the client.

e Set the tone converts the e@t‘ exchange.

e [t establishes whether a&é;pnt will use the service again or suggest it.
Examples of Greetin@.

e Eye to Eye contac

e Smile on Face g{g

e Politely to sa{(&ood morning’, ‘May I Help you’, ‘How can I assist you’

etc. ?
e On the@theér side avid the customers and using the bad tone creates a
negative’teedback.

Role vafessionalism in Greeting and Addressing Customers
C\g@ders’ first impressions of a company are greatly influenced by
professionalism. Regardless of the circumstance, professionalism in greeting
and interacting with clients guarantees a polite, respectful, and constant
exchange. In the context we can say that professionalism always help to

achieving the target in the business.
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Importance of professionalism

Major aspects of professionalism in customer greetings

Increases credibility and trust

Produces a satisfying client experience

Reflects the norms and values of the organization.

Aids in managing challenging circumstances in a composed and

courteous manner b’
<

o

Language should be courteous and respectful, such as ”Goo@k)rning,”

"How may I help you?" or "Thank you for waiting" etc. QQ’
Well-groomed look and body language for example eg@%bntact, smile, and
keep your posture straight. &Q

Voice tone for example Speak with assurancegsiendliness, and clarity.
Actively listening- Pay close attention the customer and react
accordingly. \

Regularity- Treat every consumer x&ﬁs]?' professionalism, regardless of their
background, state of mind, or ‘%l"(%lem.

Brief about Customer Perceptioﬁ&
The impression that consun@%, have a view about the product, brand and

services depend on their e@}rience, impression and thinking. Some of the way

where consumer alw ¥ tract and think such as Advertising, reviews, product

quality, and custoa@r service. A fare perception can lead to loyalty, referrals,

and increased es, making it a major aspect for businesses to manage.

Businesses@ create a stronger, more positive brand image by comprehending

and impfoying customer perception, which is essential for long-term success and

gai

a competitive edge in the market.

Significance of . customer perception
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Fig. 2.1 Significance of customer perception

Customer Loyalty: Customers are more focused to stick with a brand over the
long run when they have a favorable choice on it. Beyond only making repeat
purchases, loyalty can result in consumers referring the brand to others,
building a devoted following. b’
Competitive advantage: A favorable consumer perception can oI.)e%@e@as a
differentiator in crowded markets. Even when the productS@\% similar,
consumers prefer brands they like over rivals. N
Brand Equity: A favorable perception raises a company's@narket value and
standing. It contributes to the development of credibilit};&@n trust, two qualities
that are crucial for any company. X,
Increased Sales: Positive perceptions motivate @cs)umers to make purchases,
which boosts sales. It clearly shows how satis@i customers are and how likely
they are to keep purchasing from the company.
Customer Advocacy: Happy consum&ﬁl‘frequently promote a brand. They tell
others about their good experie , which generates useful word-of-mouth
advertising that may be mog%reliable and successful than other forms of
advertising. 0

X
Significant positivechnpact on customer
Customer satisfactiqb%ts greatly increased by addressing. A proper explanation

of how and wh 1ven below:

R\

% Creates a favorable Increases Client Increases Patience
initial impression Loyalty and Trust and Decreasas
Q ° % Frustration
Personal Connection Aids in improving
comprehension of
Boosts Contentment i
client needs

Fig. 2.2 Significant positive impact on customer
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Creates a favorable initial impression: The following point will be considered
such as
e Warmly welcoming for the clients and demonstrates the product.

e A pleasant tone creates a good atmosphere and interaction.

e Clients always should feel herself/himself valued and welcomed.
Increases Client Loyalty and Trust: The following points will be considgring
such as <

e Providing fast service to the clients in an effectively manne&,@ﬁg some

good gestures. 6’0
e Always feel their customers his/her presence and, attention are
appreciated. O

e Grow the chances of repeat business and long-te*ﬁ& loyalty.

Increases Patience and Decreases Frustratio%gle following points will be

considering such as

e A simple greetings and obey can re(.:l frustration.
e If customers feel heard and seen,éﬁ%z are more likely to comply and
stick around. (58’
Personal Connection Boosts tentment: The following points will be
considering such as bﬁ
e A link is forme personalized care (using names, remembering

preferences). %
e In additio ({,@éing transactionally invested, customers feel an emotional
conne Qo the service.
Aids in i:@oving comprehension of client needs: The following points will
be consittering such as
Qﬁlmployees that actively attend are able to listen well and ask questions.
e Better service, fewer complaints, and greater satisfaction are guaranteed

as a result.

SOPs for customer interaction
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Standard operating procedures (SOPs) for customer service have many
advantages that greatly improve the efficacy and efficiency of support teams.

Here are a few of the main benefits:

Consistency in service delivery: Delivering services consistently is essential
for fostering customer pleasure and trust. SOPs make sure that all 8§m
members adhere to the same protocols and give each client the same exgégénce.
Enhanced efficiency: Employees may respond to consumer inquiries\aster and
more efficiently when they have clear instructions, which sho@s response
times and boosts output.

Better onboarding and training: When there have clear,\@mprehensive SOPs
in place, new hires may become up to speed more &Qly. SOPs help ensure
that alltime interaction meets the quality standag(axpected by customers.

Error reduction: Standardized processe @aﬂy lower the possibility of
mistakes and misunderstandings. This 1 ns the effort required to fix errors

while simultaneously enhancing the %@ experience.

Improved accountability an phance SOPs offer a precise standard for
behavior and performance, @5&1 is essential for internal evaluations and
regulatory compliance. ’J@y also make it simpler to hold employees responsible
for their work. %

Easy managem (bénd scalability: Standard operating procedures (SOPs)
facilitate the management of larger teams and the maintenance of good service
quality ev. the face of increased volume or pressure as a firm expands.

Activi Watch and discuss sample videos of customer greetings with your
frie “After watching the video of the activity do the group discussion among
the{group and find out the best way to customer interaction.

Activity Link

Customer greeting https://www.youtube.com /watch?v=2TxVyxrOp0s&pp=yg
UrbGFOZXNOIHNhbXBsZSB2aWRIb3Mgb2YgY3VzdGotZX
16Z3J1ZXRpbmdzIA%3D%3D
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Activity-2 Find out good and bad practices in customer greeting and understand
their impact on customer’s satisfaction by group discussion method.
Material requirement for an activity
e Group of person
e Script of role play
e White Board

A
e Marker, Pen and Pencil @Q
e Audio Visual Room O
Step -1 Overview (five minutes) \,O
X
Explain about the activity %O

Step-2 Demonstrate the activity betweer;\t,@:her and student.
Discussion will be held on bad practices 2 good practices

<
Good Practices: X

O
e With smile say Good Mor%in

e To ask How can I help

e Using polite Words% as please, thankyou
Bad Practices: g{&l

e Simple sa)@

e No eye contdct

e Conv ion very rudely

Step 3: @up Discussion: Question can ask

)

Q hat is the wrong in the first example?
o What improved the second example?
« How does it make you feel when someone gives you a kind greeting?

CHECK YOUR PROGRESS

A. Fill in the Blanks
1. A proper ............ is the first step in providing excellent customer service.
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SRR

A positive tone always effects............. impression.

HowcanI.............. you today? A positive way to express.
A first step to develop the ..................... with customers.
When employees fail to properly ............... customers, they feel ignored.

B. Multiple Choice Questions

1. What are the SOPs for customer interaction?
(a) Consistency in service delivery
(b) Enhanced efficiency E}
(c) Better onboarding and training <
(d) All of the above . %Q
2. What are the Significant positive impact on customer? o
(a) Creates a favorable initial impression 6,0
(b) Decrease Client Loyalty and Trust Q
(c) Both A and B <
(d) None of these AS)
3. How do you know making a good first impressio%@l customers?
(a) Requesting feedback X,
(b) Ignoring the client %O
(c) Greeting them with courtesy
(d) Giving them a bill ©
4. How you call when you do not know ‘tg\e customer:
(a) Hey ,g\/
(b) Customer \'@
(c) Sir and Madam Q-
(d) Excuse me
5. If customer not satisﬁe%’ what he will feel?
(a) Valued
(b) Ignored \'JQ'
(c) Not satisfies %
(d) Not interest
C. State whether following statements are True or False

1. Greeti@ is the best way to infract with customers
2.C ers are more focused to stick with a brand over the long run
wh hey have a favorable choice on it.
hen you are busy ignored the customers.
% Is customers always remember that someone has treated rudely?

Q%S. Greetings always support to create a good relationship with customers.
D. Match the Column

S. No Column A S. No Column B

1 Smile shows A Make customer feel

respect
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2 Name the customer if you B Shows politeness
know
3 Body language effect C Build Trust
4 Wish Good morning Sir D To do something
5 | Say please E Greed b,
A

. Long Answer Questions O\z
. Why first impression is important? Discuss. \é,

E. Short Answer Questions .
1. Define Greetings. NQ\\,
2. Explain professionalism. QO

3. What are the SOP’s of customer interaction. ,\O@

4. Explain the significant impact on consumer. \,O

F

1

2

. Discuss the role of professionalism in GreQ,t g and Addressing Customers.
3. What are the significance on customeipg'ception.

G. Check Your Performance \,6

1. Draw a sheet of good words an@g% words.

2. Do the activity of role play @ustomer satisfaction among the group.

3. Discuss the importanc ustomer interaction.
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SESSION 2: GREETING TECHNIQUES
Different types of Greetings
Depending on the situation, greetings can be either formal or casual and are
used to acknowledge or welcome people. While informal greetings are
appropriate for friends and family, Formal greetings are used in professional

settings. Whether to use "Good morning," "Good afternoon," or "Good eveging"

depends on the time of day. .\éo
A more thorough examination of the various greeting forms and thi@\’
applications can be found here: Q
&
Formal Salutations: O
xO

"Hello": It is a common word and versatile, it is use%ﬁo majority of formal
settings.

The phrases "Good morning/afternoon /eve@ are used at the right times of
day. For example, . }:g,

from sunrise to noon, midday to sunsetég after sunset.

"Dear is a formal greeting that is u in emails and letters.

"It's a pleasure to meet you" ig%ed as a formal meeting.

"How do you do?" is a m l{)%}mal question that is frequently asked in
business contexts to ﬁné%ut how someone is doing.

"It's a pleasure to "How do you
meet you" do?"

Fig. 2.3 Formal Salutations

Informal Greetings:
e« "Hi": A casual and common greeting, used in an informal way.

o "Hey": A shortened version of "Hello," used with friends.
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"What's up?": A very informal way, basically used among friends.
"Hi there": A less formal used for casual situations.

"Good to see you": A warm greeting, used when someone meet after a long time
back.

"Nice to meet you": A polite way of saying hello when meeting someone for the
first time.

"How are you?": A common way of asking how’s everything.

"Long time no see!": Used when you haven't seen in a long time.

“Long time no
seel”

“How are you?”

“Nice to meet
you”

“Hi there”

C*S&’R% 2.4 Informal Greetings

Others type of greetsi{{g

Inside Jokes an &names: These are used inside a certain group of people.

area or c c.

C

A"/ and Non-Verbal Cues in Customer Greetings

Slang We‘lfo&« such as "Howdy" informal greetings used within a particular

The spoken words and body language used to start a conversation are both
considered verbal and nonverbal greetings. Greetings can be expressed verbally
with words like "hello," "good morning," or "nice to meet you," or nonverbally with

gestures like a hug, a smile, a nod, or a shaking of the hands.
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Verbal and Non-Verbal Cues
in Customer Greetings

1B

Vv

q Verbal Greetings b Non-Verbal Greetings

{

(o

Eye contact QJ
ye Q
&

{_ !Informal Handshakes °

0
Nodding Q

Hugging

&
Q
xO
Fig. 2.5 Verbal and Non-Verbal Cues in Cussmer Greetings

Verbal Greetings

O

)
Formal: "Good morning," "Good afternoon," "Good evening," "How are you?"

Informal: "Hi," "Hey," "Morning," "What's up?"
Non-Verbal Greetings:

Non-Verbal Greetings:
AN

Eye contact: Eye contact can convey attentiveness and sincerity.
Handshakes: It is a respectful gesture.

Smiling: It is used for friendliness and warmth.

Nodding: Used for acknowledge or agree.

Hugging: It is used among close relatives.
Facial expressions: Conveying enthusiasm through facial expressions.

9
T&e of voice in greetings
When you say "hello," your tone of voice encompasses more than just the words
you speak. It all depends on how you greet the other person, expressing your
disposition, emotions, and the point you wish to make. Some of the components

of tone of voice in greetings are given below:
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Components of the Tone of Voice in Salutations:

e Friendliness: A kind greeting can establish connection and trust with
others right away by making them feel at ease and appreciated.

e Politeness & respect: A respectful tone makes good impression.

e Empathy and Understanding: By making others feel understood, a kind
and sympathetic tone can promote candid dialogue.

e Informality: Ideas are expressed through informal greetings; it is 66
applicable with friends.

e Professionalism: Formal welcomes are more reserved and upl\ﬁ@ a
certain level of formality. O

How tone affect greetings QQ’

e First impression: Tone is the first and last i@éssion. It effects
significantly or adversely. O

e Developing Relationships: While a negative tg{fé«-might cause distance,
a warm and upbeat tone can strengthen bonds,

o Effective Communication: Using the opriate tone of voice can
guarantee that your message is heard a@ understood as intended.

NS

Script guidelines for greetings ‘\/@’

Use professional and courteous W\: ng while writing greeting scripts,
particularly in formal contexts. e of the common greetings like Good
morning, Good evening, Hello, i ﬁe etc. Addressing persons by their titles
(e.g., "Dr. Smith," "Mrs. Thqg §

formal %\' settings.
The following is a su(éé{ary of rules for writing greeting scripts:

") and maintaining a formal tone are suitable in

»g
Formal Salut t@sz

Use Title@uen you sent a message or mail to someone use title such as, Mr.

Miss, %Cg d Mrs. Etc.
G

Us% appropriate language: It indicate that when you sent mail, message or
call>to someone use appropriate language such as Hello, Nice to meet you and
thankyou etc.

Shake hands: A handshake is a formal greeting to express the politeness.

Stand up: It is considered courteous to stand up to meet them.
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Maintain eye contact: It demonstrate interest and focus.

Smile: It is helpful to create a favorable impression.

General Guidelines:

Be friendly: A positive tone will enhance the greeting.

Greet by name: Greet customers by their name to make them feel recognized.
Be attentive: Focus on the person.

Avoid rushing: Time to respond and ask questions from the people.

Personalize the greeting: Match the situation or the person yog\?vre greeting.
PRATICAL EXERCISES <
1 ©
Activit
y \,O

Customer Greeting Role-Play Q\’

The main objective of this activity to provide t]@opportunity to practice
professional customer greetings based on q%%\adard operating procedure (SOP)
by using both verbal and nonverbal clué'g\’

X
o QQ
Guidelines to be follow:

[1 Group Divination: Make mall group
X
[J Given the task of the %dents, one will be the customer and the other will
be employee. %
o

1 To give the px@%ut of SOP and discuss the standard greeting steps for:
. Pers%@eeting
. @}é greeting
0 Q%’y group of the students will play a role of given two situations:
e A customer entering a mall.
e A customer calling for getting the information.
SOP for Greeting a Customer

In-Person SOP:
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1. Use verbal greetings line Smile and make eye contact.
2. To say in a very warm manner like Good morning/afternoon.
3. Ask May I help you?, “How may I assist you today?
4. Use attentive tone and very polite.
Phone SOP: E}v
1. Give the answer of the customers within 2-4 ring call. -\%Q

2. Greet the customer via phone and introduced first with the &ghcern
name then your name then wishes to the clients to say Q morning,
and then ask May I help you? <

AS)

3. Listen very carefully and respond quickly. O
LY

4. At the end disconnect the call in a very polite%manner and say Thank
you for calling. Have a great day.

Role -play scenario @
S

After discussion the SOP of both parame . @'among the students. Students will
start the activity among the group a ill play the role of the customers and
employees in between demonstrate g¢hig-Situations and also ask the questions and
answers.

Activity 2 %
R

Title of the activity- R%) d a Mock Customer Call

The main objective Qéhis activity to assess students' communication abilities
and assist them'@'ﬂpraeticing professional phone manners.

Instructio@)be followed:

1. %\;}’e a group of the students.

Q. ct as a customer service representative and Customer.
3. Provide the detail of the mock call.
4. Record a phone conversation using with phone.
5. At the end evaluate the call.

Sample Scenarios:
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e To enquiry about the price of the product
e To call and express dissatisfaction about a delayed delivery.
e A client calls for book the appointment for the meeting.

e A client calls to ask about the discount and offers.

CHECK YOUR PROGRESS @b'
A. Fill in the Blanks \\;Q
1. Hello dear sir, How.............. you.
2. Two people................ doing conversation in a very p QIGB'
3. When conversation with customers, refrain from seem
or utilizing ____ vocabulary. .\O
4. Respond on call within ____ rings. o
5. Always greet customers warmly and with a _ X0 before engaging
with them. o
C. Multiple Choice Questions A

1. Which one is the best techniques of the greeting over the phone?
(a) "Hello, I'm calling you
(b) Good morning/afternoon/evening
(c) Hey anything you need it

(d) Hello, can I help you i
2. If you meet someoneg%the night, what you say?
(a) Good morning

(b) Good afterno%\a

(c) Good eveni
(d) Goodnighty

3. Which salutation used, when you meet with your friends for
coffee'P»

l{?@%eetmg with you
d to see you after a long time
Wh1ch coffee would you like to have

(d) None of the above
4. Which greeting use for formal business meeting?

(a) Hey
(b) Nice to meet you
(c) How’s everything is going on
(d) All of the above
5. Businesspeople greet one another with:
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D.

(a) Hug
(b)High five
(c) Handshake

(d) None of these

State whether the following statements are True or False

A first impression can be made with a kind greeting.

If you are busy, it is not important to greet customers.

A good greeting should be courteous, straightforward, and Consider@z
A clear and courteous voice is the best way to greet someone OV%
phone.

5. A polite greeting promotes strong customer.

PO

D. Match the Column QQ'

S. No | Column A S. Column B ¢, i

No A
1 Eye Contact A Good ithpression
2 Give the answers with 2- | B Shcgvthe Professionalism
3 ring
3 Conversation over the C (ig}é’od lasting impression
phone N

4 Say thankyou ]?\‘,0' greeting etiquette

S Say your name «|E Tone should be polite
E. Short Answer Questions « 0~

1. Define ‘Greetings.’
2. Explain Components of the&%—w of Voice in Salutations.
3. Explain Verbal and Non $ 1 Cues in Customer Greetings
4. Explain the formal an(%}lb rmal salutations.
F. Long Answer Que
1. What do you mea ab greeting? How its affect in the business?
2. Discuss the vari components of Tone of Voice in Salutations.
3. Explain the s of verbal and nonverbal cues in customer greeting.
4. Explain ‘E@ript guidelines of greeting with suitable examples.
G. Check Performance
1 Draw rt of salutations and practices to learn.

a question related to the greeting which can be asked from the clients?

M
&nstrate the importance of greeting in the company.
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SESSION 3: EMPATHY AND PROFESSIONALISM

Meaning of Empathy
The capacity to see things from another person's perspective, realize what they

are feeling, and put yourself in their is refer as empathy. It involves placing
oneself in another person's parameters and experiencing their emotions. E}
The empathy word came in the year of 1909 by psychologist E%@grjd B.
Titchener. It can be challenging to enter different person's thoughts, n though
people can be highly sensitive to their own sensations and emot . People who
possess empathy are able to "walk a mile in another's shges," as it were. It
enables people to comprehend the expressions )t&lg\to other people are
experiencing.
Sign of Empathy %O
The person should the quality of good list@r.
The person should have a quality to u;i@\sfstand the others.
The person should have an approg@ﬁ'e body language.
The person should have qualitgg(apatient and Calm.

lit

The person should have a q%l

a kL b=

y of helps of other.

Kinds of Empathy o

Depending on the circun%)%nces, empathy can take various forms. The following
are some examples e various forms of empathy these are given below:
Emotional Cor@gsion:

The capaci‘t&@comprehend and react to different person's feeling is known as
affectiveq’k;pathy. Such feelings and believes always understanding may lead
som

di@e S.

Somatic Compassion

eeling for the other person well-being, or maybe experience personal

Having a physical reaction to someone experience is known as somatic empathy.
Sometimes people can physically feel what someone else is feeling. For instance,
you may blush or feel queasy when you witness someone else experiencing

embarrassment.
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Cognitive Empathy

To know the person's mental state and potential thoughts in reaction to the
circumstance is known as cognitive empathy. This has to do with thinking about
other people's thinking, or what psychologists call the theory of mind.

Benefit of the Empathy
Being able to experience empathy has many beneficial uses:
1. Empathy permit you to develop social connections with others.
2. Empathizing with others helps you learn to regulate your own
emotions NOX\’
3. Empathy promotes helping others behaviours.
4. Empathy helps us notice other people's needs, understand their
distress, and inspire us to alleviate their suffering.
5. To experience empathy can impact your re,lfl;ionships.

Meaning of professionalism Q\'

Professionalism refers to an individual's skills, proficiency, behavior in a specific
field. It creates a good relationship with clie ts@d co-workers. Being a business
professional means keeping your word, deli;;ing top-notch work, and projecting
an air of expertise. S

Characteristics of professionalism (D"\a

In practically every business, e professionals possess a few essential

characteristics which are give&v low

/
[ Appearance |
/

R
Ethlc‘rb% .

\  Proficiency

Fig. 2.6 Characteristics of professionalism

1. Ethics: A strict code of professional ethics must be adhered to by
physicians, Lawyers and public accountants. As a profession it always acts

as a professional using the code of conducts.
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. Dependability: Reacting promptly to messages and keeping your word
when you commit. If person have excellent communication skills is
essential to meeting expectations.

. Proficiency: Professionals always want to stand out from the competition
by becoming experts in their field. To do this, they continue their education
by taking classes, going to conferences, and obtaining the nece%ary
professional qualifications. ) “Q

. Appearance: Observe how you seem when you meet potenti stomers
or clients, and take style cues from their attire.Make su g&u follow your
company's dress code it indicates the professionalism.¢,

. Responsibility: Professionals are invariably @countable for their
functioning. Professionalism says if you donexany mistake admit it and
work on it. %O

. Interaction: Effective interaction is one@ the crucial important qualities
of a professional. Listening carefully,\/f&mprehending it well, and effectively

communicating a message are a,{l@ ements of communication.

Concept of Patience @9'

Patience is the capacity to t te delays, pain, or provocation without losing

your angriness, is called @ence. It entails accepting circumstances without

having an adverse reic?@n right away, as well as being even-tempered and

tolerant. In essencep tience is a quality that enables us to wait, endure, and

maintain compo@’e in trying conditions.
Why is Pagi&ﬁz’e Important?
A

Goal Achievement:

f—‘v

CPatience enables us to endure through challenging times and refrain from
‘making snap decisions, it is frequently necessary for reaching long-term

goals.
Relationship Building:

Patience enables us to listen, comprehend, and react composedly in
difficult situations, it is essential for preserving wholesome relationships.
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« Personal Well-Being: Patient can help you manage your emotions
better, feel less stressed, and be happier overall.

e Wisdom and Understanding:
Patience enables us to see the wider picture and refrain from reactive

action, it is sometimes regarded as an expression of wisdom and
understanding.

Key aspects of Patience <

controlllng 04. = [ O1. Endurance

9 Emotions / \\ /f

———~

Q

\ Key aspects @ |
- of Patience |-

\' ‘1/,02. Tolerance \
/ : ,\ " » 4
@Q I
Fig bﬁKey aspects of Patience

Endurance: The capac \‘to withstand challenging circumstances, such as
waiting for somethingo happen or putting up with unpleasantness, is a key

component of patigé& .

Tolerance: I@Q)ut the tolerance to face the delays without losing your temper
or becoml patient.

Calmness 03. |

Calmness. Despite difficulties, maintaining composure is frequently linked to
patience.

Perseverance: It's the trait of remaining resilient in the face of difficulty, pushing
past obstacles to achieve an objective.

Controlling Emotions: Controlling one's emotions and avoiding unfavorable
reactions are key components of patience.

Concept of Politeness
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In a nutshell, being polite means treating people with respect and
consideration in your words. being polite, thoughtful is the way that gives
others a sense of worth and respect. Additionally, it may entail speaking softer

or communicating less directly.

Key points of Politeness

Uses appropriate language,
follows social norms, and e

ts courteously in cultural Jgiyes being kind,
acks y helpful, and considerate
settings of others' needs

Uses indirect or

i ]
‘gentle wording Builds a smooth,

pleasant social
environment

Fig. 2.8 Key points QQ@teness
Q

N
« Being polite shows that you reg@é’f other people's thoughts and feelings

and are aware of the potenti &fects of your actions.

manner that is custo

o Utilizing suitable langu gQS abiding by social conventions, and acting in a
,@ﬁy regarded as courteous in a certain setting or

culture.

« Being kind, \’ful, and considerate of others needs are common
compone% oliteness.

. Usinﬁ@‘e indirect or gentle wording can be a form of politeness.

l@ay politeness creates a pleasant and social environment, making
% ironment very smoothly.

Cultural Sensitivity

The awareness, comprehension, and respect for the cultural customs and
distinctions of people from different backgrounds is referred to as cultural

sensitivity. It entails acknowledging that cultural norms, values, and behaviors
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can vary greatly throughout groups. In order to promote polite and happy
relationships, it is important to consciously recognize these distinctions and

modify one's interactions accordingly.

Importance of Cultural Sensitivity

Cultural sensitivity must be incorporated for a number of reasons: b'

&
ACY
2

\
| ‘ Increases ‘O’
Encourages Employee ’
Inclusivity Engagement
Improves Encourages

Communication Innovation

e @
\\,,\\ 1/ = O\,

Fig. 2.9 Importance of qu{’l,@l Sensitivity

~

Encourages Inclusivity: Cultural ser;i'ﬁﬁity fosters an inclusive atmosphere
where everyone feels appreciated espected. Collaboration and team

dynamics may improve as a r s‘%lt of this inclusivity.

Improves Communication'\&mmunication is the important factor which can
improved by being aw@/ of cultural quirks. Person that are known the
communication can %%%dle all the miscommunication or an any situations.
Increases Empl@e Engagement: When companies put cultural sensitivity
first, emplo are more likely to feel like they belong, which can boost
producti and job satisfaction.

Enc ges Innovation: Culturally sensitive, tend to be more creative. Culture
in8pire innovative problem-solving and a wider variety of concepts.

PRATICAL EXERCISES

Activity 1 Fix the conversation
The main objective of this activity is to enhance discussions when

miscommunications occur.
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Directions:
1. Discuss the short dialogues with students in the classroom that contain a
misunderstanding or poor communication.
2. Make a group of students or individually must rework the conversation to
make it more clear and precise.

Activity 2 eb'
Role play titled dealing with an upset customer %Q
O

The objective of this activity to assist students in honing the\i,?rofessional
communication, empathy, active listening, and problem—solvi@ bilities while
dealing with challenging circumstances. <

Instructions: \O

xO
1. Create a groups of three person X
2. Assign the roles of the students %O
o Client-Upset @

o Employee/Service Staff

o Feedback Provider . NS
Every group will choose a scenariog% ere the customer is upset.
Permit students 5-6 minutes to pare their role-play script.
Every group will get the 2-3 fats for performs their role-play.
End of the performance, as

What worked well? bﬁ
e« What might be m etter?
e« Was the client rea d with professionalism?

ook

Role-Play Sampl%@u
Situation 1 Q

Client: Aft %cing the order of the product through online, I received the

wrong p ct.
Empl 7 Apologies and a solution must be provided.
Sityation 2

Client: I came for the lunch in the hotel, Waited too long for service in a hotel.
Employee: Listen carefully, take heartfelt apologies and possible compensation.

50



Situation 3

Client: purchased a damaged product, wants to give return back.
Employee: Review the bill and receipts, follow return policy politely.

Situation 4

Client: Feels ignored by staff in a store. b’
Employee: Give respect his/her feelings and offer individual support. <
CHECK YOUR PROGRESS N
A. Fill in the blanks Q’O'
1. The aim of a client-centric policy understands...... Fyreenees of the

client. '\Q

2. In a situation client mood is not good, it is n&@ssary to

SAY.eieeiannnnnn

3. We should................ carefully when gmers give the feedback.

4. To show the..................... when hel@to clients and importance
his/her value. N

S. In a dealing with a customer, t (Q'mployees should do...............
B. Multiple Choice Questions
1. What do you understan @'empathy?
(a) Avoid others feeling
(b) Understand othe elings
(c) Solve the probl¢has
(d) Giving orde@ other
2. Somehow, n client mood is not good, what is the most
empath idanswer?

a) It@iot my mistake
patience
know your words please, be relax, let me help you

) It is your problem

%% According to you, professionalism is:
(a) Bad conversation with the client
(b) Dress up vey casually in the work place
(c) Behavior is respectfully in the workplace
(d) Always do what you feel good

4. What kind of professional employees?

(a) They are mean for money only
(b) Follow the guidelines
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(c) Complains to others
(d) Not believe team work
5. In the following statements, which is not a professional behavior:
(@) Clam and Patience
(b) Follow the guidelines
(c) Speak carefully and polite

(d) Shouting to others A

C. State whether the following statements are True or False

1. The meaning of Empathy is to understand the understand the someone

feeling.

N

Good behavior, respect is the quality of the good professional.
5. Showcase your calm behavior can change the mood of the clients.

Any person those who are professional always behave very respectfully.
Professional indicate the ignore the work pressure in the workplace.

D. Match the Column
S
S. No Column A S No /%o mn B
N @
1 Professionalism é\{b" Feelings to others
%
2 Empathy & B Indicate the responsibilities
3 Customer centric 6@' C Pay attention
X
4 Listening xge;fy carefully D A managed way to solve the
O&(b’ problems of the clients
Y
S «.@Kmit mistake E Pin point to customers need
AN

A WODN~=H

|

. Short Answer Questions

. What is the meaning of Empathy?

. What is the meaning of professionalism?
. Define the concept of patience.

. Why politeness is important? Explain.

. Long Answer Questions
. Define empathy and also discuss its kinds.
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2. What are the significance of the empathy? Discuss.
3. Explain the characteristics of professionalism.
4. why patience is important? Explain the key aspects of patience.

G. Check Your Performance

1. Draw the chart of good points of professionalism and learn it.

2. Draw the chart of effective words to make polite in the workplace.

3. Do role play activity in the class of being professional in the workplace.

4. Make a presentation on the following topic such as Customer centric services,
Empathy and professional in the workplace etc.
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SESSION 4: PROFESSIONAL ETIQUETTE WITH CUSTOMERS

Meaning of Professional Etiquette
You better understanding of yourself, personality's, strengths and
weaknesses, it's time to consider how you present yourself in a professional
setting. How do you want others to look you depends on your interactions in
the organization? Can you showcase your personality effectively in a e}
professional setting? "8
The culture that specify how you react in a professional setting are wn
as professional etiquette. It involves various components such X?aur
attitude, language, way of talking, attitude, demeanor, mannegséqs,
interactions and communication etc.
Professional etiquette is very important because it p,(@@btes balance and
harmony in the working place, which encourage result. Etiquette always
helpful to make more professional and credible a destablish an image as a
capable and trustworthy person. Professional efiquette demonstrates your
understanding of social conventions and res é to others. Additionally, you
show that you are maintaining th @mpany‘s conduct standards.
Consequently, this creates avenues&or prospects and professional
advancement. S
Here are major strategies that c ’fx%upport:

1. Focus to the dress of staff f@?ﬁge the level of professionalism.

2. In the duration between the person, try to understand their work ethic,
communication style, and attitude.
3. To notice that how employees talk to each other’s in both the language

(verbal and non- verbal), to understand the communication style.

Creating First Impression: Developing Your Presentation Skills at Work
Let's now examine six specific strategies to present your best self at work are:
Dress professionally: Wear clothing that corresponds to the degree of formality
needed in the workplace.

Express yourself politely and clearly: Be modify your communication style to
meet the communication standards of the workplace.

Be responsible: Be on time in every manner, finish your task assign and action
items on time and explain your tardiness to others.
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Treat everyone with dignity: On the basis of your dignity, treat everyone with
professionalism and civility.

Company's principles: For the perfection in the work and making the output,
required to Understand the company's objective and vision.

Be flexible: Your personality should reflect that you are doing adjustment and

maintaining workplace effectively.
e Dos and Don’ts in language, dress, posture, cultural sensitivity
Here's a guide on cultural sensitivity, covering language, dress, posters_and

broader cultural awareness, some of the factors which effect: S
Language:
Do’s:
e,

e Be clear: While communication avoids slang, jargon may not to
understand. Communication way always should be in an understandable
manner, particularly when speaking with someone whose first language
is different from yours.

« Be Clam: Calmness is always creating a good impact in the workplace.
This action permit to react information.

« Be mindful of tone: Tone can be interpreted differently across
cultures. We have to be very carefully in terms of words used while
conversation. It said words can have different meanings in different
contexts.

e Use neutral language: The person should use which language where he
and she is comfortable to speak to someone.

e Learn some basic phrases: Phrases show the respect, in between
commklr‘lication use phrases show the effectiveness.

Don'ts:
Avoid using comedy or sarcasm: In some cultures, anything that is
humorous may be offensive.

Avoid assuming anything about someone's language skills: Every person has a
different personality, style and preferences.

Avoid talking over or interrupting others: Everyone should have a right to
express theme self.
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e« Avoid attempting to "fix" someone else's: Mutual understanding is must in
the workplace rather than correcting grammar or pronunciation.

e Avoid using your native tongue: Use the such language which show the
respect to someone.

o
[ ] [ J [ ] ]
Be clear Avoid using comedy or
Be Calm sarcasm
Be mindful of ton Avoid assumm'g anything
about someone's language
Use neutral language skills
Learn some basic phrases Avoid talking over or

interrupting others

Avoid attempting to "fix"
someone else's

Avoid using your native
tongue

Fig. 2.10 Dos a@@%on’ts in language
N\
Dress:

Dos:
ANUT
« Recognized local customs: Dress up like a local custom in any specific event.

o Dress modestly: Dress should be bear in a decency manner.

« Show consideration: Consideration the culture always shows the significance
of clothing.

« Be open-minded: always ask the questions to someone about appropriate
attire.

Don'ts:
Y

« Don't presume that everyone will appreciate of your personal
fashion sense.

o Avoid the dress up that might be seen offensive

« Avoid the clothing which is inappropriate for the occasion.

« Never hesitate to seek in front of some one.
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« Avoid assuming that someone dress style is better than another.
Posters and Visuals:
Dos:

« Utilization of images that at culturally appropriate.

o Pay attention of colors and symbolism, both the aspects have a different
meaning in different context.

e Ensure your information is clear and concise:

e Be inclusive: Poster reflects the diversity of your audience.

o Take into account the design and layout, it means poster should be
appealing.

Don'ts:
X.

« Avoid using any potentially offensive or insensitive language or
pictures.

« Avoid images that don't accurately indicate your target audience.

« Do not think that your design will be accepted universally.

« Avoid to put unnecessary information in the posters.

« Avoid to make images vghere huge graphics involved.

a L

Cultural Sensitivity:

Dos:
X,

o Always respect for all the cultures of universe, every culture learns the
different values.

o Always welcoming different culture people.

e Always learn the values from the different cultures.

o Don'’t fear to ask the cultural differences.

4e Cultural differences do not always lead to conflict.

Don'ts:

e Avoid assuming anything about people based on their cultural

background.
Dealing with difficult customers professionally

57



Prioritize active listening, be composed and sympathetic, giving solutions, and

conduct yourself professionally at all times when dealing with challenging

clients. Keep a record of the circumstances and, if necessary, seek

assistance. Here are the following factors which are given below:

Listen actively: Professionalism says be attentive always with customers,
allow them to express their concerns and show empathy and give respect
their felling

Maintain Your Professionalism and Calm: Don't raise your voice or
become defensive. Keep your attitude calm and upbeat.

Pay attention on Solutions: While blame or making excuses to others,
concentrate of providing solution that meets the demands of the client.
Empathy and Understanding: Focus on customer’s perspectives and
acknowledge their irritation and handle the situations in a great full
manner.

Clear Communication: Communicate should be clearly and concisely.
Documentation: keep a record of all the details of interaction with clients
and time to time give the detail about the things.

Seek Support: To take the support always help to achieve the goal. If the
situations are not good don’t hesitate to ask the help from the supervisor.
Positive Relationship: Even after fixing the customer's concern, make an

effort to keep the relationship positive.
X,

Tips of Dealing with difficult customers professionally:

Q

~Y
To identifying the customers causes.

Difficult customers always needed extra patience and understanding.
To set the clear boundaries to start the interaction with customers.
Manage challenging clients with professionalism

~7
PRACTICAL EXERCISES

Activity 1 Checklist for Workplace Etiquette and Peer Assessment

The objective of this activity give the understanding about how to assess

professional behavior in the workplace
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Materials Needed:

e Prepare a print and digital copies of workplace etiquette
e Create a role-play situation
e Prepare an evaluation sheet

Step of Activity

O

1. Introduction <

0>

In this stage teacher will discuss the etiquettes of workplace sucb'\, :

e Honesty QO

e Respect to others <
e Team work O

e Proper communication Q)

e Clam and patience \,\J

e Dress code %O

2. Give the task to the students: ©

Create a small group of 3-4 students and‘g@é the 3-4 points of workplace
etiquettes &

<
X0
O
Examples: @

3

Work as a team sprit O
Respect to others .X
Eye contact when Speaking

Use a good langyage

Do not use le phone in between meeting
Give grati to others

Use th lite words ‘Please’ and ‘Thankyou’

For@ ress up
Li carefully, do not interrupt while listening
good body language

% Perform Role play:

Every group will be performing of the given situations. They have a time
to perform 2-3 minutes of each group.

4. Evaluation of each group of role play:
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After completion of the role-play of every group. Evaluator will fill the
checklist and he/she will tick the right and wrong circle according to the
group performance and discuss the result among the group of students.

5. Feedback Evaluation:

After the completion and declaration of the result teachers will give the

feedback such as what was done well? What we can improve? Do you l@ow

you have follow the etiquettes? What parameters you can used? Etc <
Activity 2 Analyze Video Clips for Workplace Etiquette . %Q

The main objective of this activity is to assist students in r@nizing
appropriate and inappropriate workplace behavior. QQ’
Material requirement:

« Required a Video of Good and Bad etiquette 8@16 workplace

« Analysis worksheet X
o TV/Smart panel and Computer will beé@)gtllred to show the clips
Step 1

Teacher will give the introduction about the ac@zity in the classroom and give
the detail about the guidelines, procedures(g\té.

Step 2 6&\’
Teacher will play the video of Good bﬁ’( and Mixed behavior in the workplace.
Time duration will be 20 Minutes@

Step 3
Teacher will provide the worksheet among the students and ask them to fill what
you have observed in th €o. Example can be what do you do in the different
situations? How will % te the etiquettes in the video (1-5) etc.
Step 4

Teacher will g 'Qhe feedback of each students about their performance
according to eckhst Who did the best video analysis? And give the tips to
do this ac etter in the future.

CHECK YOUR PROGRESS

A@ 1 in the Blanks
Q 1. The communication in the workplace should always

2. tone to create a friendly atmosphere.

3. Keep a proper to indicate the confidence.

4. is not good when customers speck.

5. If a mistake commit to say

B. Multiple Choice Questions
1. Interaction with customers
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a) Direct question from the customers
b) Give respect to the customers

c) Talk with a polite way

d) Handshake with customer

2. What is the example of professional etiquette?

a) Interrupting while speaking

b) Using polite language

c) Avid customer complaints b’
d) Have something while taking

_ .
3. If a customer is annoyed, what should you do? %Q

(a) Increase your voice \\’
0

(b) pay close attention
(c) End conversation QQ’
(d) Correct it

4. Saying “please” and “thank you” sign of: \06

a) Wasting time o
b) Good manners LY
c) Professionalism O\/

d) Uncertainty

5. Why is eye contact important? becaL@

A. It shows you are up sad \
B. It shows you are not liking -\/(b'
C. It create trust and confide

1. Speaking politeness
professional etiq

2. When two pe re communicating to each other and somebody
interrupt 1n$ een, is it good sign.

3. Confiden ows an eye contact from one person to another.

4. Using s language is acceptable in professional conversation
with ctigtomers.

5. Ifa tomer is annoyed, you should respond with a louder voice.

ile specking with customers is the part of

D. Match‘he Column

S. Ca@«hn A S. No | Column B
No
1 %‘:@‘rreeting of the client | A Indicate you are giving the value to the
Q very cordially client
approach
2 Actively listen client | B Builds positive relationship
issues
3 Polite and respectful | C Provide the solutions
language
4 Eye contact helps D Showcase accountability
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S Commit a mistake E Create a friendly environment

E. Short Answer Questions

1. Define professional etiquettes.

2. What are the factors affect language?

3. How we can deal with difficult customers?

4. Explain the tips for dealing the difficult customers.

F. Long Answer Questions

1. Discuss the strategies to support of Professional Etiquette.

2. What is cultural sensitivity? Discuss its do’s and Don’t.

3. Define posters and visual and also discuss its Do’s and Don'’ts.
4. Discuss the Do’s and Don’ts of using the professional language.

G. Check Your Performance
1. Draw work sheet of Good habits and bad habitats.

2. Plan the Role-Play activity on Workplace Etiquette and Peer Assessment.
3. Make a worksheet of Do’s and Don’ts while using the language.

4. Discuss the importance of Professional Etiquette.
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MODULE 3: Customer Identification and Information
Accuracy

Customer identification and information accuracy are foundational elements in
building strong, trust-based relationships between a business and its clients.
Identifying customers accurately involves collecting key personal or
organizational details that confirm their identity, preferences, and eligibilitysfor
certain products or services. This process not only supports effective servi
delivery but also helps ensure compliance with legal and regulatory “Q
requirements, such as data protection and anti-fraud measures. \Q\\%
Equally important is the accuracy of the customer informatio Oaécted.
Inaccurate or outdated data can lead to communication bre wns, failed
transactions, poor customer experiences, and even securityyisks. Maintaining
precise and up-to-date records enables businesses to pe@onalize interactions,
make informed decisions, and deliver services efﬁcientl’§v

This module focus on Customer Identification aﬁ{%lnformation Accuracy. The
first session covers Meaning and need for cus@wr identity verification
protocols, the second session deals with s@'fmance of customer information
accuracy, the third session focuses on t Aftderstand legal obligations for
maintaining confidentiality, the fourth&@ssion imparts about Cross-verify
customer records to ensure data %‘éﬁ'acy.
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Session 1 Identify customers using appropriate verification
protocols.

The identification process of a customer in financial services by customer
service associates is an important function which ensures all compliance with
legal and regulatory standards, necessary security, and supports effec@e

customer relationship management. CUSTOMER IDENTIEICATION \Q

This process strictly follows Know PROCESS CYCLE &
Your Customer (KYC) and Anti- _ - A\
Money Laundering (AML) protocols. Reporting 'n't'a@ act

It begins with the initial contact,

where the purpose of the customer’s Ongoing
visit or inquiry—such as opening an Monitoring
account or making a transaction—is

Authentication

determined to assess the level of Documem@o Identification
identification needed. For existing Fig. 3.1 Customer Identification Process Cycle
customers, authentication involves N s

verifying their full name, date of ‘,\’(b’

birth, account number, or customeerD, often supported by multi-factor
authentication and security que ti@ , using tools like CRM systems, IVR
platforms, and secure login port& or new customers, identification requires
the collection and verificatio details such as full legal name, date of birth,
address, contact informatioqly’ and a government-issued photo ID. This step
may involve electroni \veriﬁcation, face-to-face checks, or video KYC
procedures. Followirgé\:c 1s, a risk assessment and Customer Due Diligence
(CDD) is conducte classify the customer as low, medium, or high risk, and
determine the for Enhanced Due Diligence (EDD), especially in cases
involving p cally exposed persons or matches on sanctions lists. All
1dent1flcq@7 documents and interactions must be thoroughly recorded,
includi he date, method, and personnel involved, with retention for a

d period, typically five to seven years.

O ing monitoring includes tracking transactions for suspicious activity,
updating customer records, and re-verifying identities for high-risk actions. In
cases of fraud or discrepancies, associates must escalate issues to the
Compliance Officer and file a Suspicious Activity Report (SAR) as per the
internal and legal protocols. Tools such as KYC/AML software (e.g., Jumio,
Onfido, Trulioo), CRM platforms, document verification systems, and biometric
technologies support these processes. Best practices for associates include
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strictly following prescribed scripts and checklists, never bypassing ID
verification, safeguarding customer data under laws like GDPR and CCPA,
staying informed about regulatory updates, and promptly reporting any
inconsistencies.

> Meaning and need for customer identity verification protocols

Meaning of customer identify verification protocols-

Customer identity verification protocols refer to the standardized procedur
used by customer service associates to confirm the identity of a client befg
providing access to financial services or sensitive information. These prc@p ols
typically involve checking official documents like Aadhaar card, PAN'Card
Passport, or other digital methods such as OTP authentication or Qtemetric
verification. The goal is to ensure that the person requesting a@@s is truly the
account holder or an authorized representative.

Need of customer identify verification protocols- NOQJ
e Need to Prevent from Frauds and Identity @eft: By verifying the
identity it helpsto protect customers a the organization from

unauthorized access, impersonation, and cial fraud.

e Need to Ensure Regulatory Compli@c : Financial institutions are
required to follow Know Your Cust (KYC) norms and Anti-Money
Laundering (AML) laws. Proper Verifm%gon ensures compliance with these
legal requirements. Y

e Need to Build Trust and Secﬂ(@y: Customers feel safer knowing their
data and finances are protec @"through stringent identity checks.

e Need to Enable Secure ansactions: Accurate identity verification
ensures that only legiti e users can initiate high-value transactions or
changes to account d S.

e Need to Maintq?\' Data Accuracy: Verification ensures that all
transactions ervices are correctly associated with the verified
individual, req-Bv ng errors and improving service quality.

Regulatory Secure
4 Compliance Transactions
L ] L]

L] L] L
Fraud Trust and Data
Prevention Security Accuracy

Fig. 3.2 Need of customer identify verification protocols
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In summary, identity verification is a critical function that safeguards financial
systems, supports legal compliance, and enhances customer confidence.

> SOPs for customer ID verification
It is important to ensure accurate and compliant verification of customer
identity in line with all regulatory requirements like rom RBI guidelines,
for KYC and AML norms, it helps in minimizing possible frauds and
ensuring required security for customer transactions.
1. SOPs for initial Preparation and Awareness \QQJ
o Follow the KYC Guidelines: S
the customer associate should be Familiarize with current I@norms
issued by the Reserve Bank of India (RBI), SEBI, IRDAI, QA@other
regulatory authorities.
o List of Authorized Documents : <
Maintain an updated list of officially valid docume&t\s%ccepted for
identity and address verification. These include:
Aadhaar | PAN Passport | Driving | Vot NREGA Other
card card license I% job card |issued by

@D Govt.

AN
2. Expected SOPs while interacting wi .hy%ustomers
Greet the customer courteous nd request the original identity and
address proof documents. Briefly explain the importance of verifying these
documents as part of K Your Customer (KYC) norms, which are
essential for ensuring acefunt security and regulatory compliance.
3. Document Verification P, ss
To ensure customer identiffeation is accurate and compliant, it is essential to
check document authel%kity by verifying that all submitted documents are
original, not phOtO'%%B or scans, unless explicitly allowed. Documents should

be carefully exami or signs of tampering or forgery, and the photograph and

signature must h those of the customer. Additionally, data matching should

be conductew ross-checking document details such as name, date of birth,
ith

and addresQ the records in the system. For financial accounts, especially in
tax-rela ransactions, it is crucial to ensure that PAN details are correctly
matc ~1f applicable, biometric or OTP authentication should be carried out,

partieylarly when using Aadhaar, following e-KYC guidelines through biometric
devices or OTP verification.

Document

Check Details
Category

Check Document | Ensure documents are original, not photocopies or scans
Authenticity (unless explicitly permitted).
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Check for signs of tampering or forgery.

Verify photograph and signature match the customer.

Data Matching

Cross-check document details with system records (name,
DOB, address, etc.). e}

Ensure PAN details match, especially for tax- Q\,ﬁj d
transactions.

\/
Biometric/OTP . ) Q

Authentication (if
applicable)

If using Aadhaar, perform authentlu;%@'n via biometric
device or OTP as per e-KYC guidelion

%O

4. Recording and Uploading Documents-

5.

6.

e« Scanning and Capturing required I Q

When scanning or capturing 1mages . ocuments it is important to use
secure and approved devices to maj n data integrity and confidentiality.
The images must be clear and co te, avoiding any glare, cuts, or blurs to
ensure that all necessary infor; on is accurately recorded and legible.

e Uploading documents ‘A;,h security to System:

Upload the documents i the customer verification system or CRM tool,
ensuring that each ﬁ@s properly integrated into the system. It is essential
to accurately tag aég‘e evant metadata, including the customer ID, document
type, and the dat verification, to maintain organized records and facilitate

easy retrieva@ﬁe needed.

Obtalmﬁhstomer Consent

Obtai icit consent from the customer, either in written or digital form,
bef ing and storing their identification documents. This step is essential
t ply with data privacy regulations and ensures that the customer is
Q re of and agrees to the handling of their personal information.

Getting Verification Confirmation
After the customer submits the required documents, a confirmation
receipt should be generated, and if applicable, an acknowledgment or
reference number should be provided to the customer. Additionally, the
customer must be notified about the expected time for the completion of
the verification process and informed of the subsequent steps to be taken.
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7. Escalation Protocol
Any suspicious, mismatched, or forged documents should be promptly
reported to the compliance or fraud detection team as red flags. In cases
where documents are unclear, it is important to politely request the
customer to resubmit clearer versions or offer assistance to help correct

any errors.
Category Action e}’
Report any suspicious, mismatched, or c"g\éd
Red Flags documents to the compliance or fra ection

team. N\
Politely request resubmission of (ﬁ{arer

Unclear Documents | documents or offer assistance iff correcting
errors.

xO
8. Compliance and Confidentiality X,
Customer data protection is paramount; %@[ore, customer documents
must never be shared or stored outsi@s cure systems, ensuring full
compliance with data protection laws stt¢h as the Digital Personal Data
Protection Act (DPDPA). Additionally;\it is essential to maintain detailed
logs of all verification act1v1tles<\to support audit and compliance
requirements. \'

9. Training and Updates

Regular training sessio &ie attended to stay updated on KYC and AML
regulations, the use o‘@ etric and e-KYC tools, and best practices for
fraud preventlon

> Types of verificatlo ocuments

In financial servic&, customer service associates must verify customer
identity to co§ﬂsp\’mth Know Your Customer (KYC) norms, Anti-Money
Launderin L) regulations, and to ensure safe and secure transactions.
Verificat édocuments generally fall into several categories. Proof of Identity
docu s, which must include a photograph, include Aadhaar Card, PAN
@ assport, Voter ID Card, Driving License, NREGA Job Card, or any
ment issued photo identity card. Proof of Address documents validate
e customer’s residential address and include Aadhaar Card, recent utility
bills (not older than three months), bank or post office statements, Passport,
Voter ID, Driving License, registered Rent Agreement, or letters from
recognized public authorities or employers. Proof of Date of Birth, if required
for specific services, can be provided via Birth Certificate, Passport,
Matriculation Certificate, Aadhaar Card, or PAN Card. Additionally, a recent
passport-size photograph may be required for account opening or
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identification records. In some cases, In-Person Verification (IPV) is also
conducted to complete the process. In some cases, physical presence is
required for verification or a video KYC (especially for digital accounts).

Document
Category

Purpose

Accepted Documents

1. Proof of
Identity
(Photo ID)

Confirms customer’s
identity and includes a
photograph

Aadhaar Card (with photograg@
PAN Card o
ar O

N Y
AN

Passport

N
Voter ID Card A’Q'

Driving Licensee;‘

NREGA Job Card (signed by a state
officer) O

Any &G@ernment-issued photo ID

2. Proof of
Address

<L

%ﬁ;r Card (with address)

Uity Bills (electricity, water, gas,
>telephone) — not older than 3 months

&é
Validates cust %

residential 8%1‘ Ss
x>

2

Bank/Post Office Statement — not
older than 3 months

Passport

Voter ID Card

Driving License

Registered Rent Agreement

Letter from recognized public
authority or employer

R\

3. Pr f
DQ Birth

Confirms date of birth
(required for some
services)

Birth Certificate

Passport

Matriculation Certificate

Aadhaar Card

PAN Card

4. Recent
Photograph

Required for account
opening or identity

records

Passport-size photograph
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5. In-Person Physical or video Mandatory physical presence or
Verification verification to confirm video KYC, especially for digital
(IPV) applicant identity accounts

Points to be cared while verifying the above documents

Documents submitted must be valid and unexpired. In many institutions,
photocopies are required to be self-attested by the customer. Digital or @é‘[ C
verification is permitted through UIDAI Aadhaar authentication. Fo%;@oreign

customers, additional documents such as a visa, passport, and p&t@a of local
address may be necessary. O
> Importance of secure verification Q
Secure verification of documents is a critical step in customer identification,
especially in the financial services sector, where the risk aud, identity theft,

Q

and regulatory non-compliance is high. Customer servj ssociates play a key
role in this process to ensure the legitimacy of custoriigfmformatlon and
protect the institution and its clients. Here are keé’ﬁcasons why this is

important: . ‘:\

Prevention of Fraud and Identlty@‘heft Verifying identification
documents like Aadhaar, PAN card, \passports helps prevent the use of
false identities, ensuring that servm@\ are provided to legitimate customers
Ol’lly )&’

Compliance with Regulatory Requirements: Financial institutions must
follow Know Your Custom&r&’KYC), Anti-Money Laundering (AML), and
other legal regulatlons per document verification ensures adherence
to these norms and a penalties.

Risk Management: ’I@@ﬁtlfymg customers accurately helps assess the risk
level they pose. This/is especially important when offering credit, loans, or
investment pro ts.

Protection_ofUCustomer Data: Secure handling and verification help
protect s ‘%Ve personal and financial information from unauthorized

acce ?rmsuse
Bui d& Trust and Reputation: A secure and transparent identification
procgss boosts customer confidence in the institution, thereby
engthening its credibility and reputation.
ccurate Record Keeping: Verified documents form the basis for
maintaining accurate customer records, which are essential for future
transactions, service upgrades, and dispute resolution.
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Risk Management

..@_O Prevention of Fraud
and Identity Theft
Compliance with
Regulatory Requirements
3
Building Trust and b'

Protection of °
Customer Data O
Reputation QJ
Accurate . %Q
Record Keeping A\

>

Fig. 3.3 Points to be cared while verifying the above do &ents

"Ensuring the secure verification of customer identificati Rcuments by service
associates is crucial for upholding financial integh(@, adhering to legal
requirements, building customer trust, and safe@arding the organization’s
security."

PRACTICAL E)%Q/@ISES

Activity 1: Practice Checking IDs Using@g}my Documents as per SOP

Materials Required: y
e

e Printed dummy ID docu ts (e.g., Aadhaar Card, PAN Card, Passport,
Voter ID, Driving Licen both genuine and altered versions)

e SOP checklist for I];L’&riﬁcation (including signs of forgery, photograph

and signature mateh, document type validity, etc.)

Magnifying gla ptional)

Markers or pefds for marking doubtful areas

Notepads?ﬁ) verification log sheets

Timer topwatch

Roleﬂ‘g?name cards for "customer” and "CSA"

N

Proce :
ZIntroduction (5 minutes)

Trainer briefly explains the importance of ID verification in
financial services.
Review the key points from the SOP checklist (original document,
photo/signature match, expiry date, signs of tampering).

2. Demonstration (10 minutes)
Trainer shows a sample dummy ID and walks through the steps of
verification as per SOP.



Points out signs of forgery and mismatch (e.g., blurred photo,
wrong format, overwritten text).
3. Group Division & Distribution (5 minutes)
Divide the class into pairs or small groups.
Each group receives a set of dummy IDs (a mix of genuine and
forged ones) and the SOP checklist.
4. Activity Practice (15 minutes)
Each group acts as CSAs and practices checking the IDs. e}
They must: &
= Identify whether the document is valid or suspiciou “Q
» Record their observations on the verification log sk
= Justify their decisions based on SOP points. O
5. Role Play (10 minutes)
Select a few pairs for a role-play in front of the class.
One student acts as a customer presenting ar&é@ the other acts as
the CSA verifying it. O
Trainer /facilitator provides instant feedbadk:
6. Review & Discussion (10 minutes)
Trainer asks students what challen ey faced while checking.
Recap common red flags and best/practices in ID verification.
Reinforce the importance of con\f{, ntiality and compliance.

Activity 2: List out and prepare a chart shi g different types of customer ID and
documents verification &@

Materials Required: %

« Chart papers or whiteb a%

e Markers, pens, sketc@h

o Reference documents (sample Aadhaar Card, PAN Card, Passport, etc. -
can be photocopieSdr printed images)

e Sticky notes g};

« Handout witg@“ﬁ{c /AML guidelines (optional)

e Glue, scis@ (if cut-paste is needed)

Procedure Q@

Step 1: oduction (5 mins)
The tr T briefly explains the importance of customer ID and document
veri ion in financial services for regulatory compliance, especially KYC

( w Your Customer) and AML (Anti-Money Laundering).
Step 2: Group Formation (5 mins)
Divide the class into small groups of 3-5 students.
Step 3: Task Assignment (20 mins)
Each group will:
o List out different types of documents used as:
o Proof of Identity (Pol)
o Proof of Address (PoA)
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o Proof of Date of Birth (DoB)
e Use colored markers to create a comparative chart that shows:

o Name of the document

o Type (Pol / PoA / DoB)

o Issuing authority

o Key features to check (photo, signature, hologram, etc.)
Step 4: Display and Presentation (15 mins)
Each group will paste their chart on the wall or present it to the class, e}
explaining their findings. &
Step 5: Trainer Feedback and Discussion (10 mins) “Q
The trainer highlights correct points, clears misconceptions, and adq%sfrhissing
documents if any (e.g., NREGA job card, utility bill, driving licenséyétc.)

Q,Q
CHECK YOUR PROGRESS <

A. Fill in the Blanks

1. Customer identity verification protocols are st éﬁrdized procedures
used by customer service associates to confi g%he of a client
before providing access to financial service

2. The verification of identity helps ﬁnanci@nstitutions comply with legal

regulations such as and é%,laws.

3. For Proof of Identity, accepted docim nts must include a of the
customer. <

4. During document verification, (éés‘.ociates must ensure that documents
are original and check for si of or

5. Secure verification of cus% er documents plays a key role in preventing
and protecting information.

B. Multiple Choice Qu@\l'ons
1. What is the pri purpose of customer identity verification protocols in
financial sew'gy
a) To spee?\ﬁ) transaction processes
b) To preverit fraud and ensure regulatory compliance

c) To ote new financial products
d) ollect customer feedback
2. ich of the following documents is NOT typically accepted as valid

oof of identity in financial services?
Q a) Aadhaar Card
b) Driving License
c¢) Library Card
d) Passport
3. During verification, what is important to check in submitted identity
documents?
a) The document's age only
b) The document's authenticity, photograph, and signature matching the
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customer
c) The color of the document
d) The size of the document

. Which regulatory guidelines must customer service associates be familiar

with for KYC and AML compliance?

a) RBI, SEBI, IRDAI

b) FDA and WHO

c) UNESCO and UNICEF e}
d) WTO and IMF

What should be done if suspicious or forged documents are identified
during verification? \'\,

a) Approve the documents immediately O

b) Request the customer to submit new documents and Qpéft to
compliance or fraud team

c) Ignore and proceed with account opening '\O@

d) Keep the documents without further action \,O

C. True or False

1.

2.

X
Customer Due Diligence (CDD) helps in cl@%ﬁng customers based on
risk levels.
Multi-factor authentication is rarely use during customer identification
for existing customers. .

. Customer identity verification do%'fn\{ents can be photocopies without

self-attestation in all cases. X0

Secure uploading of custm@&%cuments is necessary to maintain data
confidentiality.

Customer consent is op@g al before storing their identification

documents.
o

. Match the Col@?s

D
(0.9
Column b’ﬂ,u S. No | Column B
S.
No L
1 KY, fow Your A Process to verify customer identity
Customer)
2 (CAML (Anti-Money B Prevents financial crimes and illegal funds
X aundering)
’% Customer Due C Risk assessment of customers
Diligence (CDD)
4 Enhanced Due D Additional checks for high-risk customers
Diligence (EDD)
5 Suspicious Activity E Report filed when fraud or discrepancies
Report (SAR) detected
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E. Short Answer Questions

1.

3.

4.

F. Long Answer Questions

1.

What is the purpose of Know Your Customer (KYC) protocols in financial
services?

Name three documents accepted as valid Proof of Identity for customer
verification.

Why is obtaining customer consent important before storing

identification documents? E}'
What actions should be taken if a customer submits suspicious QC%rged
documents? \\,

S
Explain the step-by-step process of customer identification and
verification in financial services, highlighting the i ance of
compliance with KYC and AML regulations. \,O

Discuss the role of Customer Due Diligence (@D) and Enhanced Due
Diligence (EDD) in managing customer risl@roﬁles.

. Describe the SOPs that customer serViQ,e associates must follow when

verifying identity documents, incluﬁ& how to handle document
authenticity checks.

Analyze the importance of % e verification in protecting both the
financial institution and stomers from fraud, identity theft, and

regulatory penalties. 0

G. Check Your Perforn‘@i&é’e

1.

List at least thése reasons why customer identity verification is necessary
in ﬁnanci@%’rvices.

. Wha @Jld a customer service associate do after verifying all

do@g’nents successfully?

B&ntify two tools commonly used to support KYC/AML processes.

S

What is the significance of escalation protocols during the verification
process?
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Session 2: Accurately collect and record customer details as
per SOP.

In the financial services industry, precise collection and recording of customer
information in line with Standard Operating Procedures (SOPs) is critical for
ensuring regulatory compliance, preventing fraud, delivering quality service, and
enhancing customer satisfaction. Customer Service Associates (CSAs) play a
vital role in maintaining data accuracy by rigorously following these
Properly documented customer data supports compliance with KYC (K our
Customer), AML (Anti-Money Laundering), and other legal mandateg;, While also
safeguarding against identity theft and fraud. Accurate data entrx@ ds trust,
minimizes delays, and contributes to a smooth service exper To ensure
reliability, CSAs must use approved forms and tools, ve dentlﬁcatlon
documents such as PAN, Aadhaar, or Passport, and maintain clear
communication to confirm each data point. It is also essential to secure customer
consent, protect confidentiality, and promptly update nq/@rds when information
changes. While digital systems are preferred for their’§peed, accuracy, and audit
capabilities, manual data entry serves as a ne ry backup during system
outages, as outlined in SOPs. Avoiding com istakes—such as misspelled
names, incorrect document numbers, d te@rrors, mismatched addresses,
incomplete fields, and unverified docume is crucial. By carefully following
these protocols and selecting the appr(zéQ e method for data entry, CSAs help
ensure data integrity and contributexté’the operational efficiency of financial
services. Q-

> Significance of custorgsmformatlon accuracy

The significance of cus%n r information accuracy by customer associates
in financial services 1% al for multiple reasons:

3
Regulatory

Risk Operational Customer Strategic
Compliance Management Efficiency Trust and Decision-Making
Satisfaction

Fig. 3.4 Significance of customer information accuracy
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1. Regulatory Compliance

Accurate customer data ensures compliance with legal and regulatory
frameworks such as KYC (Know Your Customer), AML (Anti-Money
Laundering), and data protection laws (like the RBI guidelines in India or
GDPR globally). Inaccurate data can lead to penalties, audits, or license
revocation.

2. Risk Management

Correct customer details help in assessingcreditworthiness, risk profileey nd
detectingfraudulent activities. Inaccurate data can result inwrong sions
on loans, insurance, or investments, leading to financial losses. \'\,

3. Operational Efficiency

Proper data entry reduces errors in transactions, delays, an@'ework. It
enables smooth processing of applications, claims, fun%@nsfers, and
account updates, improving overall service delivery.

4. Customer Trust and Satisfaction LW

When associates maintain accurate information, i gnhances customer
experience through personalized services and rélidble communication.
Mistakes can cause frustration, loss of trust even loss of customers.
5. Strategic Decision-Making

guide product development, marketing Strategies, and business planning.
Inaccuracies compromise the qug@‘ f insights and lead to poor strategic
decisions.

Accurate customer data feeds into analéfg}s and reporting systems that

In short, ensuring the accura%bef customer information is not just a clerical
responsibility but a strat riority that impacts compliance, risk, service
quality, and the ﬁnanciaﬁemstitution’s reputation.

» Guidelines for lecting customer data
Here are the ke ‘/@‘uldehnes for collecting customer data for customer
identification b? stomer service associates in financial services—as per
industry sta s, including RBI (Reserve Bank of India) norms and general
data prlva n01ples

Q 1 2 3 4
% Adhere to KYC Dbhl Informed Ensure Data Follow Data Privacy
(Know Your s and Security
Q Customer) Norms Y Protocols

Avoid Excessive Maintain Proper Follow REIIan
Data Collection Documentation Internal Policy Handle Sensitive
and Audit Trail Updates Cases Carefully

Fig. 3.5 Guidelines for collecting customer data
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Adhere to KYC (Know Your Customer) Norms

Customer data must be collected in accordance with the KYC (Know Your
Customer) guidelines mandated by the Reserve Bank of India (RBI). The essential
documents required for this process include Proof of Identity (Pol) such as
Aadhaar Card, PAN Card, or Passport, and Proof of Address (PoA) like utility bills,
bank statements, or rental agreements. Verification should be done using
Officially Valid Documents (OVDs) to ensure authenticity and compliance with
regulatory standards. e}

Obtain Informed Consent ©
Customers should be clearly informed about what data is being c ted, the
purpose of collecting it, and how it will be used and stored. It i portant to
maintain transparency in data handling practices to build tr; Additionally,
explicit consent must be obtained from customers, especially»when sensitive
information like Aadhaar details or biometric data is involwg/

Ensure Data Accuracy \JO
Customer data should be verified thoroughly befor rding to ensure accuracy
and reliability. It is important to double-check s ings, identification numbers,

and address details to avoid errors. Wherever/possible, automated verification
tools such as PAN validation and Aadhaa{ng C should be used to enhance
accuracy and speed up the process.

Follow Data Privacy and Security (g?ocols
All personal data must be handle trict confidentiality to ensure customer
privacy and data protection. Cu t er information should never be discussed in
public spaces to prevent una rized access or misuse. Data entry and storage
must be carried out using s e systems that protect sensitive information from
breaches. Additionally, ss to customer data should be restricted based on
roles and respon&bg{{} S, with all access being properly monitored and
auditable. Q

Avoid Excessive\Data Collection
Only collec%@data that is necessary for identifying the customer and providing

the requl ervice. Avoid requesting any personal information that is unrelated
or exc as this can compromise privacy and may not be relevant to the
pur é@of the interaction.

Maintain Proper Documentation and Audit Trail

As per regulatory requirements, it is important to keep copies or digital scans of
KYC documents. The date and time of document collection, along with details of
the associate handling the data, should be properly recorded. This ensures
complete traceability and supports compliance during audits.

Follow RBI and Internal Policy Updates
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Customer service associates must stay updated with the latest guidelines and
regulations to ensure compliance and effective service. This includes regularly
reviewing RBI circulars related to Know Your Customer (KYC) and Anti-Money
Laundering (AML) requirements. In addition, they should be aware of any
changes or updates to the organization's internal Standard Operating
Procedures (SOPs) to maintain consistency and accuracy in their daily
operations.

Handle Sensitive Cases Carefully e}'
For minor customers, senior citizens, or Non-Resident Indians (NRIs)} 8pecial

provisions must be followed during the onboarding process to a Aress their
specific needs and regulatory requirements. In cases where the&@ooarding is
non-face-to-face, alternative verification methods such as vi@o KYC or OTP-
based Aadhaar authentication should be used to ensure se€ure and compliant
customer identification.

xO
> Digital Vs manual entry O\’

Here is a comparison between digital and manu%entry methods for collecting
customer data for customer identification b@ustomer service associates in
financial services: N

%
Using computers to enter data is bett@&t}lan writing by hand in many ways.
Computers help reduce mistakes by~Catching errors like incorrect spellings or
missing details, which are more c on in handwritten entries. They also speed
up the process, as they can autofilt some information and check details quickly,
unlike manual writing which @s more time. Information such as Aadhaar or
PAN can be verified instan;%@asing computers, while checking handwritten data
takes longer. Computer rds are easier to save and search, whereas physical

papers can be mispl or take time to locate. Data stored on computers can
be protected with p ords, making it more secure than paper, which can be
lost or damaged, ough computers may require more investment initially, they

save money in the€ long run by reducing errors and improving efficiency. They
also make '&e‘asy to track changes by keeping a log of who updated the

informati nd when, which is difficult with handwritten records. Additionally,
using uters allows customers to fill out forms online from home, making
the ss more convenient compared to handwritten forms that usually require

vis@) an office. We can list out the various point of benefits for digital entry as
giveh below-

1. Accuracy
o Digital Entry:

High accuracy due to automated validations (e.g., format checks,
mandatory fields).

79



e« Manual Entry:
Prone to human errors like spelling mistakes, incomplete information, or
misreading handwriting.

2. Speed and Efficiency
o Digital Entry:
Faster data entry, especially with auto-fill, scanning (OCR), and real-time
verification. b’
e Manual Entry:
Slower process; each data point must be written or typed 1nd1v1% y

3. Verification and Validation

- Digital Entry: Q’
Can be instantly verified against databases (e.g., PAN / haar
verification).

e Manual Entry:
Requires later verification by a separate process, ’ﬂv%mh can delay

identification. o)

4. Storage and Retrieval @
« Digital Entry:
Data is stored in centralized system{bsasy to search, retrieve, and
update. 6
« Manual Entry: X0
Paper-based or disconnecte&eadsheets; time-consuming to retrieve or
cross-reference. %
5. Security b’
o Digital Entry: X
Can be encrypted and access-controlled, offering better data security if
managed pro

e Manual E
Vulnerab loss, theft, or unauthorized access to physical records.

6. Cost ax\é nfrastructure
1 Entry:
équlres investment in systems, training, and IT infrastructure.
Q anual Entry:
Lower initial cost, but higher long-term costs due to inefficiencies and
errors.

7. Compliance and Audit Trail
« Digital Entry:
Automatically records timestamps, user IDs, and actions—helpful for
audits and compliance.
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e« Manual Entry:

Difficult to track who made which entry and when.

8. Customer Experience

o Digital Entry:

Often smoother for customers; supports remote data submission (e.g.,
via mobile or online forms).

e Manual Entry:

Requires physical presence or long interactions; can feel outdated t@e}
tech-savvy customers.

Summary Table: Digital entry Vs Manual entry

&
i

Customer %ﬁrience
A
B )

Smooth and modern

\ &
Aspect Digital Entry O Manual Entry
)
Accuracy High (due to Validatior&« Low (prone to human
Al error)
N
Speed Fast © Slow
[ ] \»
Verification Instant, au@éted Manual, delayed
c,
Centr !(?d and Paper-based or
Storage
searg& le fragmented
Y
Security ﬁ (with proper Low (vulnqable to
K rols) physical risks)
Cost ’CJIv—Iigher upfront, efficient Lower upfront, costly
X long-term long-term
Audit Trail 'Q(b’ Automated logs Hard to maintain
9

Time-consuming,
traditional

Q\’

ommon errors to avoid
Hete are common errors to avoid while collecting customer identification by

customer service associates in financial services with the possible rectification

suggested:

Accepting Incomplete or Expired Documents
o Type of Error: Collecting documents without checking for completeness,
validity, or expiration.
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e Rectification by: Verifying that all submitted documents are current,
complete, and legible.

Not Matching Documents with Customer Details
o Type of Error: Failing to ensure that the details (e.g., name, date of
birth, address) in the documents match the customer's application or
system records.
e Rectification by:Carefully cross-verifying every field for accuracy an&
consistency. &

Ignoring KYC (Know Your Customer) Guidelines \\,%Q
« Type of Error: Not following prescribed KYC procedures an()
documentation requirements as per regulatory standarde@g., RBI,
SEBI).
e Rectification by:Staying updated with the latest K%@orms and
internal compliance checklists. O
LY

Poor Quality or Illegible Document Copies O\/
e Type of Error: Accepting blurred, cropped%r unclear
scanned/photocopied documents.
e Rectification by:Ensuring high—resol&k‘u n, clear images or physical
copies are obtained. '(,,\/(b'

Overlooking Signature or Photo Mi tches
e Type of Error: Not checki ether the customer’s photograph or
signature matches that on the official ID.

« Rectification by:Physi@ verifying the photo and signature on the ID
with the customer ir@ t.

Not Collecting Man{?@ IDs

o Type of Error:Aecepting documents that are not among the list of
officially valid documents (OVDs) for customer identification.

e Rectifica by:Referring to the organization’s approved list of OVDs
(e.g.,& aar, PAN, Passport, Voter ID, Driving License).

Data Entry Errors
. pe of Error:Typing mistakes or incorrect transcription of ID details
%nto the system.
& Rectification by:Double-checking the entry before submission and
using document scanning tools where available.

Failing to Obtain Customer Consent (for Aadhaar or Sensitive Info)
o Type of Error:Using Aadhaar data without informed customer consent,
which is against UIDAI norms.
o Rectification by:Taking explicit consent in writing or digitally before
collecting or using sensitive IDs.
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Skipping Face-to-Face Verification (When Required)
o Type of Error:Not performing in-person verification when mandated
(e.g., high-risk accounts or large transactions).
e Rectification by:Scheduling or documenting in-person verification when
prescribed by policy.

Not Maintaining Audit Trails
o Type of Error:Failing to record who collected and verified the ID, 1 ng
to gaps in accountability.
« Rectification by:Logging the identity of the staff handling venx tion,
along with time and method used.

Poor Quality or Failling to \/
Not Matching lllegible Obtam\/
Documents with Document Net Collecting Cuy tog Not Maintaining
Customer Details Copies Mandatory IDs Audit Trails

!
Accepting Ignorlng KYC klng Data Entry Skipping
Incomplete or {Kncw Your ature or Errors Face-to-Face

Expired Customer) Photo Verification

Documents Gu|del\2e Mismatches

F1g§€\6 Common errors in KYC Documentation

&@» PRACTICAL EXERCISES

Activity 1: ing Mock Customer Forms & Verifying Documents
Material uired:

o (dk customer information forms (printouts)
. mple identity and address proof documents (Aadhaar card, PAN card,

Q assport, etc.)
e Pens, clipboards
e SOP checklist (for document verification)
e Magnifying glasses or document scanners (optional, for advanced
simulation)
¢ Role-play badges (Customer / CSA)
e Projector/Whiteboard (for instructions and sample forms)
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Procedure:
Step 1: Introduction (10 minutes)
e The trainer briefly explains the importance of filling customer forms
correctly and verifying KYC documents as per financial regulations.
o Discuss examples of acceptable documents for:
o Proof of Identity (must include photo)
o Proof of Address
Step 2: Distribution of Materials (5 minutes)
o Give each student (acting as a Customer Service Associate) a modk

form.
o Distribute mock document sets to other students acting as cﬂs:bomers
Step 3: Role-Play Activity (20 minutes) 0

e Students pair up in CSA-Customer pairs.
e The "customer" gives their mock documents and Verbaéy rovides their
details. ’\Q
e« The CSA:
o Cross-checks document validity (photo r;{:%h signature match,
issue authority)
o Looks for signs of tampering or for
o Fills the customer form with correé]’z)and complete details
o Marks checkboxes conﬁrmmg ument type and verification
Step 4: Peer Review (10 minutes) x
e Students exchange forms with '<her group and verify:
o All fields are filled corr:
o Documents mentionuénatch what was provided

o No errors or missing information

Step 5: Feedback & Discussion | inutes)
e Trainer reviews com errors made during the activity.
« Discuss consequenCes of incorrect or incomplete data entry in financial
services. ’&,
. Empha51ze i rtance of confidentiality and professionalism.

Activity 2: Grox’ cussion — Digital vs Manual Entry during Customer
Document Ve ion
Matenals %red
o W@&Doard and markers
art paper and markers (for group notes)

g rojector (optional - for presenting pros/cons of each method)
Sample customer documents (printed examples of Aadhaar card, PAN
card, etc.)

e Notepads/pens for students

e Timer or stopwatch
e Assessment Sheet (communication skills, teamwork, critical thinking)

Procedure:

84



Step 1: Introduction (10 minutes)

e Instructor briefly explains:
o The role of a Customer Service Associate in identifying and
checking customer documents.
o The two methods of data entry: Manual (paper forms, loghooks)
and Digital (tablets, CRM systems, scanning software).
o Importance of accuracy, security, and speed in customer data

entry E}'
Step 2: Group Formation (5 minutes) "8
e Divide students into two main groups: . \Q
o Group A: Supporters of Manual Entry \‘\,

o Group B: Supporters of Digital Entry
e« Each group gets 5 minutes to prepare arguments (pros,Q}Q', examples)
using chart paper or notes.
Step 3: Group Discussion (15 minutes) <&
« Each group presents their viewpoint (4-5 minutes 23 group).
e Open-floor rebuttal: both groups get 3 mlnuteg&o uestion or respond to

each other’s points. %O

Step 4: Instructor Wrap-up (5 minutes)
e« Summarize key takeaways:
o When and where each method i&more appropriate.
o Best practices for accuracy ahd/customer confidentiality.
o The future trend toward digitization and hybrid approaches.

Step 5: Feedback and Reflection (5 min S
e Students reflect: Which me&' would they choose in a real-life scenario

and why?
e Instructor may provide @vidual or group feedback.

CK YOUR PROGRESS
A. Fill in the Blan

1. Accurate cus{@ner data supports compliance with and
regulatio

2. Before ?}lectmg Aadhaar or biometric data, customer must be
obtai

data entry helps reduce human error and improves speed and

cepting or documents can lead to regulatory issues.
The Reserve Bank of India mandates the use of Valid Documents
(OVDs) for KYC.
B. Multiple Choice Questions
1. Why is accurate collection of customer information important in financial
services?
a) To promote new products
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3.

b) To reduce staff workload
c) To increase profit margins
d) To ensure compliance and prevent fraud

. What is the preferred method for data entry in financial services today?

a) Manual notebooks

b) Spreadsheets only

c) Digital systems with automated validation

d) Verbal confirmation only E}v
)?

. Which document is not considered an Officially Valid Document é@ﬂ

a) PAN Card )
b) Aadhaar Card \\’
c) Passport QQ’

d) Utility Bill

. What should CSAs do before collecting sensitive cu er information

like Aadhaar? Q)
a) Skip verification for regular customers X
b) Notify their manager Q\'

c) Obtain explicit customer consent %

d) Ask for secondary contact number o

. Which of the following is a benefit of digital entry over manual entry?

a) Easier audit trail maintenance ,g\/
b) Requires physical storage \'@
c) Slower processing &

d) More prone to errors

C. State Whether the Follow&% Statements are True or False
1.
2.

Manual entry systems’afe faster and more secure than digital systems.
Customer service @ ciates must only collect necessary data relevant to
the service. X,

Accepting ex{@e documents is a common mistake that should be
avoided.

. Itis ac t&ble to collect Aadhaar data without customer consent if the

cust is familiar.

. R r updates on RBI and internal SOPs help maintain compliance

accuracy.
atch the Column

Column A S. No Column B

KYC Guidelines A Avoid collecting unnecessary data

Data Accuracy B Ensure names, dates, and IDs are correct
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3 Customer Consent C Required before using Aadhaar data

4 Data Minimization D Follow RBI norms for customer
identification

5 Audit Trail E Tracks who performed data entry and when

E. Short Answer Questions

What is the importance of obtaining customer consent during data E}v

1.
collection?

2. List two key differences between digital and manual data ent \’%

3. Why is it necessary to follow KYC norms while collecting cu er
information? %

4. Mention two common errors that CSAs should avoid d@i g customer
data collection. '\O

F. Long Answer Questions \JO

1. Explain the significance of accurate customerﬁformation in ensuring
compliance, risk management, and custo tisfaction.

2. Describe the guidelines that customer service associates must follow
when collecting customer data accor 'n@o SOPs.

3. Compare digital data entry with ma data entry in terms of accuracy,
speed, verification, and auditabil%\/

4. Discuss the consequences of pogf-documentation and data errors in

financial services, and how can prevent them.

G. Check Your Performance

1.
2.

3.

4.

Can you explain what s are and give three examples?

How would you han%@a situation where a customer provides an expired
document?

What steps WOlq{;éLyou take to ensure data accuracy while entering

customer deiax.
Why is m ining an audit trail important in customer identification

and v @tation?
3

S
P
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Session: 3 Understand legal obligations for maintaining
confidentiality.

In India, customer service associates in financial services are legally and ethically
obligated to maintain the confidentiality of customer information while collecting
and recording personal data. These obligations are governed by a combination
of laws, regulations, and best practices that aim to ensure responsible S&}ta
handling and privacy protection.

<
The Information Technology (IT) Act, 2000, particularly Sectio&if;%\A and
72A, penalizes unauthorized disclosure and requires organizati@ to adopt
reasonable security measures for handling sensitive persfnal data or
information (SPDI).
<&

The Banking Codes and Standards Board of India (B&BI) mandates that
banks treat customer information as confidential, allov&@g disclosure only with
customer consent or as legally required. O\,

The Reserve Bank of India (RBI) further e %es data privacy through its
Master Directions on Know Your Customer ( Y@?requiring institutions to collect
only relevant data, inform customers of its pose, and protect it from misuse.

Additionally, the proposed Personal €a Protection Bill will introduce stricter
compliance on consent, processing{land data sharing. In practice, customer
service associates must follow K onfidentiality practices such as collecting
only necessary data, obtainin iﬁformed consent, using secure systems, limiting
access to authorized perso}z@’ voiding unauthorized disclosure, and promptly
reporting data breachesX Failure to comply may lead to legal penalties,
reputational harm, and latory action, including fines or license suspension.
Therefore, strict adhé{éﬂce to these legal and regulatory standards is essential
for protecting cust@r privacy and ensuring trust in financial services.

> Legal policies
Wh@cting and recording identification data, customer service associates
inqul ncial services must follow strict legal and regulatory policies to
ect customer information and ensure compliance. In India and globally, the
%ollowing key legal frameworks and guidelines apply:

1. Data Privacy Laws

Digital Personal Data Protection Act, 2023 (India)

o Consent must be taken before collecting personal data.

e Only necessary and relevant data should be collected.

e Customers must be informed of how their data will be used, stored, and
shared.
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Individuals have the right to access, correct, or delete their data.

2. RBI (Reserve Bank of India) Guidelines

3. Prevention of Money Laundering Act (PMLA), 2002

KYC (Know Your Customer) norms are mandatory for all financial

institutions.

Documents like Aadhaar, PAN, passport, etc., must be verified.

Physical or electronic KYC must be secure and tamper-proof.

Banks must retain KYC documents for a minimum period (currentl

years after the relationship ends). S
N

A~

Mandatory to collect and verify identity and address of@u tomers to
prevent illegal activities.

Customer Identification Procedure (CIP) is requlre@aefore establishing
any financial relationship.

Suspicious transaction reports must be file @én needed.

4. Information Technology Act, 2000 (Indi@

Imposes penalties for unauthoriz ccess, data breaches, or failure to

Provides legal recognition for digita{&ords and electronic signatures.
protect sensitive information, (D)’&

5. Internal Company Policies %

Use only authorized ems and tools for recording customer data.
Access to data m e restricted to trained and authorized personnel.

Periodic audlts@d training to ensure data protection and legal
compliance.

Recommend@ st Practices for Customer Service Associates

<

Q

S obtain informed consent before data collection.

. ; ecure methods (encrypted systems) to record and store data.

rify identity documents thoroughly and avoid photocopying unless
necessary.

Avoid sharing customer data through unsecure channels like WhatsApp
or personal email.
Report any data breaches or discrepancies immediately.

Confidentiality
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In financial services, confidentiality during the collection and recording of
customer identification data is critical to protect customer privacy and comply
with legal regulations. A customer service associate must observe the following
confidentiality practices:

1. Secure Collection

o« Private Environment: Ensure that identity documents and sensitive
information (like PAN, Aadhaar, or passport details) are collecte@
secure, non-public setting to prevent unauthorized viewirig or
eavesdropping. .

e Need-to-Know Basis: Share information only with authori personnel
involved in the verification process.

e« Avoid Unnecessary Copies: Do not photocopy or dégﬁa‘ce documents

unless strictly required by company policy or regul S.
2. Accurate and Secure Recording \J\,O

o Limit Access: Store digital and physical %st of identification data in
secure systems accessible only to autho@e employees.

« Password Protection: Use password cted systems and encrypt data
when recorded or transmitted.

« No Personal Storage: Associates st not store or record customer data
on personal devices, notebook%’)%'r unofficial platforms.

3. Compliance with Data Prot%c%n Laws

e Follow applicable la@uch as the Information Technology Act (India),
RBI Guidelines, ata Privacy regulations (e.g., DPDP Act once fully

enforced).
e Always obtai plicit customer consent before collecting or using
personal i ification information.
4. Discreet munication

. x@d discussing customer identity details over phone or email unless
ured and authorized.
Q “Ma

sk sensitive data when displaying on-screen in customer-facing
interactions.

Maintaining confidentiality not only protects customer trust but also helps the

institution avoid legal and reputational risks.

> Secure handling
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To ensure secure handling of customer data while collecting and recording
identification data, a customer service associate in financial services should
follow these key practices:

1. Follow Regulatory Compliance

e Adhere to data protection laws such as the Information Technology Act,
2000 (India) and RBI guidelines on KYC and data privacy. E}'
by

e Collect only the minimum required information as mand@gd
regulations. \,\,%

2. Obtain Customer Consent 0

» Inform the customer about why their data is being cqllected, how it will
be used, and who it may be shared with.

O
e Secure written or digital consent before procgc;éi‘ng with data collection.

3. Use Secure Channels for Data Collection %O

e Enter data directly into authorized, exlf:rypted systems instead of paper
forms or unsecured devices. '\/

e Avoid using public or shared ne&gérks for transmitting customer data.
4. Verify Document Authenticiﬁ&afely

e Handle original docu@( carefully; avoid making unauthorized copies.

e« Use secure scann \Jor apps for digital verification if required.

5. Mask Sensitive rmation

e When ,~displaying or sharing documents internally, redact
unn @arysensitive details (e.g., mask full Aadhaar number).

6. Ac% ontrol & Confidentiality
Q%{estrict access to customer data to authorized personnel only.

e Never discuss customer information in public or over unsecured
channels (e.g., personal WhatsApp or email).

7. Secure Physical and Digital Records

e Store physical documents in locked cabinets with restricted access.
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« Use password-protected systems, firewalls, and anti-virus software
for digital records.

8. Regular Training and Awareness

e Stay updated on the latest data protection protocols and phishing or
fraud techniques.

e Participate in regular cybersecurity and privacy training. @b
9. Report and Respond to Breaches \\/éo
« Immediately report any suspected data leaks, unauthorize(\iégcess, or

loss of documents to the designated data protection ofﬁc%

By following these practices, customer service associates ¢4n safeguard
customer identity data, build trust, and comply with irg@stry standards.

> Need for confidentiality and data protect'@’

The conﬁdentiality and protection of Custometa are critical when a
customer service associate in financial servib¢s collects and records
identification data. This need arises due E@éveral important reasons:

x<

Legal and
Regulatory
Compliance

Internal Security and

Accountability ‘

Preventin Ensuring Data ‘Bu'siness _
Theft Accuracy and Continuity and Risk
Management

@, Integrity
S

QO

4 Fig.3.7 Need for confidentiality and data protection

1. L g& and Regulatory Compliance: Financial institutions are bound by

%ys such as the Information Technology Act (India), which mandate
e secure handling of personal and financial data. Failure to comply can
result in legal penalties and sanctions.

2 Preventing Identity Theft and Fraud: Identification data (like PAN,
Aadhaar, passport, or financial details) can be misused for fraudulent
transactions or identity theft. Protecting this data helps prevent such risks
and safeguards the customer’s financial wellbeing.

3. Maintaining Customer Trust: Customers expect their sensitive
information to be handled securely. Any breach of confidentiality can
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damage the organization’s reputation and lead to a loss of customer trust
and loyalty.

4. Ensuring Data Accuracy and Integrity: Secure processes help ensure
that customer identification data remains accurate and is not altered or
tampered with. This is vital for KYC (Know Your Customer) verification and
subsequent transactions.

5. Internal Security and Accountability: Confidential data, if accessed or
misused by internal staff, can lead to insider threats. Proper protogols,
encryption, and access controls help maintain accountability and gecure
handling by associates.

6. Business Continuity and Risk Management: Data breachefs'» n result
in service disruptions, legal action, and financial loss. By 'protecting
customer data, financial institutions ensure operationQ‘&’ntinuity and
minimize risk.

In summary, confidentiality and data protection are essenttal to uphold legal
standards, prevent misuse, build customer confidence, a@d protect the financial
institution from reputational and financial damage. XU

PRACTICAL EXER@%S
Activity 1: Data Breach Case Study Analysis @d Safe Data Handling
Materials Required:
o Printed or digital copy of a real-wo ata breach case study (e.g.,
Equifax, Capital One, or a releva dian case like the Mobikwik breach)
e Whiteboard or smartboard (D)S'

e Markers or pens %
e Handouts on legal obligations under:
IT Act, 2000 (India)

RBI Guidelines on ecurity
e Safe data handlin ecklist

e Group activity g{@e

Procedure:
Step 1: Introductioﬁ&?%ninutes}
o Briefly introduce the concept of data breaches and data confidentiality.

« Explai e role of Customer Service Associates in maintaining data
privacy in financial services.
Step 2: Study Distribution (5 minutes)

ide the class into small groups (3-5 students).
% istribute the selected data breach case study to each group.
Step 3: Case Analysis (15 minutes)
Each group will:
e Identify how the breach occurred.
e Analyze what data was compromised (e.g., PAN, Aadhaar, passwords).
o Identify what mistakes or failures led to the breach.
o Discuss the impact on customers and the financial institution.
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Step 4: Group Discussion — Legal Angle (10 minutes)

Each group will:

e Match the breach with violated legal obligations (e.g., failure in
KYC/AML safeguards, IT Act violation).

o List at least 3 legal or regulatory consequences faced by the company.

Step 5: Best Practices Presentation (15 minutes)
Each group presents:

e How the breach could have been prevented by a Customer Service e}
Associate (e.g., not sharing passwords, verifying email authenticity,g,
locking systems).

« 3 Do’s and 3 Don’ts of safe data handling for CSAs. ND

e Recommendations to improve internal confidentiality prot(zs’@

Step 6: Instructor Wrap-Up (5 minutes)

e Summarize the activity by highlighting the importanc&}o legal
compliance.

o Reinforce the idea that each associate is respons@le for safeguarding
customer data.

o Distribute a Safe Handling Quick Guide a &keaway.

Activity 2: Group Discussion on the Need for C entiality and Data

Protection @
Materials Required: \
e« Whiteboard and markers \’@‘
e Printouts or digital copies of: '(r
Data Protection Laws (e.g., Wguldelmes, IT Act, GDPR basics if
relevant)

Case studies or news ar (ﬁ on data breaches in financial services
e Role cards (Customer Sgxyvice Associate, Manager, Customer, Regulator)
e Pens and notebooks participants
e Timer or stopwatc%
Procedure:
Step 1: Introducti %10 minutes)
e« The facili‘g@ﬁmtroduces the topic and explains why confidentiality and

data proteetion are essential in financial services.
. DISC al-life incidents where data breaches led to loss of customer
d legal action.
Step 2: -Discussion Briefing (10 minutes)

a are key points from relevant legal frameworks (e.g., KYC norms, IT
Q ct 2000, RBI's data privacy rules, GDPR basics).
Explain roles and responsibilities of a Customer Service Associate in
maintaining data security.
Step 3: Group Division and Role Assignment (5 minutes)
o Divide students into small groups (4-6 participants each).
e Assign each member a role (CSA, manager, regulator, customer, etc.) to
encourage multi-perspective discussion.
Step 4: Group Discussion (20 minutes)
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o Each group discusses the following questions:
o Why is protecting customer data important?
o What are the legal consequences of a data breach?
o How can a CSA ensure data is not shared with unauthorized
persons?
o What are some best practices in handling physical and digital
customer records?

Step 5: Presentation and Sharing (10 minutes) e}
o Each group presents key takeaways from their discussion.
e The facilitator records common points and insights on the white d.
Step 6: Summary and Reflection (5 minutes) \\,

 Facilitator summarizes the importance of legal compliance 4xid’ethical
responsibility in data protection.

e Ask students to write one action they will take in the w 6 lace to
protect customer data.

CHECK YOUR PROGRE{S«O

O
A. Fill in the Blanks %

1. The ______ Act, 2000 provides legal reco@itlon for digital records and
imposes penalties for unauthorized, ss to sensitive data.

2. The mandates that banks t&}t customer information as
confidential and disclose it onl ’%&{h consent or legal requirement.

3. According to RBI guideline& documents must be retained for a
minimum period of rs after the relationship ends.

4. Customer service assoc@gs must always obtain before collecting
or using personal ﬂcation information.

B. Multiple Choice ons

1. Which of the f %&Q 1ng acts penalizes unauthorized disclosure of sensitive
personal d India?
a) Information Technology Act, 2000
b)Prevettion of Money Laundering Act
c)B ing Regulation Act
d) panies Act

at must CSAs do before collecting Aadhaar or other sensitive
%nformatlon'p
Q a) Make photocopies of all documents

b) Store data on personal devices
c) Share information with third parties
d) Obtain written or digital informed consent

3. Under which law must financial institutions verify customer identity to
prevent illegal activities?
a) Data Privacy Act
b) Prevention of Money Laundering Act
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c) Companies Act
d) Consumer Protection Act

4. What is the recommended environment for collecting customer
identification data?
a) Public area
b) Private, secure setting
c) Customer’s home
d) Over phone calls e}

5. Which of the following is NOT a confidentiality practice? &
a) Storing data on password-protected systems “Q
b) Limiting data access to authorized personnel '\,%
c) Sharing customer details on WhatsApp O
d) Encrypting customer information N

C. State Whether the Following Statements are True or Féége

1. The RBI requires banks to keep KYC documents fora@ ast 5 years after
the business relationship ends.

2. Customer data can be shared with unauthorized"pérsonnel if requested
by a colleague. \Y

3. The IT Act, 2000 provides penalties for fail%QO protect sensitive
personal data.

4. Photocopying customer documents is'ﬂ%l wed without restrictions.

5. Customer service associates must r@’rt any suspected data breaches
immediately.

D. Match the Column

<
RY

S. Column A ] %ﬁo Column B
No
O
1 RBI Guidelines G}" A KYC compliance and data retention
2 Data Privacy Lg{@ N B Consent and data protection rules
(0.9,
3 Preventio oney C Customer identification procedures
Laundering/Act
4 Infor; jon Technology D Legal recognition of electronic records
Act
S onfidentiality E Secure collection and limited access
(Bractices

~7

E.ghort Answer Questions
1. What is the importance of obtaining customer consent before collecting
their personal data?
2. Name any two legal acts in India that mandate the protection of
customer data.
3. What are two key practices a customer service associate should follow to
maintain data confidentiality?
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4.

What is the role of the Information Technology (IT) Act, 2000 in data
protection?

F. Long Answer Questions

1.

2.

3.

4.

Explain the significance of confidentiality in the financial services
industry and its impact on customer trust.

Describe the key features of the Digital Personal Data Protection Act,
2023 and how it impacts the responsibilities of customer service
associates. b’
What are the consequences of mishandling or leaking customer \Q
identification data in financial institutions?

Compare the legal obligations under RBI Guidelines, IT Act,"ahd PMLA
regarding secure handling of customer data. Qo'

G. Check Your Performance <

AS)

. Can you list at least three best practices for seCLYs@ handling of customer

identification documents? X

. Do you understand the key regulations lilé&l KYC norms, IT Act, and

PMLA related to data privacy?

Are you able to identify what qualiﬁes\a,@ensitive personal data and how
it should be stored?

Can you confidently explain w ég\ustomer consent is essential before
collecting personal information?}
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Session 4 Cross-verify customer records to ensure data
Accuracy.

The process of cross-verifying customer records to ensure data accuracy during
the collection and recording of identification data by a customer service associate
in financial services involves several key steps. Initially, original identification
documents such as Aadhaar card, PAN card, or passport must be collected,
avoiding reliance on photocopies unless officially attested. All required@é[ds
including name, address, date of birth, and ID numbers are ch d for
completeness to ensure no sections are left blank. The information AQ@a‘eered into
the system is then cross-verified against the physical docume to confirm
accurate spelling and matching of details. The associate achenticates the
customer's photo and signature by comparing them with thg@ on the submitted
ID. Documents are also screened for signs of tamperi r forgery, including
inconsistencies in fonts, photo alignment, holograms <ot lamination, and any
suspicious findings are reported to the complian risk team. System-based
validation checks are used to identify formattirgerrors or duplicates. Where
applicable, identity details are cross-verified w@ official databases such as KYC
registries, UIDAI, or credit bureaus to sure consistency. Before final
submission, the recorded data is conﬁrm@i by the customer. Any discrepancies
or mismatches are escalated for co !‘Qgﬁon. Finally, all verification steps are
documented, and records are r@&aﬂned with an audit trail showing who
performed the verification. This Structured approach ensures the accuracy,
authenticity, and compliance gcustomer identification data in line with KYC
regulations X

Meaning record and %@mer record

In the context o (,&écting and recording identification data by a Customer
Service Associ in financial services, the terms "in general record" and

"customer rd" refer to two distinct but interrelated categories of data
documentgtion. Here's a detailed explanation of each:

1.1In eral Record

Mgning: "In general record" refers to broad, non-customer-specific
information maintained by a financial services organization. This includes
operational, regulatory, and compliance-related data that may pertain to
customer identification processes but are not tied to a single customer’s profile.

Purpose: The purpose of maintaining general records is to ensure standardized
procedures, legal compliance, and internal control mechanisms during the
customer onboarding and verification process.
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Examples of In General Records:

e Standard Operating Procedures (SOPs) for verifying customer identity.

e Templates or checklists used for KYC (Know Your Customer)
documentation.

e Records of identity verification tools or software used (e.g., biometric
systems, e-KYC platforms).

e Logs of training programs conducted for staff on customer identifio%i’on
procedures. &

e Internal policies or guidelines related to Anti-Money Laundering ) and

KYC. S
e Records of system audits and compliance checks related to d@ handling.

QQ
Importance: o

e Ensures consistency in customer service practiceso
e Helps in regulatory reporting and audits. X

o Facilitates staff training and performance ey Jation.
e Serves as reference in legal or dispute situatiens.

©

2. Customer Record \

.\(b,
Meaning: "Customer record" refers to,the specific and individualized data
collected and stored about i@ﬁular customer during identification,

onboarding, and account servici cesses.

Purpose: Customer records %rnaintained to verify the identity, assess the
riskprofile, and provide onalized financial services to each client. They
form the basis of custow@‘;%lationship management and regulatory compliance.

Examples of Custo%&Records:

e Full nameNdate of birth, address, and contact details.
e Proof entity (e.g., Aadhaar, PAN card, Passport, Voter ID).
e Pro address (e.g., utility bill, rental agreement).
« PHotograph and signature.
. stomer ID and account number.
Q%Biometric or digital identification (if applicable).
¢ Records of customer interactions and service history.
e Risk profile, income details, and financial background (for investment
services).
o Notes or alerts on any suspicious activity flagged under AML norms.

Importance:
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o Ensures accurate identification and verification of the customer.

o Facilitates effective customer service and issue resolution.

e Supports compliance with legal and regulatory obligations (e.g., RBI, SEBI,
PMLA).

e Aids in fraud prevention and risk management.

 Enables account recovery and transaction tracking when needed.

> Importance of Data Validation b’

<
Data validation is critically important in the process of cross-verifying g@tomer

records to ensure data accuracy, especially after a customer service ociate in
financial services has collected and recorded identification data. 'TOserves as a
key quality control step that helps detect and prevent errorsQ onsistencies,
and fraudulent information before the data is entered into the’system or used

for decision-making. '\Q
L e ® e . ® . _ D e
, Ensuring Accuracy ki , Preventing Fraud t ’ Improving Compliance
By ¥ L X ¥ )
Enhancing Customer Facilitating Efficient Supporting Decision
b Trust Operations ) Making
XY

Fig. 3.8 Im (sze of Data Validation

The importance of data Valida@ in this context includes:

1. Ensuring Accuracy,o. ata validation checks that the collected
identification det%& such as name, date of birth, address, and
identification mbers are accurate and match the customer’s ofﬁc1al
documents. T elps maintain the integrity of customer records.

2. Preventin ud: By validating data against trusted sources or through

verificatiom\processes, the likelihood of accepting forged, fake, or tampered
docu s is reduced. This safeguards the financial institution from
ide heft and fraud risks.

3. Ir()' ving Compliance: Financial services are heavily regulated.

urate and validated customer data ensures compliance with legal and

Q egulatory requirements such as KYC (Know Your Customer) and AML
(Anti-Money Laundering) norms, avoiding penalties or legal issues.

4. Enhancing Customer Trust: When customer records are accurate and
properly validated, it leads to smoother service delivery and fewer disputes,
which enhances customer confidence and satisfaction.

5. Facilitating Efficient Operations: Accurate data helps in reducing errors
in subsequent processes such as account opening, transactions,
reporting, and audits. This improves overall operational efficiency and
reduces the cost and effort of correcting errors later.
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6. Supporting Decision Making: Reliable and validated customer data
provides a sound basis for risk assessment, credit decisions, marketing,
and personalized service offerings.

In summary, data validation during the cross-verification of customer records is
vital to ensure that the data collected is correct, trustworthy, and compliant,
thereby protecting the financial institution and its customers while enabling
efficient and secure operations.

O

> Tools for cross-checking with existing records <

0>

In the process of cross-verifying customer records to ensure data a&s@racy after
collecting and recording identification data, a customer servic e{dssociate in
financial services can use several tools and methods. These t% help validate
the entered data against existing records and ensure Consist%c , accuracy, and
authenticity. Here are some commonly used tools and techQiques:

. @\ Customer Relationship
Data Matching and Management (CRM)
Deduplication Tools 01 " Systems
Internal Databases and @ @ Core Banking Systems
Historical Records Tools for (CBS)
cross-checking

with existing
records Identity Verification
Software

Document Management
Systems (DMS)
o )0 )
Manual Cross-Checks) KYC (Know Your Customer)

Compliance Platforms
Y

4Q)Tig. 3.9 Tools for cross-checking with existing records

o

1.C %mer Relationship Management (CRM) Systems

Q« Tools like Salesforce, Microsoft Dynamics 365, or Zoho CRM maintain
centralized customer databases.
« These systems enable associates to cross-check entered data against
existing customer profiles for discrepancies or updates.
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2. Core Banking Systems (CBS)

e Banks use core banking platforms (e.g., Finacle, Temenos, Oracle
FLEXCUBE) which store official customer account and identification
details.

o Data can be verified by querying these systems to match customer identity
and account details.

3. Identity Verification Software @b'

0>

e Specialized software such as Jumio, Onfido, or Trulio b?n verify

identification documents in real-time by checking against gévernment or
trusted databases. qﬂ
e These tools validate documents for authenticity, é? at, and data

consistency.
4. KYC (Know Your Customer) Compliance Platfor’gj’&

e Platforms like IDnow, Shufti Pro, or Veriﬁ%'elp ensure compliance with
KYC regulations by cross-verifying cust r data with official registries.
e They often include biometric veriﬁcatibg and database checks.

5. Data Matching and Deduplication ’éols

e Tools like Informat1c§ Data Quality, Talend, or IBM
InfoSphereQuahtyStage in matching, cleansing, and deduplicating
customer data.

e These can identify d@rcate records or mismatches in customer details.

6. Internal Database%@nd Historical Records

e Access to@rnal historical customer data stored in data warehouses or
legacy s helps verify consistency.
. Que@ internal databases ensures new data matches or updates

ex&}v;p records appropriately.

7. D%%»}nent Management Systems (DMS)

e« Systems that store scanned or original documents (e.g., SharePoint,
DocuWare) help verify that identification documents on file correspond
with the recorded data.
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8. Manual Cross-Checks

>

Though automated tools are preferred, manual verification by comparing
physical documents or contacting customers can also be used as a
fallback.

To ensure accuracy in customer data verification, financial service
associates typically use CRM systems, core banking systems, identity
verification software, KYC compliance tools, data quality and matching
platforms, internal databases, and document management Sﬁ&’ls.

Combining automated tools with manual verification helps mai high
data integrity and regulatory compliance. \'\,
0
Updating Customer records go’
Here’s a clear step-by-step process for updating customer records

aftercollecting and recording identification data by\@ customer service

associate in financial services: Q)
&’&
Step-by-Step Process for Updating Customer Records
Collect Identification Data @
Gather the required identification .g?\gnments and information from the
customer, such as government—iSS}{ ID, passport, address proof, date of
birth, and contact details. \'@
Verify the Documents Q-
To check the authenticity cuments, it is important to ensure that the

documents are originalsanad not photocopies, unless explicitly permitted.
Carefully examine th @ ments for any signs of tampering or forgery.
Additionally, verify the photograph and signature on the identification
match the custom&r/presenting them.
Record Identiﬁéﬂtion Data
Accurately r d the details from the identification documents into the
customer a collection form or system.
Acce“siglstomer Records in the System
Log into”the customer relationship management (CRM) or core banking
sy@ using secure credentials and locate the customer’s existing record
g identifiers such as customer ID, account number, or PAN.
e

Qﬁ rify Existing Data

Cross-check the current information on file with the newly collected
identification data to identify discrepancies or changes.

Update Customer RecordsEnter the updated identification details into
the customer record fields, including new or corrected name spelling,
address, contact number, or document numbers.

Attach Document Copies

Upload or attach scanned copies or images of the identification documents
to the customer’s digital record, ensuring file quality and legibility.
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Validate and Confirm Changes

Review the updated data for accuracy and completeness. Confirm that all
mandatory fields are properly filled.

Save and Secure the Record

Save the updated customer record in the system. Ensure data encryption
and compliance with data protection regulations during and after the
update process. b’
Inform the Customer <
Notify the customer that their records have been successfull’y%@dated,
and provide any relevant confirmation or reference number. \‘\,

Log the Update Activity 0

Record the update transaction in the system audit log g@?’details of the
associate handling the update, date, and time for fuejl reference and
compliance. O

Report Any Issues @)

If discrepancies or suspicious findings are id zc‘ff’ied during verification,
escalate to the supervisor or compliance te mediately.

©

A

Customer Record Update Process

Record

Colect Identification Save and Log the Update
allac Data Verify Existi Secure the Activity
rifyy Existing
Inentn] cation oot ot e Data Attach Document Record
Data Friarduas e s Copies

_— b
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Access Validate and — Relpurlfm'.-
Verfy the Customer Confirm Customer s3ues
Documents Records Update Customer Changes S Escatale
Records Malify the cushomer fiscrpanes b

( Ensure aushentioty Reviewsr and oorfirm

O and matoh details
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Fig. 3.10 Tools for cross-checking with existing records

PRACTICAL EXERCISES

Activity 1: Cross-Verifying Customer Records and Reporting Discrepancies
Materials Required:
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e Printed mock customer documents (e.g., Aadhaar card, PAN, bank
statements — with fake data)
e CRM Data Sheets (with deliberately inserted mismatches)
e Customer Discrepancy Report Format (template for noting
mismatches)
o Highlighters/pens
e Calculator (optional for numeric verification)
o« Computer or spreadsheet software (if digital CRM simulation is prefe%gd)
e Whiteboard/Projector (for instructions or debrief) &
Procedure: \Q
Step 1: Introduction (5 mins) D
« Explain the importance of accurate customer data in financtqDServices:
KYC, AML compliance, fraud prevention.
e Brief students on their role as a Customer Service Ass (gte tasked with

cross-verifying documents. O
Step 2: Group Formation (5 mins) O
e Divide students into pairs or small teams. LY
Step 3: Data Distribution (5 mins) o

e Provide each group with:
o A set of mock customer documents
o A corresponding CRM entry printout
o A blank Discrepancy Report plate
Step 4: Cross-Verification Task (20 ng}ﬂ}l

« Students compare each data poin
o Name, Date of Birth, %&éss, PAN/Aadhaar number, Mobile

number, Email ID, Acoount details.

o They highlight any mi tches, missing data, or suspicious entries.
e Note all discrepancie arly in the Discrepancy Report, including:
o Field name %\/
o CRM val
o Docum value
o Ty;m{:?;screpancy (e.g., spelling error, missing digit, outdated
a s)

d
Step 5: Su ion and Discussion (10 mins)
oup submits their Discrepancy Report.

e Ea
o 1 éc}flctor reviews a few common or critical errors found by groups.
. ébcuss:
Q% What types of errors were most common?
How could these affect customer service or compliance?
o What should a CSA do when discrepancies are found?

@)
@)

Activity 2: Tools for Cross-Checking Customer Records in Financial Services
Materials Required:

o Printed sample customer records (with intentional errors or mismatches)
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e Access to dummy databases or spreadsheets (Excel/Google Sheets)

e KYC document samples (Aadhaar, PAN, Passport — printouts or
screenshots)

« Highlighters, pens, and notepads

e Projector or whiteboard

o Tool list printout (manual and digital tools: checklist, CRM system,
document verification software)

Procedure: @e}
Step 1: Introduction (5 minutes) '\Q

o Teacher explains the importance of data accuracy in financial se%lces and
how CSAs play a role in verifying customer details using va, 3@18 tools.
Step 2: Group Formation (5 minutes) Q

« Divide students into small teams (3—-4 members each). Qfl

« Distribute different sets of sample customer data to"€ac
Step 3: Tool Demonstration (10 minutes) Q)

group.

o Briefly explain tools used for cross-verification
o Manual Tools: Checklists, physical KXCcopies, ID proofs
o Digital Tools: CRM software, database lookup, document scanning
apps @
e Show how to cross-verify name, dat@b}?f birth, address, ID numbers, and
photo using these tools. &\,
Step 4: Activity Execution (20 minutes),, &
o Each group cross-verifies the(@iven customer records with the provided
documents or database.
e Use a checklist to flag mismatches or errors.
« Note corrections or a ies for discussion.
Step 5: Group Discussio &resentatlon 10 minutes)

« Each group pre
o Tools thig» sed
o Errors y found

o v@oss -checking improved data accuracy

Step 6: Wra (5 minutes)

. Surérlze key takeaways.

« E asize how proper use of tools helps avoid fraud, regulatory issues,
% service errors.

Q CHECK YOUR PROGRESS

A. Fill in the Blanks
1. The process of confirming the accuracy of customer data by comparing it
with official documents is called
2. Aadhaar, PAN, and Passport are examples of Valid Documents
used for identity verification.
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3. Data should be collected only after obtaining the customer's informed

4. A secure system used to manage scanned copies of customer documents

is known as a

5. Any suspicious or tampered documents must be reported to the

team.

Multiple Choice Questions (MCQs)
1. What is the primary purpose of data validation in financial services? b’

C. True or Fals

1. Data % ation can help prevent fraud in financial services.
2.

a) Reducing customer wait times <
b) Enhancing employee performance '\Q
c) Ensuring data accuracy and compliance \'\,%

d) Promoting products O

. Which document is not considered valid proof of identit dia?

a) Aadhaar Card

b) PAN Card «QQJ
c) Driving License Q)

d) College ID X

. Which tool helps in storing scanned docurrg@)&for verification?

a) CRM

b) DMS

c) ATM \,©

d) CBS N

What is the first step in updatin Stomer records?
a) Send confirmation X0

b) Log the update @@'

c) Collect identification data

d) Save the record %

. The IT Act, 2000 penaliges:

a) Poor marketing?\'
b) Unauthorize )Qi closure of personal data
c) Incomplete

forms

Cu er records include general company policies and procedures.

3. éo lege ID is acceptable as valid proof of identity for KYC.
4

=

.~Verifying documents manually is never allowed in financial services.

M systems are used to store and verify individual customer records.

D. Match the Column
S. Column A S. No | Column B
No
1 CRM System A Stores scanned or digital documents
2 KYC B Verifies identity and address
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3 DMS (Document C Customer Relationship Management
Management System)
4 Cross-verification D Match records with documents
S PAN Card E Official ID for financial transactions
E. Short Answer Questions
1. What is the purpose of cross-verifying customer identification
documents? @g
2. What are general records and how do they differ from customer r\e{» s?
3. Name two tools used for verifying customer identification data, S

4.

Why is it important to obtain customer consent before collect%%/
identification data? O

Long Answer Questions

1.

2.

3.

4.

Explain the step-by-step process a Customer Service Associate should
follow to update a customer’s identification record. “O

Discuss the importance of confidentiality in collecfihg and recording
customer data. Include relevant laws that SUpRor this.

What is data validation, and how does it help@h improving compliance
and preventing fraud in financial services?

Describe the role of tools like CRM syst , KYC platforms, and
Document Management Systems in. gs\jlring data accuracy and security.

Check Your Performance Questions A\

1.

2.

. Do you know your org\a}

Can you identify signs that a cust er’s ID document may have been
tampered with?
How would you respond if @found mismatched information in a
customer’s submitted dpctiments?

éz tion’s process for reporting data discrepancies
or breaches?
Are you confident #fDusing system tools to update or verify customer
records Withouﬁ@anual error?

,(,‘Z?'
4@0
Q\’

S
P
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MODULE 4: UNDERSTANDING AND RECORDING
CUSTOMER REQUIREMENTS

Understanding and recording customer requirements is a critical step in
ensuring that a product or service meets the expectations and needs of its
intended users. This process involves gathering detailed information about
what customers truly want, need and expect, then documenting it clearly a&c}
accurately to guide design, development and delivery.

o
Effective requirement gathering helps bridge the gap between Custonﬁ
expectations and business capabilities. It involves active commu 1on,
careful listening and structured analysis to ensure that nothi

misunderstood or overlooked. By clearly documenting these 1i‘%irements,
organizations can avoid costly mistakes, reduce the risk oﬂgrork and enhance
customer satisfaction.

xO

This module focus on understanding and recordi éstomer requirements. The
first session covers meaning of listening and heal% and the Principles of Active
Listening, the second session deals with Con@)t of customer needs and their
types, the third session focuses on core, \Qciples for documenting customer
requirements, the fourth session ﬁ s about clarification techniques,

understanding and addressing misco nication.
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SESSION 1 - LISTENING TECHNIQUES

1.1 Meaning of Listening and Hearing: -

1.1.1 Definition:

Listening is the conscious act of hearing with attention, interpreting the message,
and providing appropriate feedback.

Listening is a deliberate and active skill essential for customer service associ@es.
Unlike passive hearing, effective listening involves understandi and
interpreting both verbal communication and non-verbal cues, such a e and
body language. In business settings, it requires complete attention {b\ﬁe speaker
to accurately grasp the intended message. This attentiveness.fosters greater
clarity, minimizes miscommunication, and strengthens)y interpersonal
relationships. Active listening demonstrates respect and ement, which are
vital for collaboration and increased efficiency. By m@fntaining eye contact,
asking follow-up questions, and confirming key pgints, employees can build
trust, address concerns more swiftly, and enhano@zrall customer satisfaction.
1.1.2 Definition:

Hearing is the passive ability to perceive sou&c@ithout consciously processing or
understanding the meaning behind. it. .~

Hearing is the passive act of detectin® sound through the ears. It occurs
naturally when someone speaks, T+ it doesn’t necessarily involve focused
attention or engagement. For exa@}e, in a noisy office or during a meeting, you
might hear someone talking W't}%ut truly concentrating on their message. While
hearing is a basic sensory @1 tion, it falls short in the context of effective
business communications'Simply hearing a customer's concern without actively
processing it can lea ,Q erlooked information, unresolved issues, or repeated
complaints. When a k employee hears a customer's query but fails to engage
thoughtfully, it @vresult in poor service and customer dissatisfaction.

Passive Process Sensory Ability

Hearing occurs naturally Physical function involving
Q without effort. ears and nerves.
% Unaffected by C . \/( Automatic
Interest Sounds are heard
Sounds are regardless of attention
heard even Cycle of Hearing
without interest Q, M Characteristics .

Does Not Ensure I g Non-Selective
Understanding ‘ ‘ All sounds are heard

Hearing doesn't without filtering.
guarantee comprehension

Continuous

Hearing happens

constantly while

conscious.

Fig. 4.1 Characteristics of Hearing
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In simple terms, hearing is just noticing sounds, while listening involves focusing
and understanding what’s being said. In the workplace, especially in business
communication, it’s not enough to just hear — active listening is essential for

clear communication, better teamwork, and overall success.
Case Example from a bank employee: -
Customer: “I was charged 3500 even though I maintain the minimum

balance.”

Bank Employee (listening attentively): “I understand your concern. Let@Q

review your recent statements and verify the charge for you right now

”»

S

1.3Differentiate between Hearing & Listening R A\\/
Aspect Hearing Listening A~
Nature Passive Active Q M
Purpose Sound perception Understanding and
response
Focus Divided or minimal Fullattention
Emotional connection | Lacking Present
Communication Poor to average %k)Effective and trust-building
quality AN\
J

1.4 Principles of Active Listening

Active listening is a communication s]a@g}that involves full engagement with the
speaker to understand their mes&%@h depth. It goes beyond simply hearing
athy

words—it requires attention, e

, and thoughtful responses. The key

principles are outlined below:b,

A

f S— ——
; Create a

o)
S
P

Comfortable Listen with
Environment for Empathy
the Speaker

OO

Give Your Minimize Interpret Beyond
Full Attention Distractions Words

Fig. 4.2 Principles of Active Listening
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1. Give Your Full Attention

The foundation of active listening is offering your undivided attention. This
means not only hearing the words being spoken but also observing tone, pace,
facial expressions, and gestures. Being mentally present signals respect and
encourages open dialogue.

2. Create a Comfortable Environment for the Speaker e}
Helping the speaker feel at ease encourages open and honest commuaycation.
This can be achieved through steady eye contact, noddm,{ show
understanding, and using verbal cues like “I understand” or “pleags ‘continue.”
A calm and neutral tone also contributes to a safe conversatio pace.

3. Minimize Distractions \OQJ

Eliminating internal and external distractions is vital ){/@ active listening. This
includes silencing electronic devices, choosing a t location, and mentally
clearing unrelated thoughts. A distraction-free ﬁ allows for greater focus
and better comprehension. @

4. Listen with Empathy (}

Empathizing with the speaker means {{'@%g to understand their emotional state
and viewpoint. Even if you don’ ‘@gree, acknowledging their feelings with
supportive phrases like “That soungs difficult” shows compassion and enhances

connection. b’

5. Interpret Beyond W n‘so'

Sometimes, the real sage lies beneath the surface. This principle involves
detecting underlyi motions or intentions through tone, hesitation, or subtle
body language.@ ening with awareness helps uncover the deeper meaning
behind the en words, enabling more meaningful interactions.

1.5 Bar@s to Effective Listening

D(@cbits importance, listening can be hindered by various challenges. These
bargiers may stem from personal limitations, environmental conditions,
attitudes, or social factors. They are categorized as follows:
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Physiological
Barriers ”
Incorrect Assumptions

Attitudinal Barriers /

- Gender-Based Barriers
- Poor Listening
Habits b,
Lack of Listening 4
Skills Training

<

-
|
-
Vi o
Fig. 4.3 Barriers to Effective%s&ﬂng
1. Physiological Barriers
Physical hearing issues or cognitive chall g@ such as low concentration or
memory lapses can prevent effective listen,'kf&. These can often be managed with
appropriate treatment or training. <
2. Physical Barriers v
Environmental distractions lik@mise, overcrowded spaces, or technical
disruptions can interrupt th Li%\tening process. For example, a ringing phone
during a conversation can b eé{ ocus. Arriving late or being unable to maintain
visual contact with the S%Qrﬁe'r also hampers listening.
3. Attitudinal Barri
Personal worries orsthrental preoccupations may block full engagement in a

conversation. Inﬁﬁltion, some individuals may believe they already know more
than the spe%zr, eading to a closed mindset and poor listening.

4. Incorr sumptions
Commu '/C\&tion is a two-way process. Assuming that the speaker is solely
resporsiple for successful communication undermines the listener’s role.

Neg@ing to pay attention because the topic seems unimportant or pre-judging
thespeaker can hinder understanding.

5. Cultural Barriers

Differences in accent or language usage may make it difficult to understand the
speaker’s message. In culturally diverse countries like India, regional accents
and dialects can pose listening challenges even within the same linguistic group.
6. Gender-Based Barriers
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Research suggests that men and women may listen differently. For instance,
women often focus on emotional undertones, while men may prioritize factual
content. These differences can sometimes lead to misinterpretation if not
understood.

7. Lack of Listening Skills Training

Listening is a skill developed through practice. Without formal training,
individuals may avoid engaging with complex or uninteresting content, le%’ng
to selective listening and misunderstanding.

8. Poor Listening Habits \Q
Many people unconsciously adopt habits that interfere with listenﬁig,%such as
pretending to listen, focusing on trivial details, or judging the sp \Qr based on
superficial characteristics like appearance or accent. These @blts reduce the
effectiveness of communication. <

1.6 Reflective Listening O

Reflective listening is an effective way to build mutual ﬁ&erstandmg in
communication. It involves actively listening to w meone says, thinking
about their message, and then rephrasing it in % own words to show that
you've understood. \

In Simple Terms: \’(b'

You listen carefully, process the messi’ and repeat it back using your own
words. Q-

1.6.1 Definition: @

own words, focusing not o n what they said but also on how they feel. It
shows that you are gent@l‘y trying to understand both their thoughts and
emotions.

Reflective listening is the p‘i‘@% of restating another person’s message in your

1.6.2 Benefits M@;ctlve listening

1. Builds B@)Understanding: -Reflective listening helps you truly understand
what the r person is trying to say, including their feelings and thoughts.

2. S@thens Relationships: -When people feel heard, they trust you more. This
im@ ves your relationships with friends, teachers, family, and classmates.

3. Reduces Miscommunication: -By repeating or rephrasing what someone said,
you can confirm you understood them correctly and avoid confusion.

4. Promotes Empathy: -Reflective listening helps you connect with how others
feel. It makes you more caring and sensitive to others' emotions.
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5. Improves Conflict Resolution: -During disagreements, reflective listening
calms things down. It shows respect and gives space for both sides to be heard.

6. Encourages Others to Share More: -When you listen reflectively, people feel
safe and valued. They are more likely to open up and share honestly.

7. Helps in Academics and Teamwork: -Whether it’s group projects or class

discussions, reflective listening helps you understand instructions bette d
collaborate more effectively. \Q
S

8. Boosts Personal Confidence: -Knowing how to handle conversat&@\s with care
makes you a more confident speaker and listener. QQ
Activity:01 <

O
Listening skills Test \,O

"Good morning. This is a message from City Ban%@)% would like to inform you
that your monthly statement for May 2025 is now available online. Please log
into your account using your customer ID password. If you notice any
unauthorized transactions, report them hin 7 days. For help, call our
customer care number, available 24/ 7.&}&\’

Fill in the Blanks Exercise &

Listen to the audio and fill in g’%blanks with appropriate words:

A

. Thisis a message%&n Bank.

1
2. Your monthly for May 2025 is now available.
3. You can view igﬁy logging in with your customer and

4. Report angz transactions within 7 days.

5. For l;lilg)call the number.

Activit%@/\’

M le Choice Questions (MCQs), Choose the correct option.

1. Which of the following is an example of a physical barrier to listening?

a) Prejudice

b) Background noise
c) Daydreaming

d) Disinterest
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2. In banking services, which barrier is most likely when a customer uses
too many technical terms?

a) Emotional barrier

b) Psychological barrier
c) Language barrier

d) Physical barrier

3. Which of these is a psychological barrier to listening? @b'

a) Poor internet connection '\,%Q
b) Stereotyping O

c) Loud environment Q’Q’

d) Ear infection o

4. A customer service executive who assumes all Qy customers are
slow at understanding is affected by: X

a) Language barrier %O
b) Emotional barrier @

c) Prejudgment N

d) Environmental noise -\’(b'

5. Which of the following is a s%ix&ntic barrier to listening?
b) Use of jargon

¢) Loud music

d) Poor posture %\/

a) Prejudice @
3

6. Which situq%‘ﬁ best represents a physiological barrier to listening?

a) A stude@%aydreaming in class

b) Ap n listening in a noisy cafe

c) son with hearing loss

d)(A rhanager disagreeing with an employee’s opinion

Q% When a listener is distracted because they dislike the speaker's
accent, what type of barrier is it?

a) Emotional

b) Physical

c) Cultural

d) Psychological
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8. A banker checking emails while on a client call is facing which
listening barrier?

a) Cultural

b) Physiological
c) External noise
d) Distraction

9. Which of the following is not a barrier to effective listening? @e}

a) Active note-taking A
b) Preconceived notions O
c) Interruptions Q'Q’

d) Strong emotions o

N

10. In a multilingual team, listening becomes difﬁ@lt due to accents and

word usage. This is an example of: \J\z
a) Environmental barrier %O

b) Semantic barrier @

c) Psychological barrier N

d) Mechanical barrier -\’(b'

CHECK Y% PROGRESS

A. Fill in the Blanks

1. Listening is the é%ct of hearing with attention and
understanding. A
2. Hearingis a Y process that does not require active engagement.

3. One of the prin@les of active listening is to distractions to
maintain focu%,
4. iStening involves restating someone’s message in your own

words to corfirm understanding.
5 A i?z barrier includes distractions like noise or crowded
en f@ ments.

B. Mu é]k Choice Questions
]&xich of the following is not a principle of active listening?
Q a) Giving full attention

b) Interrupting frequently
c) Minimizing distractions
d) Listening with empathy

2. Reflective listening helps to:
a) Avoid taking responsibility
b) Build mutual understanding
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c) Ignore emotional context

d) Argue effectively

What is the main difference between hearing and listening?

a) Hearing is more important

b) Listening requires conscious effort

c) Hearing requires feedback

d) Listening is passive

An example of a physical barrier to listening is: e}
a) Prejudging the speaker &
b) Poor lighting '\Q
c) Loud background noise \'\,%

d) Emotional bias

. Which skill helps improve conflict resolution through ca,Qf&’ listening?

a) Selective listening

b) Reflective listening \06
c) Passive hearing O

d) Interruptive feedback X

C. State Whether the Following Statements are B&e or False
1. Hearing is an active process that requires erstanding.
2. Cultural barriers can affect how well so@one listens.
3. Empathy is not necessary for effectlv stening.
4. Reflective listening encourages oth 21' o share more.

5. Active listening requires both ver@

and non-verbal attention.

D. Match the Column

S. Column A S@v Column B
No A 4
1 Hearing R / Passive perception of sound
X
2 Listening C-OV B Active process requiring attention and
understanding
3 | Reflective LE@\ﬁing C Rephrasing message to confirm
understanding
4 | Attitudinal Barrier D Mental preoccupation or arrogance
4 hindering communication
5 4N'?nize E Key principle of active listening
A-Distractions

Sl‘Qr?Answer Questions

1. Define listening. How is it different from hearing?

2. What is reflective listening?

3. List any two barriers to effective listening.

4. Give two examples of non-verbal cues that help in active listening.
Long Answer Questions

1. Differentiate between hearing and listening in terms of purpose, focus,

and communication impact. Give examples.
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3.

4.

. Explain the principles of active listening and how they contribute to

effective communication in a workplace.

Discuss the different types of barriers to effective listening with suitable
examples.

What is reflective listening? Describe its benefits in communication and
give real-life scenarios where it is helpful.

Check Your Performance

1.

2.

3.

4‘

When someone speaks to you, do you usually listen actively or pasm@ly'?
Why?
Have you ever misunderstood someone because you weren'’t actw

listening? What did you learn from that experience? \'\,
Do you notice and respond to non-verbal signals (like tone ¢¥ body
language) during conversations? Q

What one habit can you change to become a better utsgi\er starting
today?
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Session 2: - Identify customer requirements using probing
questions.

2.1 Concept of customer need: -

2.1.1 Definition: -
Customer Needs Definition:
Customer needs are the core drivers behind a buyer's motivation to purchée a

product or service. These needs reflect the qualities or solutions a omer
expects from a brand, product, or offering. In essence, they rep&b@qt what
prompts consumers to take buying action. O

A customer need refers to a fundamental expectation or ?&h‘ement that
influences a buyer's decision to acquire a product or service—@V ether to resolve

a problem or fulfill a desire. O

2.1.2 Meaning: \JO

The concept of customer need captures the idea thatall consumers seek to
solve specific problems or satisfy personal desires=These expectations shape

their decisions when choosing between products) or services.

In simpler terms, a customer need is what &gerson wants or requires to
improve their situation, gain comfort, solye ‘@n issue, or feel fulfilled. These can
range from basic necessities like food,{ shelter to more complex needs like
convenience or social status. @@’

Examples: bﬁ

e A hungry person ses@food — a restaurant serves this need.

e Someone needi %st travel chooses transportation — a taxi or metro
provides the s&on.

e A student@eparing for exams looks for help — guidebooks or e-learning
platfg@meet this demand.

CIJ\, 2.1.3 Types of Customer Needs
P\
e Description Example
Q

1. Flinctional Practical requirements related to | A smartphone meets the
Needs product usage or problem-solving. | need for communication.
2. Emotional Needs rooted in personal feelings, | A luxury item boosts pride
Needs comfort, or self-esteem. or confidence.
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3. Social Needs | Desires linked to acceptance, | Wearing branded fashion to
belonging, or social image. fit into a peer group.

4. Safety Needs | Focuses on protection, health, and | Buying insurance for
financial security. medical emergencies.

5. Convenience | Involves saving time and effort in | Ordering groceries online
Needs accessing or using a product or | for home delivery.
service. b’

6. Financial | Centered around affordability and | Choosing a bud rhne to
Needs value for money. reduce travel %

{1 Functional
Needs

Financial
Needs

Fig. 4.3 Types of Customer Needs

2.1.4 ? Open and Closed Questionsl.Introduction
In profess@ communication, the type of question asked can influence the
quality @ esponses and the outcome of conversations. Understanding the
disti n between open and closed questions is essential for effective
in@ tion, particularly in customer service and problem-solving contexts.

2. Open-Ended Questions

Definition:

Open-ended questions are those that invite more detailed and thoughtful
responses. They encourage individuals to share their opinions, experiences, or
feelings, rather than just replying with "yes" or "no."
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Such questions promote deeper conversations and help establish trust. They
allow the respondent to express themselves freely and provide insights beyond
surface-level answers.

Purpose:

o To gather detailed feedback

e To build rapport and explore experiences eb'
e To encourage dialogue . %Q
5
Examples: O

A~

e Can you explain more about your experience with our segzice?
« What challenges have you faced recently? O
« How did that solution work for you? \J\/O
e What changes would you suggest? %O
e What have you tried so far? @
3. Closed-Ended Questions &\(b\'
Definition: \,6
Closed-ended questions are struc@;@' to receive brief, specific responses, often

in the form of "yes" or "no." These questions are useful when the goal is to confirm
facts, gather measurable dataé@ make decisions quickly.

They are most effective \1 clarity or precision is needed, especially in surveys,
diagnostics, or short rviews.

Purpose: Q&(&
« To cg&@h specific details

. T@Hect quick facts or opinions

-@ conclude a discussion or decision-making process

Ezg-nples:

o Did you receive your order on time?

e Have you used our app before?

e Are you satisfied with our support?

o Have you visited our website recently?

122



2.1.5 Summarizing

Definition:

Summarizing is the process of briefly restating the main ideas from a
conversation or message. It serves to confirm understanding, highlight key
points, and demonstrate that you have actively listened.

It involves identifying essential information and eliminating unnecessary %'all
while maintaining the original meaning. <

\Q
Purpose: \‘\,%

e To ensure clarity and alignment Q’Q’
e To reinforce key messages <

o To transition or conclude discussions \,O
Example: \V
After a meeting, one might say, "So, to summar‘l% we agreed on finalizing the
report by Friday, assigning the review to Sara@md scheduling the next check-
in on Monday." \

.\'(b,
2.1.6 Probing \'@&

Definition: §(b’

Probing is the technique of ing follow-up questions to gather deeper
information or clarify initi ponses It helps uncover underlying issues,
motivations, or expectationsrthat might not be immediately evident.

Probing demonstrate§tnterest and curiosity and is crucial in customer service,
counseling, intervi%@', and problem-solving.

Purpose:

e To ‘% complete and detailed information
. @understand the background or root cause
Q To identify hidden concerns or unspoken needs

Example:

If a customer says, "I'm not happy with the service," a probing response could
be: "Can you tell me more about what went wrong?" or "What specific part of the
service didn’t meet your expectations?"
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LO2: Identify customer requirements using probing questions.

Activity:01

True / False

Probing questions should be short, focused, and use neutral words.

Funnelling questions broaden the conversation scope.

Confirming understanding builds customer trust.

Leading questions always uncover the real need.

It's good practice to avoid asking "Why" to prevent sounding accusatc&.

Answer: <
True \Q

False "\,%

. True O

False QQ’

False

Activity:02 «06

Role Play Activity:
Scenario X,
You are a banking assistant. A customer says()

“I'm not happy with the charges on my savings acegount. I also had trouble with

the mobile banking app.”

Task:

Write a short response (3—4 lines) that in

e A summary of the customer’s c
e One probing question to get

Your Response:

Sample Answer:

"So, you’re concerned about t@ﬁccount charges and also faced issues with the

app. Could you tell me mo&e&bout what kind of trouble you had while using

the app?"

kL=

kL=

X0
(5} CHECK YOUR PROGRESS
lank

»g
A. Fill in %;9 s
1. Cus@ needs are the core behind a buyer's motivation to
P se a product or service.
2. é‘: need focuses on personal feelings, comfort, or self-esteem.
36“9 -ended questions are designed to receive detailed, thoughtful

3 responses.
. is the process of briefly restating the main ideas from a
conversation.
5. Asking follow-up questions to gather deeper information is known as

B. Multiple Choice Questions
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. Which of the following is NOT a type of customer need?

. State Whether the Follol;%'

. Which of the following is an example of a functional need?

a) Desire to feel confident

b) Need for communication

c) Desire to fit into a peer group
d) Buying luxury products

. What type of question is best used to gather detailed feedback?

a) Closed-ended

b) Multiple-choice b’
c) Open-ended &
d) Yes/No

a) Functional *Q\
b) Political QQ’
c) Emotional

d) Social \06

. What is the main purpose of summarizing? O

a) To entertain the customer

b) To confuse the listener O
c) To ensure clarity and alignment %
d) To end the conversation quickly

. A probing question is asked to:

a) Close the conversation \/(b'\’

b) Confirm an appointment 6’&

c) Collect measurable data X0

d) Gather deeper informati%(b'
ing Statements are True or False

Customer needs includ ly physical necessities like food and shelter.

Social needs involve esire for acceptance or belonging.

Closed-ended que s encourage open discussion and storytelling.

Summarizing h% reinforce key messages in communication.

Probing quesq@i are used to gain deeper understanding of a customer’s

concerns.

. Match th@olumn

D
S. Col A S. No | Column B
No
A\
1 Ordering groceries online for home delivery

cgnv{otional Needs
C

Convenience Needs Boosting self-confidence

Functional Need Buying insurance for medical emergencies

Safety Need Choosing a budget airline to save money

Qv
3
4
5

= O Qo W »

Financial Need A smartphone used for calling and texting

E. Short Answer Questions
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Define customer needs in one sentence.

Give one example of a social customer need.

What is the main purpose of asking open-ended questions?
What does summarizing help achieve in communication?

. Long Answer Questions

Explain the different types of customer needs with examples.
Differentiate between open-ended and closed-ended questions with

examples.

Describe the importance of probing in customer service communica@%.
What is summarizing, and why is it important in professional “Q
communication? '\,@

. Check Your Performance *Q\
Can you define what a customer need is? QO
needs?

Do you understand the difference between open an
Do you know the purpose of summarizing and probing?
Can you give real-life examples for different custénier needs?

Can you list and explain at least four types of custome
d@é@ed questions?
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Session 3: Record customer requirements accurately and
clearly.

3.1 Introduction

In customer-centric industries such as banking, finance, and retail,
accurately capturing and understanding customer requirements is vital.
Miscommunication or poorly documented customer inputs can result in
service lapses, reduced satisfaction, and a decline in customer loyalt
Hence, recording customer needs in a clear, structured, and pro ional
manner is a key competency for all personnel engaged in custonde
interaction. “Q\’

The foundation of effective customer service lies inQomprehensively
identifying and documenting what the customer expeafs. To avoid service
discrepancies and ensure high-quality delivery, Qs imperative that
requirements are captured precisely. This écess should follow a
systematic approach—defining the service scope, employing appropriate
data collection methods, and maintaining _a $ell-organized record of the
customer’s input. Proper documentatio sures alignment among all
stakeholders and provides a basis for @‘ategio planning and decision-

making.
S
Core Principles for Documenti ustomer Requirements

1. Clarity - Use clear, concis@?d, unambiguous language to prevent
misinterpretation. %1

2. Completeness - Ens éa relevant details, preferences, and
expectations are t ghly documented.

3. Consistency - Ap% standardized formats and documentation practices
to maintain unifdormity.

4. Verification ~(Always validate the recorded information with the
customer£o\confirm accuracy.

5. Confi tiality - Handle customer data responsibly and adhere to
apple e privacy and data protection regulations.

S
P 3

Clarity Completeness Consistency Verification  Confidentiality

Fig. 4.4 Core Principles for Documenting Customer Requirements
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Customer Requirements Recording

3.2 Steps for Accurately and Clearly Recording Customer
Requirements

Importance of
Active Listening

3

Listing and
Structured
Note-Taking

Use of Standard
Formats and
Templates

2

Avoiding \\
Assumptions and
Seeking ,\O
Confirmation

O\/

Fig. 4.5 Customer Requirements\Recording

1. Importance of Active Listening

Active listening means giving full attention @-the customer, understanding their
message, providing appropriate respon@g, and retaining key information. This
skill is critical for service person e}b)%p correctly gather customer inputs and
respond effectively. é&

2. Use of Standard Formats a emplates

Organizations rely on stan@i ed tools such as customer profile templates,
service inquiry forms, co nt registers, and feedback logs. These templates—
developed in Microsoft-Word, Excel, or digital forms—ensure uniformity,
streamline data ent ,’S—nd reduce human error. Common tools include:

e Customer Inforlsg ion Sheets

e Lead Captur rms

e Complai Request Logs

These ena@ systematic data gathering and provide a reliable reference for
follow- Qsj nd decision-making.

3. L%g and Structured Note-Taking

C ing important details during customer interaction—such as names,
preferences, concerns, and specific product/service discussions—is vital.
Effective note-taking involves:

o Using bullets, subheadings, and categories

« Highlighting critical points

e Summarizing in your own words

e Applying abbreviations and symbols where needed
o Leaving room for additional remarks
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The notes should be clear, objective, and free of personal interpretations.

4. Avoiding Assumptions and Seeking Confirmation

Assuming customer needs without validation can result in service failure. Staff
should ask follow-up questions, rephrase requests to check for correctness, and
summarize the discussion before ending the interaction. For example:

“So, you’ve requested a savings account with a cheque book facility—have I got

that right?”

<

3.3 Why Accurate Documentation of Customer Requirements M{’&éﬁz

Purpose

Explanation

1. Ensures
Correct Service
Delivery

Clear records enable accurate
service as per customer
expectations.

Example

If a custom Eﬁuests a savings

account with cheque book access,

this must(Pe precisely recorded to
egn@ble proper activation.

2. Reduces
Disputes and
Confusion

Documented inputs act as
reference in case of
discrepancies.

If a@?épute arises about deposit
énure, records can verify if a 3-
ar or 5-year term was selected.

3. Enhances
Customer
Satisfaction

when their concerns an
preferences are prope;@y
captured. &

Customers feel acknowledg%&

V)Personalized service leads to better
loyalty and satisfaction.

4. Enables
Smooth Internal
Processing

Accurate data sufjports
backend functio e order

fulfillment, ecéﬁtch, or tech
S.

S

A wrong address may delay card
delivery or service setup.

5. Serves
Regulatory and
Legal Needs

Certai i@ﬁstries require
detailed tecords for audits or
Qs’ compliance.

In banking, signed forms and call
logs are often required during
regulatory reviews.

6. Improves Data
Accuracy and

R@&'&led requirements help
pdate CRM systems and

Banks can analyze recurring
service requests to design relevant

Analytics <;) enable insights for business offers.

‘Q strategy.
7. Buildg™ ) Proper documentation signals | Customers are more likely to trust
Custo professionalism and reliability.

and return to service providers who

keep accurate records.

Conﬁ@qce
¢

LO3: Record customer requirements accurately and clearly

Activity:01
Section A: Fill

in the Blanks

Complete the sentences using appropriate words related to standard formats

and templates.
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1. A standard format helps maintain and professionalism in

communication.

2. The of a complaint form typically includes the customer's name,
complaint details, and resolution status.

3. Templates ensure that no information is missed while drafting
documents.

4. A template is used to document customer service interactions in
a structured way. b'

5. Loan application forms usually require details such as income proof;
identity verification, and history.

&
O

Answer Key: §

Section A: Q

Consistency
Structure \/O
Important / required \V

Query log %O
Credit @

Activity:02 ‘\/(b\'

nbhLb=

Multiple Choice Questions
N\
Choose the correct option. %

1. Which of the followin@lot a benefit of using standard templates?
a) Saves time %\/
b) Ensures con ;{‘JL cy
c) Encourages eﬁseative freedom
d) Reduce (él:s
2. In a profe nal email template, which section usually comes first?

a) Sig re block
b) ct line

C @9 y text
é)(}reeting

Qﬁ query log formatis primarily used to:
a) Record employee attendance
b) Track customer feedback
c) Document customer requests and follow-ups
d) Maintain inventory

4. Which document would typically include a field for “Expected Date of

Resolution”?
a) Loan agreement
b) Complaint form
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c) Service tax return
d) Audit report

5. Which of the following is an essential component of a service request
form?
a) Marketing strategy
b) Customer bank balance
c) Request description and urgency level
d) Travel plan b’

Section B: \QQJ
. C \\,%
b $Q
b <

P

Activity:03 \JO
O\'
True and False. %

1. Templates reduce the chances of miss&gg important fields in official
documents. N

. All templates must be handwritt ‘4¢3 maintain authenticity.

2

3. Standard formats can be customized depending on organization needs.
4. A standard format elimina e need for proofreading.

5

. Email templates should i&l de a subject line, greeting, body, and

closing. b,

Secti C
Le; ion %%
2. F (0_,
3.T X,
4. F Q
5.T 4@
CJ\' CHECK YOUR PROGRESS

A. Fill in the Blanks
1. Active is essential for understanding and correctly recording
customer inputs.

2. Standardized forms like feedback logs and complaint registers ensure
in documentation.
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3. Using clear, concise, and unambiguous language ensures in
customer documentation.

4. To avoid mistakes, staff must avoid assumptions and seek from
customers.

5. Proper documentation builds customer and reflects
professionalism.

B. Multiple Choice Questions

1. What is one of the core principles for documenting customer b’
requirements? &
a) Flexibility '\Q
b) Clarity '\,%
¢) Intuition O
d) Speed go’

2. Why is verification important in customer requirement ée ording?

a) To fill up forms faster e
b) To reduce costs O
c) To ensure the information is accurate X

d) To avoid follow-up questions
3. Which of the following is an example of a s‘%ﬁgard documentation tool?

a) Expense report @
b) Calendar invite \
c) Complaint log -\/(b'

d) Training manual
4. What is one way to take structggeed notes during customer interaction?
a) Use emojis $
b) Use abbreviations randomiy
c) Highlight critical poir@
d) Avoid subheadings
5. Which benefit doe urate documentation NOT provide?
a) Improves an l@i S]
b) Encourage sumptions
c) Ensures ice delivery
d) Reduces\¢onfusion
C. True or
1. List&' g passively is enough to record customer requirements
ately.
2 %%ing standard templates helps reduce human error in documentation.

g. Verification of customer data should only be done in legal cases.

4. Accurate documentation helps in reducing service-related disputes.
5. Recording personal opinions in customer notes is encouraged.

D. Match the Column
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S. Column A S. No | Column B
No
1 Completeness A Rephrasing and confirming customer
details
2 | Active Listening B Understanding and retaining key
customer information
3 | Use of Standard C Ensures all relevant data is captured
Templates
4 | Avoiding D Helps ensure uniformity in data‘Q -
Assumptions collection =)
5 | Regulatory and Legal E Accurate records needed f dits and
Needs compliance e
Short Answer Questions <
1. What is the importance of active listening when rec&@ing customer
requirements? X
2. Name two standard tools used for documenting customer information.
3. Why is it important to avoid assumptions %‘ég; customer interactions?
4. List two core principles for documenting customer requirements.
F. Long Answer Questions
1. Explain the core principles of docum@tdng customer requirements and
their significance. Ny
2. Describe the steps involved in a&@lrately recording customer
requirements. Q-
3. Discuss why accurate doc tation of customer requirements is
essential for customer faction and internal processing.
4. How does verifying re information with the customer help improve

G. Check Your Perfor

1.

3.

F

service quality? O
m%ce
Can you explaifévhy accurately recording customer requirements is vital
in customer-eéitric industries?
Are you a o list and describe the core principles for documenting

custor@needs?
Do @ nderstand the tools and methods used for capturing customer
in ?

C‘? you explain the consequences of poor documentation on customer
rvice and business operations?
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SESSION 04: CLARIFICATION TECHNIQUES TO PREVENT
MISCOMMUNICATION
Why Clarification is Necessary
Effective communication ensures that the message received is the same as the
message intended. In customer service—especially in banking, healthcare, and
finance—clarification is crucial to prevent service errors and dissatisfaction.
Clarification enhances understanding, builds trust, and saves time.

N
Scenarios Needing Clarification -,\,@
Clarification techniques are essential when: \
Dealing with complex or technical information A

The customer appears confused or upset Q

Emotions may influence communication <&

Language or cultural differences may cause misinterpre@:ion

Clarification Techniques éo\’
Technique Purpose ) M
Repeating Restating the th\o\%er’s words to check accuracy
Summarizing Giving a brief&f@rview of what was discussed
Asking Follow-Up Digging deeé& to clarify points and understand
Questions expectatighs

Q\U'
b Repeating
Rastating the customer’s
words to check accuracy

02
Giving a brief overview
@ ' of what was discussed

Asking Follow-Up

% Questions
P

Digging deeper to clarify

points and understand
expectations

Fig. 4.6 Clarification Techniques

Understanding and Addressing Miscommunication
What is Miscommunication?
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Miscommunication occurs when the message received is misunderstood,
incomplete, or inaccurately interpreted. In service industries, this can have
serious consequences, including customer dissatisfaction and operational

€Irors.

Common Causes

1. Assumptions — Assuming customer knowledge or misreading tone
2. Lack of Active Listening — Not fully paying attention
3. Ambiguity - Use of unclear or vague language E}
4. Emotional Stress — Impact of emotions on clarity \QQJ
5. Ineffective Communication Channels — Wrong platform or techni%@i@ssues
Steps to Resolve Miscommunication QQN'O
Step Action Exangple
1. Stay Calm and | Let the customer speak without Malstain eye contact and
Listen interruption. Use active body @d to show
language and verbal signals. understanding.

2. Acknowledge

O

Accept that miscommunication

“Let’s clarify this together

the Gap happened in a polite, respectful way. | so there’s no confusion.”
3. Clarify the Rephrase, ask open questiqq%&’énd “Can you explain what you
Message seek elaboration. . were expecting in this

(N(Zf

process?”

4. Share Correct

Explain the right proo@é’or fact in

Use visuals or simplified

Information plain language. 0~ steps if needed.

S. Confirm Ask the customento summarize their | “Just to confirm, you’re

Understanding understandings okay with the EMI starting
Al next month?”

6. Update Records | If applicaBle; revise the recorded Send an updated email

request and confirm in writing.

confirmation.

7. Follow Up

Check th with the customer to
confirm that the issue is fully
olved.

“I'll follow up tomorrow to
ensure all is good.”

Benefits of Clarification Techniques

Benefito~ Explanation
Imp @ﬁ Ensures both parties interpret the message correctly.
Und€rstanding

Reduced Mistakes

Avoids incorrect service actions and improves accuracy.

Customer Satisfaction

addressed clearly.

Customers feel valued when their concerns are

Better Relationships

Builds transparency and long-term trust.

Informed Decisions

strategic decisions.

Clarified inputs support better problem-solving and
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Activity:01
Fill in the Blanks (1 mark each)

1. Clarification is a communication technique used to the
speaker’s message.

2. One purpose of clarification is to avoid or assumptions. b'
.
3. Asking the speaker to repeat or rephrase something is a “(}
technique. \\?
4. Clarification is especially important in cor;Qt@ations to

ensure accuracy.

&
O
Answer Keys Q)
1. Clarify or understand X
O\/
2. Miscommunication %
3. Clarification \,©
.\@'

4. Professional or customer service @&

Activity:02 &

True/False %
06

1. Clarification is us %’in many situations, not just when someone is
angry. %

2. It builds t (g;f showing you're actively trying to understand.

3. That @étandard paraphrasing clarification technique.

4. lgl}ying improves communication effectiveness, even if it takes slightly

a ger.
Q ctivity:03

Chart Preparation activity:
Prepare a chart of different Clarification Techniques, including their name,
description, and an example. This can be used as a classroom poster, handout,

or teaching aid for students in communication, banking, or customer service
courses.
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Clarification can be on: -Paraphrasing, Asking for Repetition, Asking for
Examples, Closed-ended Questioning, Open-ended Questioning,Summarizing,
Clarifying Terms or Jargon, Non-verbal Cues, Reflecting Emotion, Reflecting
Emotion.

Example:
Clarification
Technique Description éxample
. Restating what the speaker said in your . S0, yo é saying the
Paraphrasing X intere s higher than
own words to confirm understanding ,
O expected?
Vo
<
O
Activity:04 \JO

Role Play - on Dealing Miscommunication %O

Instructions: -Read the following scenario @ct it out in pairs. One student
will play the customer, the other the repres;tatlve Then switch roles.

Scenario: -A customer was promised ¢ %'%O cashback on a debit card purchase
by one employee. Later, another @ployee informs them that the offer only
applies to credit cards.

now you're saying [ won’ is is unacceptable!"

Customer says: - "Your tea;@sled me! [ was told I would get cashback, but

Task for the Represer&ﬁ{lve

o ze professmnally
ify the misunderstanding
,\' e clar1f1cat1on and summarizing techniques
Q Suggest a solution or next step

W'Q%our version of the representative’s response here:

CHECK YOUR PROGRESS

A. Fill in the Blanks
1. Clarification is necessary to ensure the message received is the same as
the message
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. Repeating is a clarification technique that involves the customer’s

words to check accuracy.

. One common cause of miscommunication is the use of or vague

language.

. After clarifying a message, it is important to the customer’s

understanding.

. Effective clarification helps build long-term between the custog?r

and service provider. <

B. Multiple Choice Questions \Q

1.

S

Which of the following is NOT a scenario needing clarlﬁcatlo%\',\/
a) Dealing with technical information

b) When the customer is confident and clear Q

c) When emotions may influence communication <

d) Language or cultural differences causing confu '\O

. What is the first step in resolving miscommun&(é{%}on'?

a) Clarify the message Q)
b) Share correct information %

c) Stay calm and listen
d) Update records (b'\

. What does summarizing as a clari ﬁtlon technique involve?

a) Asking the customer to spe uder
b) Giving a brief overview o@h t was discussed

c) Ignoring unclear point
d) Repeating the sam &sage word for word

. Which of the follo s a benefit of clarification techniques?

a) Increased oper ional errors
b) Reduced m

c) Custom @'@onfusmn

etation of messages

d) Misi
. Wha g&.\ld you do after confirming the customer’s understanding?

a) re their feedback

pdate records and follow up if needed
%End the conversation immediately
d) Ask unrelated questions

C. True or False

1.
2. Emotional stress does not affect communication clarity.

3.

4. Miscommunication can result from assumptions and lack of active

Clarification helps save time by preventing misunderstandings.
Using open questions is a technique to clarify messages.

listening.

138



5.

Following up with the customer is unnecessary after resolving
miscommunication.

D. Match the Column

S. Column A S. No | Column B
No
1 Repeating A Asking questions to understand
expectations better b’
2 Summarizing B Restating the customer's wordsxefdheck
accuracy RN
3 Emotional Stress C Impact of feelings that ca T
communication clarity ")
4 Stay Calm and Listen | D Giving full attention without
interruption A~
S Confirm E Asking the custo 86\" to restate their
Understanding comprehensionx’
E. Short Answer Questions %O
1. What is the main purpose of clarifica 'o@n customer communication?
2. List any two scenarios where clarificatién techniques are necessary.
3. Name two common causes of mis munication.
4.

What does the technique of rel:()b' ing help achieve?

F. Long Answer Questions @

1.

2.
3.
4.

Explain the steps invp«\bg in resolving miscommunication with
customers. XU
Describe the thr, e?(?ey clarification techniques and their purpose.
Discuss five C(ésnon causes of miscommunication with examples.
What are theg efits of using clarification techniques in customer
service?

G. Check @Performance

<2

&

n you identify when and why clarification is necessary in customer
teractions?
Do you understand and remember the steps to resolve
miscommunication?
Are you able to apply clarification techniques like repeating,
summarizing, and follow-up questions?
Can you recognize how miscommunication impacts customer satisfaction
and service quality?
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MODULE 5: HANDLING CUSTOMER COMPLAINTS,
FEEDBACK AND ESCALATION

In today's competitive business environment, customer satisfaction is what matters
most. Companies are successful not only by winning new customers but more so by
keeping existing ones. One important key to customer retention and maintaining a good
brand image is how well an organization can handle customer interactions, espe&a}ﬂy
when errors happen.

Customer Complaints are statements of dissatisfaction with a produ ice, or
experience that has failed to meet expectations. They are specific and p &tm focused
and frequently motivated by negative feelings. Far from negativ @omplamts are
priceless because they identify current operational failures anereas of concern
requiring prompt action. Customer Feedback is more ge and includes any
information or opinion provided by a customer on their expesience. It can be positive
(praise), negative (like complaint), or neutral. Feedback gives businesses an in-depth
understanding of how customers think, allowing t@ to see their strengths,

weaknesses, and opportunities for long-term develo t and innovation. Complaints
and feedback, if handled well, are essential intellce for ongoing improvement and
building better customer relationships. \

Xy

experience into a good one, enhancing
ividual complaints, a structured process of
for forward-looking improvement. Escalation

Effective complaint handling can turn a
customer loyalty. In addition to resolvin
feedback collection and use is nece
is the process of moving a customerg c
or a specialized department whe %
This is an essential step to a&o&’ allowing customer dissatisfaction to potentially cause
churn or bad publicity.

plaint or problem to a higher management level
e original contact or representative cannot solve it.

This module focus on ;%Adhng customer complaints, feedback and escalation. The first
session covers co s of complaints, their types and feedback, the second session
deals with m to collect and document customer feedback, the third session
focuses on a1nts handling and the fourth session imparts about logging and

reporting@ ack/complaints and escalation as per organizational procedures.

S
P
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SESSION 1: INTRODUCTION TO CUSTOMER COMPLAINTS AND
FEEDBACK

INTRODUCTION

In the world of business and customer service, complaints and feedback are
two crucial forms of communication that businesses receive from their
customers. While both involve customers expressing their views, they differ in
their nature and primary purpose. O

MEANING OF CUSTOMER COMPLAINTS . gQ

A complaint is an expression of dissatisfaction or discontent from@ stomer

regarding a product, service or experience. It signifies that so t\@ng has gone

wrong or fallen short of the customer's expectations. A complaint is a

customer's way of expressing their displeasure or disconte«@ ith a good,

service, or encounter. It means that the customer's ex ations have not been
reached or that somet}{i/n has gone wrong.

= . @é
:u;m ,@
P Tl
L

Fig 4.1 Customer Complaint

Generally speaking €omplaints are negative; that is, they usually point out an
issue, a perceivedfailure, or a situation in which the client feels disappointed.
It is proble ééused and typically focuses on a single issue, like a subpar
product, ar service, a billing error, a missing delivery, or an unkind
emplog§4t is motivated by discontent, and the underlying feelings that

un @ a complaint are frequently disappointment, annoyance, or even rage.
Thécomplaints need to be resolved. When a consumer files a complaint, they
frequently want their issue resolved, an explanation, an apology, or payment of
some kind. Positively, it presents a chance for development. Even though they
are unfavorable, complaints are useful since they draw attention to operational
flaws in a company and offer clear information about areas that require urgent
attention and development.The point of origin to the point of consumption. Its

141



goal is to successfully meet the customer’s requirements. This definition
includes inbound, outbound, internal and external movements.

MEANING OF FEEDBACK

Feedback is more than just a complaint. When a customer talks about their
experience with a product, service, or company, they are giving feedback. You
can get good, negative, or neutral feedback.

Feedback is different because it can be neutral, positive, or bad. P@sitive
feedback, also called praise, shows happiness and thanks for what thedhtisiness
did well. For example, "The customer service rep was very h ." Like a
complaint, negative feedback points out things that aren't workj r offers ways
to make things better (for example, "The wait time was too lon When someone
gives neutral feedback, they just say what they think WK@ét saying whether
they are happy or unhappy. For example, "The store layoutywas easy to navigate."
Fundamentally, feedback is meant to teach and impgov€, and its main purpose
is to help a business figure out its strengthsOweaknesses, and growth
possibilities. It can be proactive, where customer$ give feedback without being
asked (like an online review), or reactive, wh ;@mtomers give feedback because
a business asks them to (like a poll). A lot- e time, feedback is focused on the
future and how to change things for t@ybetter in the future, even if it comes
from the past. Finally, there are a(ﬁ“ways to get feedback, such as through
surveys, online reviews, social r&‘a comments, suggestion boxes, or direct

talks. bﬁ

TYPES OF COMPLAINT \‘JQ'

Customer complaintg{(@FmanCial Services are key determinants of operational
effectiveness, produGh-appropriateness, and customer satisfaction overall. Due
to the conﬁde@ and sensitive nature of financial information and
transactions stomer complaints usually belong to specific types. Knowledge
of these gories is essential for BFSI organizations to respond to issues
efficie t@ nsure trust, and engage in long-term relationships with customers.
A cl%xamination of common types of customer complaints and feedback in
Fii{% cial Services follows:

1. Product-Related Complaints

These problems are directly related to the institution's key financial products,
such as their characteristics, performances, appropriateness, and
conditions.Customers complain about the design, functionality, usefulness,
drawbacks, or appropriateness of financial products like savings accounts,
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loans, credit cards, investment schemes, insurance policies, or online banking
apps.

Examples of product-related complaints:

Banking:

"My savings account interest rate is lower than advertised,"

"The mobile banking app frequently crashes when I try to make a trangfer,"
'T don't understand the terms and conditions of my fixed deposit,". <&
Financial Services: . gQ

"The investment plan I was sold isn't performing as projecteqs‘\\’
"The fund has hidden charges not disclosed upfront," v
"The online trading platform is too complex to navigate.'Q

Insurance:

"My insurance policy doesn't cover the specific m%@al condition I thought

it would,"

"The premium for my car insurance incre@ significantly without clear

explanation,"

"The claims process for my health insx{ch is too complicated."
IMPACT: R0

Product-related problems may result i@'(e\ﬁstomer financial loss, loss of trust,
regulatory sanctions, and severe e@tational harm. They may also signal a
failure in aligning product designé}h customer needs or a lack of transparency
in product communication. bﬁ

MITIGATING: o

Clear product and serv% documentation, clear fee structures, user-friendly
digital interfaces, thcﬁéﬂgh product training for staff, regular product reviews
based on complai and reported issues, and personalized product advice or
recommendat'ory

2. Servic ‘& ay Complaints

This cat Xy includes dissatisfaction due to the time it takes to deliver a
servg?%l transaction, or inordinate delays in responding to customer queries.
CQ mers complain of too long a waiting time, too slow a processing of
applications or transactions, delayed reply to enquires, or inability to get
access to services without a delay.

Examples of service delay complaints:
Banking:

"It took two weeks to open my new bank account,"
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"The ATM was out of cash for several days,"

"My loan application remains pending for a month,"

"I had to wait 30 minutes on hold to talk to a representative."

Financial Services:

"My stock trade was delayed too long,"

"It's taking forever to get my investment portfolio re-stated," @b'
"No response to my email regarding my mutual fund redemptiongQ
Insurance: “Q\\’

"My insurance claim is taking an unacceptable amount of\{ime to process,"
"I've waited days for a surveyor to come and examinﬁ@%broken property,"
"The customer service chat is too slow to reply." \JO

IMPACT: Delays in service result in custo e@\frustration, hassle, lost
opportunities (e.g., market fluctuations for investments), and drive customers to
competitors who promise quicker service. They\most often cite inefficient internal
procedures, inadequate staffing, or techno bottlenecks.

\
MITIGATING: Simplifying internal pg@g&ses, automation expenditure (i.e., Al
chatbots for quick answers), sufficien$-staffing, giving real-time status updates,
and putting queue management s&ems in place.

3. Attitude-Related Complai@t

These problems arise froﬁ‘ﬁ attitude, behavior, or professionalism of the staff
of the institution. Custormiers complain about how they were treated by a staff
member, includin rceived rudeness, unhelpfulness, lack of concern,
erall unprofessional attitude while dealing with them (face-
to-face, phone; oronline).

condescension,

Examples@attitude-related complaints:
ing:

Q%’The bank teller was very rude when I asked for a simple transaction,"
"The loan officer did not care about my financial status,"
"The customer service representative hung up on me."
Financial Services:
"My financial planner brushed aside my concerns,"
"The salesperson was aggressive and pushy."
Insurance:
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"The adjuster was unfriendly and uncooperative when I called to report my
accident,"

" was treated condescendingly by the telephone customer service
representative.

IMPACT: Attitude issues have a direct negative effect on the customer's
impression of the brand, resulting in the loss of trust and high probability of
churn of the customers. They can also negatively influence employee mor@e if
not properly addressed. \QQJ

MITIGATING: Extensive customer service training in empathy, active,Jistening,
de-escalation, and professional communication. Ongoing perfor mahde critiques,
mystery shopping initiatives, and explicit codes of conduct @@aff behavior.
Clear avenues for customers to report such events. '\Q

4. Billing-related Complaints Q)

This type entails billing or charging disputes or misunderstandings involving
charges, statements, or financial computatior-§ stomers complain about
erroneous charges, unanticipated fees, uncl@ tatements, and variances in

transaction records or payment processing lems.

Examples of billing-related complaintsé\/

Banking: X

"There's an unauthorized tz@aotion on my debit card statement,”
"l was charged an ATM a% ven though I used my own bank's ATM,"
"My monthly stateme$ ague and difficult to understand."
Financial Servic

"I notice a manilg;%ent fee charged on my investment statement for which
[ wasn't notlﬁ

"The inter ?’%n my loan has been incorrectly calculated,"

"My c %)
pay
nce:
@y insurance premium has been double deducted,"
Q%I have been billed for a service that was supposed to be paid through my
policy,"
"The no-claim bonus was not credited to my renewal premium correctly."

IMPACT:

ard statement includes a late payment charge despite timely

Billing mistakes have a direct impact on a customer's pocket and can result in
great worry and a lack of trust. They can also cause heavy charges, regulatory
penalties, and an impression of dishonesty or incompetence.
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MITIGATING:

Strong billing processes with automatic checks, unambiguous and itemized bills,
explicit fees disclosed at sale, convenient access to the transaction history, and
effective dispute resolution mechanisms. Educating staff to disclose charges
clearly and precisely.

IMPORTANCE OF CUSTOMER COMPLAINT HANDLING

Effective customer complaint handling is paramount for success in the Ba@glg,
Financial Services, and Insurance (BFSI) sector, particularly in a et like
India. Unlike a simple transaction, financial services involve a dee 1 of trust,
significant personal implications for customers, and are subéae@ o stringent
regulatory oversight. Mishandling a complaint can have far-réaching negative
consequences; while resolving it effectively can transform %@atisﬁed customer
into a loyal advocate. Q)
X

Preserving \/
and Building E

Customer
Retention
and Loyalty
Handling
Regulatory Protecting
Compliance Brand
and Risk Reputation
Mitigation and Image

o

Fig. 5.2 Impo@ce of Handling Customer Complaints

Driving I
S, A
o T Vg

Complaint

1. Preserving an ilding Trust:
In the BFSI s r, the preservation and building of trust are paramount,
as custOn@entmst institutions with their life savings, future security,
and inwvestrments. Given these high stakes, any service failure or
mis standing can profoundly impact a customer's financial well-
being and sense of security. Consequently, a poorly handled complaint
tly leads to trust erosion; if customers feel unheard, dismissed, or
at their issue isn't taken seriously, their faith in the institution will
Q quickly diminish. Conversely, a professional, empathetic, and efficient
complaint resolution process is crucial for restoring faith, as it not only
resolves the immediate problem but also clearly demonstrates the
institution's commitment to its customers, thereby rebuilding and even
strengthening their trust.
2. Customer Retention and Loyalty:
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In India's fiercely competitive BFSI sector, where customers have
numerous options and switching costs for services are constantly
decreasing, effective complaint handling becomes crucial for customer
retention and loyalty. A single negative experience, if poorly managed, can
easily drive a customer to a competitor. However, when complaints are
resolved to a customer's satisfaction, it can lead to a "service recovery
paradox," where their positive experience with the resolution surpasses
their initial dissatisfaction, making them feel valued and understgod—
often leading to greater loyalty than if no problem had occurred. T fore,
proactive and effective complaint handling is a powerful tool ducing
customer churn, a far more cost-effective strategy tha@ onstantly
acquiring new customers. QQ'

. Protecting Brand Reputation and Image:

In the digital age, protecting a brand's reputation andifriage is paramount
for BFSI institutions, as a single negative customeggxperience can quickly
lead to amplified negative word-of-mouth, gging-viral on social media,
online review platforms, and messaging apps, §8verely damaging the brand
and deterring potential new customers. Conversely, when complaints are
resolved effectively, a frustrated Custc@r can be transformed into a
positive ambassador, sharing thei ood resolution experience and
becoming a valuable source of word-ef-mouth marketing. Given that BFSI
institutions frequently operate lqvgder public scrutiny, efficient complaint
management is essential t @emonstrate accountability and a strong
commitment to customer welfare, thereby significantly enhancing public

perception and safegua g the brand's standing.
Regulatory Complia and Risk Mitigation:
Effective complai ndling in the BFSI sector is crucial for regulatory

RBI and IRD stablish robust frameworks for customer protection and
grievance essal, meaning non-compliance can lead to severe penalties,
fines, réputational damage. Beyond mere compliance, complaints also
serv&és n early warning system for systemic issues, potential mis-selling,
o ional flaws, or even fraudulent activities, allowing institutions to

ress these promptly and thereby mitigate larger financial and legal

compliance ang:lt@k mitigation, as stringent regulations by bodies like the

Q%isks. Furthermore, a well-documented complaint handling process

5.

creates an essential audit trail for regulatory bodies, unequivocally
demonstrating adherence to crucial compliance requirements.

Driving Operational Improvements and Product Innovation:

Effective complaint handling is a powerful catalyst for driving operational
improvements and product innovation within BFSI institutions. Through
diligent root cause analysis, recurring complaints—such as frequent app
crashes, persistent billing errors, or slow processing times—provide
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TYPES OF CUSTOMER COMPLAINT CHANNELS

1.

<

invaluable data, pinpointing fundamental problems within existing
processes, systems, or even product design. This insights-driven approach
enables BFSI firms to implement targeted improvements, leading directly
to more efficient operations, better products, and a significant reduction
in future complaints. Furthermore, analyzing complaint trends often
highlights specific areas where staff require additional employee training
in product knowledge, empathy, or de-escalation techniques, which
ultimately results in improved service delivery and a better cusé‘ er

experience. «Q
Cx%

>

Onljne
Call Center/ Mobile App Grieva ortals  Ombudsman
Customer Care Complaint Section SMS (%gu ators) Scheme
O

Branch/On-Site Website mail Social Media Post/Courier

Complaint Form b’

Fig. F%ga%})les of Customer Feedback Channels
,(,’b'

Branch @Site: Branch or office visits are the most traditional and
perso ethod of lodging a complaint in the BFSI sector. Customers
P élly visit a bank branch or insurance office, interact with a
sentative, and submit their complaints either verbally or in writing.
r example, a customer may go to a branch to report a wrongly processed
cheque and fill out a complaint form at the counter. This method allows
for direct interaction, making it ideal for non-digital customers or those
who prefer face-to-face communication. However, it is limited to business
hours and can result in slower responses if manual documentation is

involved.

. Call Center/Customer Care: Customer care or call center service is a

phone-based channel used for registering complaints in the BFSI sector.
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6.

Customers can call a toll-free number, navigate through an interactive
voice responsesystem(IVRS), or speak directly to a customer service agent
to report issues. For instance, a customer may call the helpline to report
a blocked debit card. This method allows for instant complaint registration
and is typically available 24x7, making it convenient for urgent matters.
However, it may involve long wait times, and some complaints might
require multiple follow-ups for resolution. @9
ine

. Website Complaint Form: The website complaint form is an

grievance mechanism provided on a financial institution’s offici \Qébsite,
allowing customers to submit complaints in a structured \%@na‘c. After
filling in the required details, the customer receives a ticl@ r reference
number for tracking the issue. For example, someonéNmay use HDFC
Bank’s online complaint form to report unauthorize dit card charges.
This method is available 24x7, offers clear documentation, and enables
easy follow-up. However, it requires internet %c/&ss and a basic level of
digital literacy, which may limit its use for %@ customers.

. Mobile App Complaint Section: The mobile app complaint section is a

digital feature within banking or insura apps that allows customers to
easily lodge complaints. Users nayi@,e to the support or help section
within the app and submit thei;?}{es directly, often with the complaint
automatically linked to their unt or recent activity. For example, a
customer might use the an k app to report an ATM malfunction. This
method is fast, convenient, and provides personalized support since it’s
integrated with custo %iata. However, it requires a smartphone and
anapp to be installed,'which may not be accessible to all users.
Email: Email is direct method of communicating complaints to a
financial instj %fon’s customer support or grievance redressal team.
Customer@?@ write a detailed explanation of their issue, attach relevant
documentsHif necessary, and send it to the designated email address. For
inst a person may email LIC of India support to report a delay in
re Mng a policy maturity payment. This method is ideal for complaints
(&iring detailed documentation or escalation. However, it may lead to
ower response times, and there is a risk that the email could be
overlooked if the institution does not use an automated ticketing system.
SMS: SMS is a short message service used by financial institutions to
initiate basic complaints or collect quick service feedback. Customers
typically send specific keywords or brief messages to a designated number
to register their concerns or rate services. For example, after a support
call, a bank may send an SMS asking, “Rate your experience. Reply with
1-5.” This method is highly accessible, easy to use, and enjoys a high
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response rate due to its simplicity. However, it is not suitable for complex
issues, as it offers limited character space and lacks detailed interaction.

. Social Media: Social media platforms like Twitter, Facebook, LinkedIn,

and Instagram serve as significant channels for customers to publicly voice
their complaints and feedback. The process typically involves customers
tagging or directly messaging the financial institution's official handle to
raise an issue, such as a failed UPI transaction or a problem Witaan
insurance claim. A key advantage of this channel is the potential forafast
response due to the public visibility of the complaint, often leadi \@quick
escalation and resolution as companies prioritize their iC image.
However, a significant limitation is the lack of privacy; cus ers must be
cautious not to share sensitive personal or financial infofmation directly
on these public platforms. <

. Online Grievance Portals (Regulators): For Ng)esolved or serious

complaints within the BFSI sector, customers in'fandia can turn to Online
Grievance Portals established by regulatpts. These are official,
government-backed platforms designed to\ensure institutions are held
accountable for their services. Key mples include the RBI-CMS
(Complaint Management System) fo nking and NBFC-related issues,
the IRDAI-IGMS (Integrated Grie;gl@é Management System) for insurance

complaints, and SEBI-SCORE grievances concerning mutual funds or
stockbrokers. The process%i?ically involves the customer submitting
detailed complaints alo ith supporting documents for regulatory
intervention. While ﬁ portals offer the significant advantage of
providing a neutral.and government-backed avenue for redressal, they are

generally considered a last resort, to be utilized only after customers have
exhausted the. jnternal grievance redressal mechanisms of the respective

financial 1@:2 tion.
. Post/0§2 r:For those preferring traditional methods, Post / Courier

remai valid way to send complaints via physical letter. The process
in 4Mes the customer writing down their complaint and then mailing it to
registered address of the bank, financial institution, or relevant
mbudsman, such as a senior citizen sending a letter to the RBI Banking
Ombudsman regarding pension credit delays. A key advantage of this
method is its legal validity, and it becomes easily traceable if sent via
registered post, providing proof of delivery. However, its primary limitation
is its slow pace, making it the slowest method for complaint submission,
and it often requires physical follow-ups, which can be inconvenient for
the customer.
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10. Ombudsman Scheme: The Ombudsman Scheme serves as a vital quasi-
judicial authority, offering an independent and cost-free avenue for
customers in the BFSI sector to seek redressal for complaints that remain
unresolved by their financial institutions. Customers typically file their
complaints online or via post to the ombudsman after a minimum of 30
days have passed without a satisfactory resolution from the bank or
insurer. A prime example is a customer filing a complaint under the\RBI
Integrated Ombudsman Scheme, which covers banking and non-banking
financial companies. While this scheme provides a significant ntage
through its independent review and ensures institutio x\are held
accountable, a key limitation is that it requires custome@ 0 have first
attempted to resolve the issue directly with the financialﬁstitution before
escalating to the ombudsman. ,\O@

PRACTICAL EXERCISES&O

Activity 1: Complaint Handling Role Play O\’

Material required: Props: Office desk s yheadset (optional), notepads,
name tags for roles (e.g., “Customer ee@f:)e Associate”) Scenario Cards:
Each describes a different custo,@r complaint situation related to
banking, insurance, or financial ices.

Procedure O

1. Explain the purpos ﬁomplaint handling and key skills.

2. Divide students i %pairs or groups. Assign roles: customer,
employee. X

3. Give each gI%lp a realistic complaint scenario to act out.

4. Students&f;%'rform the role play, staying in character and using
effective @ommunication.

S. Dis@s how the complaint was handled, what went well, and what

@d improve.
6\ ummarize key learning points and highlight good strategies used
CJ during role play.

tivity 2: Prepare a Flow Chart to Show Customer Complaint Handling
in a Financial Institution

Material required: Drawing Sheet, Pen and Pencil, Rubber, Notebook,
Sample Complaint Template.

Procedure:

1. Visit the identified financial institution along with your peers.
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2. Meet the customerservice staff and others and greet them.

3. Take a round of the financial institution and enquire from the
manager/supervisor about the following:

e How customer complaints are received (e.g., branch, app, email)

e Initial response time and acknowledgment process

e Escalation levels (executive — branch manager — nodal ofﬁcgﬂ
ombudsman) %8

e Tools or software used for complaint tracking. %Q

4. Discuss with the customer service staff about Complainb@}ihng.

5. Show your notes to the customer service staff and ConQchat they are
correct. <

6. Prepare a Flowchart, discuss it withpeers, and %& it to the teacher.
LY

7. Discuss your Flowchart in the class. X,
O
CHECK YOUR PROG‘éESS
A. Fill in the Blanks N

‘O

1. A complaint is an expression of 'G} from a customer regarding a
product, service, or experience. )&

2. Feedback is more than just,ixj ;§(b’ . When a customer talks about their

experience with a product, s%v ce, or company, they are giving feedback.

3. Product-related com ts can indicate a mismatch between product
design and customercﬁé‘e‘ds or a lack of in product communication.
4, Attitude—relate@complaints arise from the , behavior, or

professionalism@@fhe staff of the institution.

mented complaint handling process creates an essential

5. A WCH@)C
r regulatory bodies, demonstrating adherence to compliance
requi nts.
B. l‘@ple Choice Questions

l.glhat is the primary characteristic that distinguishes a customer complaint
from general feedback?

a) It is always positive in nature.
b) It is an expression of satisfaction.

c) It signifies that something has gone wrong or fallen short of expectations.
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d) It is always unsolicited and proactive.

2. Which of the following best describes the nature of feedback according to the
text?

a) It is always negative, like a complaint.
b) It can only be positive or neutral.

c) It can be positive, negative, or neutral. @b.

d) It exclusively focuses on problems and failures. .S
3. A significant impact of product-related problems in the BFSI se@s:

a) Increased customer loyalty. QQ’

b) Reduced regulatory scrutiny. \OQJ

c) Financial losses for customers and erosion of trus&O

d) Simplification of internal processes. O\/

4. Which of the following is a recommended mi@a ing strategy for "Service Delay
Complaints"?

a) Providing clear product documentat%@’
b) Implementing queue managemen@&stems.
c) Conducting mystery shoppir@utiatives.
d) Discussing hidden charg&ﬁvith customers.

5. What can be the outhhen a customer's complaint is resolved to their
satisfaction, even after ah-nitial problem?

a) The customer{é&&i?(,ely to switch to a competitor immediately.

b) It creat@@ewice recovery paradox" leading to greater loyalty.
c)Ilth significant impact on customer loyalty.

d)éﬁ;g}ﬂy benefits the institution's regulatory compliance.

C.State whether the following statements are True or False.

1. Complaints are generally positive and highlight a business's strengths.

2. Feedback can only be negative or positive, not neutral.

3.Service delay complaints often point to inefficient internal procedures or
inadequate staffing.

4 .Attitude-related complaints have no impact on employee morale.
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5. In the digital age, a single negative customer experience has minimal impact
on a BFSI institution's brand reputation.
D. Match the Column

S.No Column A S.No Column B (Example/Purpose)
(ComplaintType/Concept)
1 Product-Related Complaint A "The bank teller was very %de.”
<&
2 Service Delay Complaint B There's an u thorized

transaction on x@\debit card

statement
QO

3 Attitude-Related Complaint C "The mo banking app
frequen(t{ rashes."

7

4 Billing-Related Complaint D Re d@)i&ﬁg Customer Churn.
O
5 Customer Retention and | E ﬁy loan application remains
Loyalty @ pending for a month."
. \y
,g\
E. Short Answer Questions \,6

o
1. Define customer complaints. @

2. Name any two specific exan@l%s of a "Service Delay Complaint" in the banking
sector.

%@
3. Define feedback. X_

F. Long Answer Q{@ ions

1. Discuss an @ digital or online channels through which BFSI institutions
can collect mer complaints.

2. Elabo@b in detail importance of complaint handling.
3. W, ould there be proper complaint handling in BFSI? Discuss.
G.%heck Your Performance

1. Draw a chart on the distinct types of complaints.
2. Explain the types of complaints.

3. Group Discussion on complaint handling

154




SESSION 2: METHODS TO COLLECT AND DOCUMENT
CUSTOMER FEEDBACK

IMPORTANCE OF CUSTOMER FEEDBACK

Customer feedback plays an exceptionally critical role in the Banking, Financial
Services, and Insurance (BFSI) sector in India, arguably even more so than in many
other industries. This is due to the inherent nature of financial products, the high,level

of trust required, and the competitive and evolving regulatory landscape.

&
A\
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3.Driving Product and
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K
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Fig. Importance of Customer Feedback

X
. Building and Ma;}naining Trust and Loyalty:

Trust is th@ﬁrock of any financial institution. Customers entrust their savings,
investmentsy’ and future security to these entities. Negative experiences or
unre@ issues can quickly erode this trust. The Indian BFSI sector is highly
comfetitive, with numerous public sector banks, private banks, foreign banks,

@s (Non-Banking Financial Companies), and insurance providers. Feedback

%)%bws institutions to understand what drives loyalty and proactively address

2.

ain points, preventing customers from switching to competitors. Retaining
existing customers is significantly more cost-effective than acquiring new ones.
Enhancing Customer Experience (CX):
Indian customers, especially with the rise of digital platforms, have increasingly
high expectations for seamless, personalized, and efficient services. Feedback
helps identify gaps in the customer journey across various touchpoints (branch,
app, web, call center).
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CUSs

Feedback provides insights into individual customer needs, preferences, and
financial goals, enabling institutions to offer tailored products, services, and
advice. This is crucial for cross-selling and up-selling. Feedback (especially
complaints) highlights operational flaws and service deficiencies. Swift and
effective problem-solving based on feedback is crucial for higher customer
satisfaction and trust.

. Driving Product and Service Innovation:

Customer feedback is a rich source of ideas for new products or modifications to
existing ones. It helps BFSI firms understand unmet needs, emerging tren@ nd
what truly adds value to customers. For digital banking apps aﬁ@online
platforms, in-app feedback and usability testing derived from Custe%@ insights
are invaluable for refining user interfaces, fixing bugs, a\s@ enhancing
functionality. Q

. Risk Management and Regulatory Compliance:

Feedback can act as an early warning system for pot?ﬁél systemic issues,
fraudulent activities, or product mis-selling. Addressing, these early can prevent
larger financial losses and reputational damage. R ators like RBI (Reserve
Bank of India) and IRDAI (Insurance Regulato Development Authority of
India) place a strong emphasis on customer tion and grievance redressal.
Robust feedback mechanisms and theig=effective management are often
mandated or highly recommended to ens re(gmpliance and avoid penalties. For
instance, IRDAI has specific grievance.r ssal mechanisms for policyholders.
Boosting Brand Reputation and W ﬁxof-Mouth

In the age of social media and onli views, customer experiences (both positive
and negative) can quicklyﬁ@'me public knowledge. Actively soliciting,
responding to, and acting onyfeedback can significantly enhance a brand's
reputation.

Satisfied customers wh 1 heard are more likely to become brand advocates,
promoting the instit%nn through positive word-of-mouth — a powerful and cost-
effective marketing todl in India.

Operational Ef} ncy and Employee Morale

Feedback c hlight bottlenecks in processes, areas of staff training needs, or
technolo iﬁﬁshortcomings, leading to operational improvements and cost
en employees see that customer feedback leads to positive changes,
ost their morale and sense of purpose, knowing their efforts contribute
to customer satisfaction.

R FEEDBACK CHANNELS:

In%e BFSI, customer feedback channels refer to the various systematic avenues
through which financial institutions actively solicit, receive, and analyze insights,
opinions, and experiences directly from their customers. Given the high-trust nature of
financial products and services, coupled with the increasing digital transformation in
India's BFSI landscape, these channels are no longer merely optional but fundamental
tools for understanding customer needs, identifying pain points, driving innovation, and

ensuring regulatory compliance. By establishing diverse and accessible feedback
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channels, BFSI companies aim to foster stronger customer relationships, enhance
service quality, and gain a competitive edge in a market where customer experience is
becoming a primary differentiator.

TYPES OF CUSTOMER FEEDBACK CHANNELS

Customer QJ
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Branch/O[jll Contact Email App and Social Website SMS CIUSt'omir' By Review
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Figure 5.5 Types of Cu& er Feedback Channels

Branch/On-Site Feedback: Qfl /On-Site Feedback is customer feedback
gathered on-site at physicalk lotations like bank branches or insurance offices.
The process usually invol@s he use of paper forms, kiosks, or electronic tablets
strategically located *Q}rvice points or exits to capture on-the-spot customer
impressions. It is r@t y employed for speedy, post-service feedback, enabling
institutions to g customer satisfaction immediately after an encounter. For
instance, a cugtgmer might rate his or her experience using a tablet at the branch
exit, givin ilable real-time feedback about service quality and frontline staff

perforn;@e
. C @t enter Feedback: Contact Center Feedback entails the gathering of
c

on

er feedback following encounters with customer care teams, most often
u@ost—call IVR surveys or callback via SMS and email. The channel is utilized
assess call resolution efficiency, professionalism of the agents, and total
customer satisfaction. For example, following a support call, a customer would
be asked, "Please rate your recent interaction with our customer service on a
scale of 1-5," allowing organizations to track and enhance their service quality
based on real-time feedback.

. Email Survey Feedback:Email surveys are a common way for people in the BFSI

sector to give feedback. They involve sending structured questionnaires to
customers via email after certain activities or on a regular basis. These polls help

157



Q

businesses get important information about their customers, like the Net
Promoter Score (NPS), the Customer Satisfaction Score (CSAT), and the Customer
Effort Score (CES). For instance, a bank might send a satisfaction survey every
three months or ask for comments after approving a loan to find out how the
customer felt and what they could do better. This method lets you get targeted
comments and get deep insights into how customers feel over time.

. Mobile App and Internet Banking Feedback: Mobile App and Internet Banking

Feedback facilitates real-time gathering of customer feedback during o@ine
interactions with in-app queries or post-transaction pop-up feedback. &l type
of feedback is built into mobile banking applications and intern% anking
websites, where users can provide a quick response to straightfo questions
like "Was this transaction easy to complete? " with choices like @ o and leave
room for further comments. It assists banks in capturing on-the-spot responses
while the experience is new and fresh, allowing for quicker detection of problems
and ongoing improvement of digital services.

Social Media Feedback:Banks and other financial ir&gutions use social media
like Twitter, Facebook, and LinkedIn to get feed@qk from customers, react to
complaints, and interact with their audience. I people talk to each other and
solve problems in real time, which can h a’big effect on how people see a
brand. For instance, if a customer tweets abott bad service, the bank can quickly
respond, say sorry, and bring the prob@r to the attention of the right people to
be fixed. This shows that they are onsive and care. This channel not only
helps with managing your image @it also gives you useful information about
what customers want and ho y behave.

Website Feedback: Website(Feedback employs tools such as feedback widgets,
chatbots, or pop-up sur\@ placed on a bank's website to get feedback from

users regarding their ne experience. It serves to measure factors such as
navigation ease, support feature effectiveness, and general user satisfaction. For
example, an ea -use question such as "Was this page helpful? " enables

customers to ,é¥press their views swiftly, allowing institutions to determine
usability '%ms and enhance website functionality to serve customers better.".
SMS Feedback: SMS Feedback is an easy and efficient means of gathering
cus‘@ opinions in the form of short text messages, often following
transactions or customer support engagements. This mode usually provides high
ponse rates because of its ease and accessibility on cell phones. For instance,
bank could send out a message saying, "How satisfied were you with our ATM
service today? enabling customers to give rapid feedback and respond instantly.It
allows banks to track service quality in real time and make timely adjustments
based on customer feedback.".
Customer Relationship Management Feedback: Customer Relationship
Managers (CRMs) are very important for getting personalized feedback, especially
from High Net-Worth Individuals (HNIs). This can be done directly with the HNI
or through follow-ups by relationship managers or sales workers. This method
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gives you deep, detailed information about what customers want, what they
expect, and how satisfied they are. For instance, after an investment is made,
aRelationship Manager might personally contact the client to ask for feedback on
the advisory services that were given. This would help the institution improve its
services and build stronger relationships with long-term clients.

9. Third-Party Survey Feedback: Third-Party Research Firms and Survey
Organizations are autonomous institutions hired by BFSI organizations to carry
out impartial customer surveys and provide objective findings. Such subcys
prove useful in benchmarking performance against industry n and
determining how things need to be done from an outside viewpoint. EoZifistance,
organizations such as JD Power(American Data Analytics) car customer
satisfaction surveys that enable banks and financial service c@r@anies to see
how they rate in comparison to others, providing transparency and authenticity
in terms of performance measurement. <

10. Online Review Platform Feedback: Platforms for onl?@ reviews like Google
Reviews and Trustpilot etc. let customers talk about r experiences with BFSI
institutions without being asked. Potential buyers n read these reviews before
doing business with a company, so they have effect on how people see the
brand and how it is perceived by the publi instance, a user might write an
in-depth account of the delays they experienced while getting a loan. This can let
the institution know about the proble 63{% the service and also let other people
who are looking for similar services éfvw about it.

ELEMENTS OF EFFECTIVE FEED]@&

Successful customer feedback in {16 BFSI industry is not about data collection; it's
about collecting, analyzing, a responding to insights systematically to drive
measurable benefits and bui tronger customer relationships. Elements of effective
feedback are:

@’ Timeliness and @
Contextuality
o T O

Accessibility and Specificity and
4 Multi-Channel Approach G Actionability
@ Centralized Collection 4

and Handling
© NN ©

Systematic Analysis and Comprehensiveness
Root Cause Identification @ (Qualitative & Quantitative)

@/{ \
Closing the Loop

ol @ ) E— ]

Actionability and Integration with Business
Implementation - Strategy

Fig. 5.6 Elements of Effective Feedback
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. Accessibility and Multi-Channel Approach:

Simple feedback that is accessible to the customer at all touchpoints. This implies
providing a variety of channels such as in-app feedback, website widgets, email
surveys, SMS reminders, direct branch touchpoints, call center surveys, and
active listening on social media, etc. The simpler it is for a customer to give their
feedback, the higher the chances of them actually doing so.

. Timeliness and Contextuality:

Feedback is most useful when it's gathered right after an interaction or at igh
touch point within the customer experience (e.g., after a transaction, aftepa“call
with customer service, after loan approval, or during policy renewal) 1% helps
the feedback remain recent, precise,and tied directly to a specific expag ce, and
thus extremely actionable.

. Specificity and Actionability: Q’

Good feedback is specific, concise, and directed at specific features of the product
or service, and not bland generalities. Questions posei@éélternatives offered
should elicit specific feedback that can be implemented-directly as improvement
actions, such as app usability, staff actions, billing tfefisparency, or processing
duration. q

. Comprehensiveness (Qualitative & Quantit

Good feedback incorporates both quantita@ results (e.g., NPS, CSAT scores)
and qualitative feedback (e.g., written dei ptions, and interview transcripts).
Scores inform you on what is occurrin (but the qualitative findings give you the
reason why, resulting in added dept d context for cause-and-effect analysis.

. Centralized Collection and Han
Every piece of feedback, irres e of the channel it comes from, needs to be

routed into a centralized system (such as a CRM or a specialized Customer

Experience platform). Thi eps data silo away, offers an end-to-end picture of

the customer, facilitat stematic grouping and tagging, and enables cross-

functional analysis.@

Systematic Anaimi and Root Cause Identification:

Feedback colle alone is not sufficient; it must be subjected to systematic

analysis. Thig\isicludes trends, patterns, repeated issues, and frequent themes.

Gomg beyond issues, good analysis also seeks to define the root causes of
ion or satisfaction drivers, transforming raw data into useful

7. Al

tion for improvement in operations, products, or services.
ability and Implementation:

% best way to determine whether feedback is effective is to see if it results in

oncrete change. Feedback should initiate internal review processes, solve
problems, product improvement, process redesign, or training initiatives. It
should drive strategic choice and allocate resources.

. Closing the Loop:

In BFSI, in particular, it's important to notice and react to customer feedback
providers, especially those with issues. Notifying customers of actions taken on
their behalf is a simple way to let them know that their voice matters, restores
confidence, and strengthens their loyalty. This "closed loop" makes customers
feel valued and heard.
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9. Integration with Business Strategy:
Good customer feedback is not merely an operational device; it's a strategic
resource. Its findings should be kept under constant review by management and
integrated into product development lifecycles, service delivery models,
marketing strategies, and employee training programs to ensure a genuinely
customer-driven approach drives the institution's development.

PRECAUTIONS DURING COLLECTION OF CUSTOMER FEEDBACK

Collecting customer feedback in the BFSI sector requires specific precautions duéto the
sensitive nature of financial information, the high level of trust involvc% nd the
stringent regulatory environment. Failing to observe these precautions c ot only yield
unreliable feedback but also lead to severe reputational damage, custo&?strust, and
regulatory penalties. Some of the precautions are as follows:

0O

Y -
'8 ¥ P

Prioritize Data Privacy | L : :n'l

and Security o

PRECAUTIONS | ;
02 DURING COLLECTION F,
OF CUSTOMER /" Ensure Accessibility

Respect Customer Time FEEDBACK and Inclusivity

and Provent Fatigue \

e

Avoid Leading Distinguish Between
Questions )&,’0 General Feedback and

Formal Grievances
g{&/ Set Realistic Expectations

@u and Manage Follow-Up

F@ ¥ Precautions During Collection Of Customer Feedback

,\O@

1 Prio@z Data Privacy and Security:
When” collecting customer feedback in the BFSI sector, maintaining
fidentiality of Information is paramount; therefore, one should never ask for
%ensitive Personal Financial Information like account numbers, passwords,
Q OTPs, or full credit card details directly within feedback forms or surveys, instead
directing customers to secure, authenticated channels for issue resolution if
absolutely necessary. It's equally crucial to utilize only Secure Platforms that are
encrypted for collecting and storing feedback data, ensuring strict compliance
with relevant data protection laws, such as India's Digital Personal Data
Protection Act (DPDPA) 2023. Furthermore, practicing Transparency in Data
Usage is vital, meaning customers must be clearly informed about how their
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feedback data will be utilized, who will have access to it, and how their personal
details will remain protected throughout the process.

. Respect Customer Time and Prevent Fatigue:

To effectively collect customer feedback in the BFSI sector without causing
annoyance, it's crucial to respect customer time and prevent fatigue. This means
maintaining an optimal frequency by avoiding over-surveying, as too many
requests can lead to survey fatigue, lower response rates, and customer
annoyance; therefore, space out requests appropriately. Additionally, ensure
conciseness by keeping surveys and feedback forms as short and to the p&' as
possible, especially for transactional feedback, demonstrating respe@Cfor the
customer's limited time. Beyond brevity, it's vital to ensure clar: %nblased
questions, and jargon-free language to make the feed& process
straightforward and accessible for all customers.

Avoid Leading Questions: Q

When collecting customer feedback in the BFSI sector @essentlal to frame
questions neutrally to avoid influencing customer %?onses for example,
instead of asking "How satisfied were you with our exéﬁg nt service?", simply ask
"How satisfied were you with our service?" F\éﬁhermore, employmg simple
language is crucial, meaning financial jarg technical terms should be
avoided, and plain, easy-to-understand phrasing should be used, especially given
the diverse financial literacy levels across India. Lastly, ensure all questions are
contextual, making them relevant to th ecific interaction, product, or service
the customer is providing feedback \to gather the most accurate and useful
insights.

. Set Realistic Expectations y’anage Follow-Up:
ar

It's vital to maintain transp cy on action by being realistic about how their

input will be used; tha ustomers for their feedback but avoid promising
immediate solutions un they can be guaranteed, instead stating that "Your
input helps us im our services" rather than "We will resolve your issue

following up on eedback, particularly complaints or critical comments. Even

immediately." C(%i( , closing the loop is essential: establish a clear process for
if an immedi isn't possible, acknowledging the feedback and explaining any

steps take monstrates responsiveness and reinforces customer trust.
Distingtiish Between General Feedback and Formal Grievances:
Wh ecting customer feedback, it is essential to provide Clear Channels so

that ,customers fully understand the distinction between offering general
ack, which is typically for service or product improvement, and filing a

Q%ormal complaint, which initiates a defined resolution process governed by

specific regulatory timelines. Moreover, for any feedback submission that clearly
indicates a complaint, institutions must ensure Direct Redressal by immediately
escalating it to the appropriate internal grievance redressal mechanism, as is
strictly mandated by regulators such as the RBI or IRDAI, thereby ensuring
timely and compliant resolution.

Ensure Accessibility and Inclusivity:

To effectively gather customer feedback, especially in a diverse market like India,
it's crucial to offer Multiple Channels, providing various avenues such as digital

162



platforms, in-person interactions, phone services, and traditional mail to cater to
diverse customer demographics and preferences and to acknowledge varying
digital literacy levels. Furthermore, where feasible, institutions should provide
Language Options, offering feedback collection in multiple regional languages to
ensure all customers can express themselves comfortably and accurately,
thereby fostering a more inclusive and comprehensive feedback mechanism.
7. Train Staff Thoroughly:

It's crucial to equip staff with the right skills. This involves comprehensive
training in empathy and active listening, ensuring customer-facing person%an
not only solicit feedback effectively but also de-escalate sensitive 51tu ons and
show genuine understanding, especially when handling complai long31de
this, robust product knowledge is essential, so staff are well- verse ll offerings
and processes, enabling them to understand and accurately %\ﬁnent customer
issues or suggestions. Finally, thorough training in propér documentation
ensures that all feedback is accurately and meticulou ged in the correct
systems, making it actionable for continuous 1mprover6n

PRACTICAL EXERCISE@

Activity 1: Collection of Customer Feedbacﬁole Play
Material required: Props: Office desk se{i headset, notepads, name tags for

The results.6r findings together.
The key ’R? ts and lessons learned.

roles, mock feedback form. X0
P o
rocedure &QJ

1. The activity and its p se to the students.
2. The class into groupsyor pairs.
3. Clear instructio n what to do.
4. Students perf e activity.
5.
6.

Q
Activity ?&epare a Flow Chartto Show Feedback Handling in a
nstitution

Fma@
g}p 1 required:Drawing Sheet, Pen and Pencil, Rubber, Notebook,
le Feedback Form.
Q%i’rocedure‘
1. Visit the identified financial institution along with your peers.
2. Meet the customerservice staff and others and greet them.

3. Take a round of the financial institution and enquire from the
manager/supervisor about the following:

e How customer’sfeedback is recorded (e.g., branch, app, email)
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e Initial response time and acknowledgment process
e How customers are updated regarding their feedback response and
follow-up (if required).

4. Discuss with the customer service staff about Feedback handling.

5. Show your notes to the customer service staff and confirm that they are
correct.

6. Prepare a Flowchart, discuss it with peers, and show it to the @her.
7. Discuss your Flowchart in the class. \\’@
Activity 3: Create a Mock Feedback Formfor a Financia{}ﬁstitution
Material required: Blank pages, Pen and Pencil, Rubb S‘Notebook.
Procedure: O

1. Visit the identified financial institution along/\ﬁgl your peers.

2. Meet the customerservice staff and othe d greet them.

3. Take a round of the financial in@tution and enquire from the
manager/supervisor about the follqw(%:

e What information is recorde%‘ﬁ;l\’the Feedback form?
e How customer’sfeedbacg &‘ollected (e.g., branch, app, email).

e Request for sample fe ck form in hardcopy.
4. Discuss with the cu@%per service staff about Feedback.

5. Show your note%@%e customer service staff and confirm that they are
correct.

XU
6. Prepare a i&iple feedback form, discuss it with peers, and show it to
the teach

7. Di‘ﬁé your sample feedback form in the class.
%(b CHECK YOUR PROGRESS
Q. Fill in the Blanks

1. Customer feedback plays an exceptionally critical role in the BFSI sector
due to the inherent nature of financial products, the high level of
required, and the competitive and evolving regulatory landscape.

2. surveys are ideal for real-time feedback on specific features or
user journeys immediately after interaction within digital platforms.
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3. The best way to determine whether feedback is effective is to see if it results
in change.

4. To avoid over-surveying customers, BFSI institutions should maintain an
frequency for sending feedback requests.

5.If a feedback submission clearly indicates a formal complaint, it must be

immediately escalated to the appropriate within the institutioré.}
B. Multiple Choice Questions <
1. Which of the following is NOT listed as a benefit of effective Custo,%é:;Q
feedback in the BFSI sector? O

a) Enhancing customer experience (CX) QQ

b) Driving product and service innovation «OQJ

c) Increasing operational costs \JO

d) Boosting brand reputation. O\’

i ﬁeful for assessing call

2. Which feedback channel is described as bel@
resolution efficiency and the professionalisn\c,) agents?

a) Branch /On-Site Feedback &\’(b”

b) Mobile App and Internet Bankij zr{‘eedback
c) Contact Center Feedback

d) Email Survey Feedbackbﬁ

3. What concept describes®when a customer's positive experience with
complaint resolution surpasses their initial dissatisfaction, potentially leading
to greater loyalty? Q

a) Trust Ero
b) Sew}%@écovery Paradox
c) O@tional Bottleneck

gulatory Compliance

4.ghich element of effective feedback emphasizes the importance of combining
numerical scores with written descriptions or interview transcripts?

a) Timeliness and Contextuality
b) Specificity and Actionability

c) Centralized Collection and Handling
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d) Comprehensiveness (Qualitative & Quantitative)

5. When framing questions for customer feedback in BFSI, what is a key
precaution highlighted in the text?

C.State whether the following statements are True or Fals N

a) Using complex financial jargon to ensure precision.

b) Asking leading questions to guide responses.

c) Framing questions neutrally to avoid influencing responses.

d) Focusing solely on positive aspects of the service.

>
9
&

S,

1. Retaining existing customers is generally more eXpen%iJV than acquiring

new ones in the BFSI sector.

2. Feedbackhelps highlight operational flaws angd@ervice deficiencies in

BFSI.

3.SMS feedback typically yields low respons
4. The Ombudsman Scheme is considere
resolve complaints with financial instit

5. When collecting feedback, it's ¢

Personal Financial Information

X

gs due to its simplicity.
@c first step for customers to

ons.

1 to avoid asking for sensitive
%{éctly within survey forms.

D. Match the Column O;S'
e
S.No Column A(Feedback $\ S.No Column
Channel/Concept). B(Description/Purpose)
1 Email Survey Feedbac‘so') A Used by Relationship Managers
X for personalized feedback from
HNIs.
2 Social Media Fe%back B Involves sending structured
,g@’ questionnaires periodically or
Q after activities.
Sy
3 Custamer’ Relationship C Official portals by regulators for
Meejlégement (CRM) Feedback unresolved or serious
Co complaints.
4 _Carline Grievance Portals D Fast response due to public
Regulators) visibility, @ good for quick
escalation.
5 | Third-Party Survey Feedback E Carried out by autonomous
institutions for impartial
findings and benchmarking.

E. Short Answer Questions
1. Define customer feedback channels.
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2.What is the primary concern when asking for Personal Financial Information
in feedback forms?

3. Trust is the bedrock of any financial institution. Comment.

F. Long Answer Questions

1. Discuss elements of effective feedback.

2. Elaborate in detail the importance of customer feedback.

3. What are the precautions to be taken while collecting customer feedback?
Discuss. <

G. Check Your Performance . NQ’

1. Draw a chart on the distinct types of customer feedback channel§w>

2. Explain the types of complaints. O

3. Group Discussion on feedback handling and recording. Q
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SESSION 3: COMPLAINT RESOLUTION AND STRATEGIES
MEANING OF COMPLAINT RESOLUTION

Complaint resolution refers to the systematic process by which an organization
addresses, investigates, and ultimately brings a customer's expression of
dissatisfaction (a complaint) to an acceptable conclusion for all parties involved.
It's basically acknowledging a problem, understanding its root cause, taking
appropriate action to rectify it, and communicating that resolution_ 6 the
customer. The goal is not just to fix the immediate issue, but alsq @ estore
trust, maintain customer satisfaction, prevent future occurrence nd often
turn a negative experience into an opportunity to build stronger 10yalty.

ROLE OF REGULATORS IN COMPLAINT RESOLUTION TE6 IQUES

Complaint resolution techniques are not just internal be actices but are also
profoundly shaped by the stringent oversight and manc’hag}es of regulatory bodies
like the Reserve Bank of India (RBI), the Insuranc @%ulatory and Development
Authority of India (IRDAI), and the Securities Exchange Board of India
(SEBI). The Reserve Bank of India (RBI),@le Insurance Regulatory and
Development Authority of India (IRDAI), an Lthe Securities and Exchange Board
of India (SEBI) have established robust x@cchanisms that govern how financial
entities handle customer grievances. X

Reserve Bank of India (RBI) or Banks and Non-Banking Financial
Companies(NBFCs) %

The RBI is the primary «®gulator for banks and Non-Banking Financial
Companies (NBFCs). It@gship complaint resolution mechanism is the RBI
Integrated OmbudsmﬁﬁuSCheme (RB-IOS), 2021.

Internal @ésal (First Level):

The R andates that customers first lodge their complaints directly with
the ated entity (bank/NBFC). Institutions are required to have a clear
r@ nce redressal policy, designate a Grievance Redressal Officer (GRO),
%d respond within a stipulated period (typically 30 days). This
%mphasizes the technique of first-contact resolution and internal
accountability.

Integrated Ombudsman Scheme (Second Level):

If a customer is not satisfied with the institution's response, or receives no
response within 30 days, they can escalate their complaint to the RBI
Ombudsman.Complaints can be filed online via the CMS portal
(cms.rbi.org.in), by email, or in physical form at the Centralised Receipt
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and Processing Centre (CRPC) in Chandigarh. The scheme is "jurisdiction-
neutral," meaning customers can file regardless of where their branch is
located.

Techniques Employed by Ombudsman:

The Ombudsman acts as a facilitator, conciliator, or mediator. They
encourage settlement between the complainant and the regulated entity.
If conciliation fails, the Ombudsman can pass an 'Award' basgfon
banking laws and RBI guidelines. This mechanism stresses ﬁ@aartial
mediation, expeditious resolution (with a typical resolution ting e of 30
days for the Ombudsman), and binding decisions (OmbudsS’N@l's award is
binding if accepted by the complainant). Q

Regulatory Focus: \OQJ

The RBI emphasizes that deficiencies in service ar@he primary ground for
complaints. It focuses on systemic issug identification, pushing
institutions to rectify the root causes of co ints. It also provides for an
appellate authority (Executive Director 1@ arge of the scheme) if parties
are dissatisfied with the Ombudsman\award.

Insurance Regulatory and Developme@lzr(b;\uthority of India (IRDAI) - For
Insurance Companies \,6

IRDAI regulates the insurance s:%r in India. Its primary complaint redressal
system is the Bima Bharo&a’%( ormerly IGMS) portal and the Insurance
Ombudsman. O

Internal Redress )%‘irst Level):

Policyholders &t first approach the Grievance Redressal Officer (GRO)
of their rg&fc ive insurance company. Insurers are mandated to have a

robust inteéynal grievance mechanism and respond within a specified time
(ofte days). This reinforces the importance of insurer accountability
a ompt internal resolution.

%}na Bharosa Portal (Second Level):

Q If the insurer's response is unsatisfactory or not received within the
stipulated time, policyholders can register their complaint on the IRDAI's
Bima Bharosa portal (bimabharosa.irdai.gov.in).

Process:
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The portal provides a centralized system for policyholders to register and
track complaints online. It forwards the complaint to the insurer and
allows IRDAI to monitor the status.

Techniques:

Bima Bharosa serves as a monitoring tool for IRDAI, providing real-time
data on grievance trends and insurer performance. It enforces strict
timelines for insurers to respond to complaints filed through the %‘tal
and enables data-driven regulatory oversight of market conduct m@des.

Insurance Ombudsman (Third Level): NQ\\’
For more complex or unresolved complaints, customers Q?Oépproach the
Insurance Ombudsman.
<
Powers: NO

The Insurance Ombudsman provides an inexp@éfge and impartial forum
for resolution. They mediate between the ingufer and policyholder and can
pass an 'Award' up to ¥50 lakhs. The O %sman's award is binding on
the insurer if accepted by the policyha{, g

Regulatory Focus: {\’(b'

IRDAI's framework emphasi Bsej policyholder protection, fair claim
settlement, and ensuring t%ﬁ,@surers adhere to principles of suitability
and transparency in pro%f sales. It uses the complaint data to identify
and address mis-sellin ctices and systemic deficiencies.

Securities and Exchangb’%oard of India (SEBI) - For Capital Markets

SEBI regulates India' ’Securities market, including stockbrokers, mutual funds,
and investment ady{ébrs. Its primary complaint resolution platform is SCORES
(SEBI Complain@{edress System).

Inte@hedressal (First Level):

I @ors must first approach the concerned listed company or
a ermediary (e.g., stockbroker, mutual fund). They are expected to have
Q heir own internal grievance redressal mechanisms.

SCORES (Second Level):

If the complaint is not resolved by the intermediary within 21 calendar
days (reduced from 30 days) or the investor is dissatisfied, they can lodge
a complaint on the SCORES portal (scores.sebi.gov.in).

Process:

170



SCORES is an online platform that auto-routes complaints to the relevant
regulated entity. Investors receive a unique registration number for real-
time tracking.

Techniques:

SEBI employs a technology-driven, user-friendly platform that enables
efficient redressal. It features auto-escalation mechanisms if a complaint

remains unresolved within stipulated timelines, moving it to er
authorities within the system. SEBI also integrates with KYC db@k ases
for seamless investor registration. \'\,
Regulatory Focus: 6,0

SEBI's objective is to protect investors' interests in the,setCurities market.
SCORES ensures transparency, accountability, and\prompt resolution of
investor grievances related to market operatidns, brokerage issues,
technical glitches, and service deficiencies by intermediaries. The platform
also includes a feedback system for inves on the resolution process,
contributing to continuous improvemen@

Apart from the Regulators, at the insti \sion level also certain complaint
resolution techniques are followed by theg SI institutions. Such as:

1. Empathetic Listening and owledgment
This involves actively ng the customer's concerns without
interruption, validatin eir feelings, and acknowledging the issue. In
India, where person%%a ionships and respect hold significant value, a
genuine "I unde d your frustration" or "We apologize for the
inconvenience this%as caused" can significantly de-escalate a situation.
2. Thorough Investigation and Root Cause Analysis
After emp c listening and acknowledgment, the next step will be to do
a thorough/investigation and root cause analysis. Rather than just
provi a quick fix, effective resolution delves into why the complaint
ocC d. This involves gathering all relevant information, accessing
é‘éaction histories, reviewing processes, and consulting with different
épartments. Identifying the root cause is crucial for preventing
recurrence and implementing systemic improvements, which is
particularly vital for financial institutions to avoid repeated regulatory
scrutiny.
3. Clear and Timely Communication
This means providing regular updates on the complaint's status,
explaining the steps being taken, and clearly communicating the final
resolution.
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4. Offering Appropriate and Fair Solutions
The resolution must be proportionate to the issue and aim for fairness,
which might include refunds, compensation, policy adjustments, or simply
a detailed explanation and apology. The solution should aim to not just fix
the problem but also to recover the customer's trust.

APOLOGIES STRATEGICES

In the BFSI sector, where trust and financial well-being are paramounb.an
effective apology is far more than a mere formality; it's a critical comp%&ht of
complaint resolution that can rebuild trust, restore loyalty, a@‘nitigate
reputational damage. Apology strategies must be carefully\Crafted and
consistently applied to ensure their impact is positive. Here@k} key apology
strategies for handling complaints in BFSI: <

O
xO

Match the Apology Channel

Acknowledge the Specific Provide an Explanation, O and Tone to the Complaint's
Impact, Not Just the Error Not an Excuse Severity

by B py M g B

Immediate and Sincere Take Appropriate O\ﬁ?i’p Link Apology Directly to
Expression of Regret (Without Admitti Resolution and Prevention
Legal I@’

Fig Apologies Strategies

&

1. Immediate and S%)éére Expression of Regret:

Offer an apolo omptly upon understanding the customer's complaint,

even before resolution is available. The apology must sound genuine,

Conveying@npathy for the customer's situation rather than just rote

words is initial apology acknowledges the customer's distress related

to financial matter (e.g., a delayed transaction, incorrect charge,
claim issue) and shows that their concern is taken seriously. It sets

%ositive tone for the resolution process.

Qﬂcknow]edge the Specific Impact, Not Just the Error:

Beyond stating "I'm sorry for the inconvenience," specifically acknowledge

how the issue has affected the customer. For example, "We understand

the frustration caused by the unexpected delay in your loan application,

especially when you are relying on these funds," or "We apologize for the

worry the incorrect billing caused you." This demonstrates a genuine

understanding of the financial or personal implications for the customer.
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3. Take Appropriate Ownership (Without Admitting Undue Legal
Liability):
If the institution is clearly at fault, take direct responsibility. If the
situation is more nuanced (e.g., a misunderstanding of terms, a technical
glitch beyond immediate control), apologize for the experience or
miscommunication rather than outright admitting fault that could have
legal ramifications. For example, "We take full responsibility for, the

oversight in processing your request" (if clearly an internal error) ]

"We apologize if our policy terms were not sufficiently clear, leadi your

confusion." This balances accountability with prudent risk ma%&ement.
4. Provide an Explanation, Not an Excuse: O

Briefly and clearly explain why the issue occurred, with f&hifting
blame or making excuses. This transparency helps the.cuStomer
understand the situation and reduces frustration. Fep)example, "A
temporary system upgrade led to unforeseen disruptions in online
banking services last night," is an explanation'Otlr staff was too busy to
process it quickly" is an excuse. The explanation should offer context and
reassure the customer it's not a dismissijve attitude.
5. Link Apology Directly to Resolutio Prevention:
An apology is most powerful when &pled with a clear plan of action.
State what steps will be taken to ify the issue and, importantly, what
measures are being put in pla prevent recurrence. For example, "We
apologize for the error, and ?@étify this, your account has been credited.
We are also reviewing our¥internal process to prevent similar billing
mistakes in the future.&%ﬂs shows commitment to both fixing the past
and improving for future, which is crucial for long-term trust in
financial dealings.
6. Match the Ap(&%gy Channel and Tone to the Complaint's Severity:
A serious co aint warrants a sincere, personalized phone call or even
an in—per@l meeting, while minor issues might be handled with an
empathgtic email or in-app message. For a customer-facing significant
fin loss or extreme distress, a direct call from a manager after initial
contget shows high regard and commitment. The tone must always be
fessional, empathetic, and respectful of the customer's privacy and
Q inancial concerns.

DO'S AND DON'T FOR APOLOGY STRATEGIES

Do's of Apology Strategies:

1. Be Prompt, Sincere, and Empathetic:
Offer a timely and genuine apology that uses empathetic language,
showing true regret for the customer's negative experience.

2. Acknowledge Specific Impact & Take Ownership:
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. Don't Delay or Be Insincere: Q

Clearly state that you understand how the issue affected the customer and
appropriately accept responsibility for the problem or the customer's
experience.

. Explained Offer a Solution:

Provide a brief explanation for the issue and immediately follow with a
clear plan of action to resolve the problem and prevent recurrence.

. Choose the Right Channel & Follow-Up:

Select the most appropriate communication channel (e.g., pho%b‘ior
serious issues) and tone, ensuring a professional and ctful
interaction, then follow up after resolution to reinforce trust. \@

S,

Don'ts of Apology Strategies

Never procrastinate an apology, nor offer a forced orx@@otic one, as either
can severely damage the customer relationship.

. Don't Make Excuses or Shift Blame:

: ) : Y
Avoid blaming others or making excuses; thig €bodes trust and makes your
apology seem disingenuous.

. Don't Minimize Impact or Be Defensi@

Validate the customer's feelings an@b\,the significance of their problem
without arguing or dismissing thei{}onoerns.

Don't Make Empty Promises ot €ompromise Security:

Only commit to actions Yy, an genuinely deliver and never request
sensitive personal information directly within the apology message.

P% ICAL EXERCISES
Activity 1: Role @)}'— Handling irritated customers

Material requ@: Props: Office desk setup, headset (optional), notepads,
name tags oles (e.g., “Customer Service Associate”).

Proced@

riefly explain what the activity is about and its purpose.
(b . Tell students what to do, step by step.
3. Divide students into pairs, groups, or assign roles.
4. Let students begin and guide them if needed.
5. Walk around, observe, and help where necessary.
Discuss the activity outcomes and highlight key learnings

Activity 2: Prepare a Chartto Show complaint resolution techniques
in a Financial Institution
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Material required: Drawing Sheet, Pen and Pencil, Rubber, Notebook.
Procedure:

1. Visit the identified financial institutions(Bank, Insurance and Broking
companies etc.) along with your peers.

2. Meet the customer service staff and others and greet them.

3. Take a round of the financial institutions and enquire frornt}he
manager/supervisor about the following:

e How customer’s complaint is recorded (e.g., branch, a}igkgaﬂ etc.)
e Initial response time and acknowledgment process
e How customers and their complaints are handled.

4. Show your notes to the customer service staff confirm that they
are correct.
xO

5. Prepare a chart, discuss it with peers, and gmw it to the teacher.

\©

CHECK YOU%@’ OGRESS

6. Discuss your chart in the class.

A. Fill in the Blanks (D,

1. resolution not just to fix the immediate issue, but also
to restore trust, mamt %customer satisfaction, and prevent future
occurrences.

2. The RBI's flags mplamt resolution mechanism for banks and NBFCs
is the me, 2021.

3. For insur@'%—related complaints, IRDAI's primary complaint redressal

system is portal and the Insurance Ombudsman.

Qregulates India's capital markets, and its primary complaint
res ion platform is

hen apologizing, it's crucial to provide an for the issue, not an
xcuse, to help the customer understand.

B. Multiple Choice Questions

1. Which of the following is NOT explicitly mentioned as a regulatory body
overseeing complaint resolution techniques in India's BFSI sector?

a) Reserve Bank of India (RBI)
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b) Insurance Regulatory and Development Authority of India (IRDAI)
c) Ministry of Finance (MoF)
d) Securities and Exchange Board of India (SEBI)

2. Under the RBI's Internal Redressal mechanism, what is the typical
stipulated period for institutions to respond to a customer's complaint?

a) 15 days @b.
b) 21 days . %Q
c) 30 days \Q\'

d) 60 days Q’O’

3. What is the maximum award amount that the Insuram;%sﬁmbudsman can
pass?

)
a) 210 lakhs \J\'
b) 225 lakhs %O
c) 350 lakhs @
- oY
d) No limit \’(b'

4. Which of the following is a "Do" in a&ogy strategies?
a) Make excuses for the error@
b) Delay the apology until resolution.
c) Acknowledge the specific impact on the customer.
d) Ask for sensitiv; ir%ormation in the apology message.

5. According to the,g"@‘(')n’ts of Apology Strategies," what should you avoid doing
that can erode t@t?

a) Bej{é;%gompt and sincere.

b@gfylaining the situation clearly.

Q%)Blaming others or making excuses.
d) Following up after resolution.

C.State whether the following statements are True or False.
1. Complaint resolution is solely about fixing the immediate issue, not about
preventing future occurrences.
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2. The RBI Integrated Ombudsman Scheme is "jurisdiction-neutral,"
meaning customers can file regardless of where their branch is located.

3.IRDAI's Bima Bharosa portal primarily serves as a direct mediation forum
between policyholders and insurers.

4.SEBI's SCORES platform features auto-escalation mechanisms if a
complaint remains unresolved within stipulated timelines.

5. When apologizing, it's acceptable to ask for account numbers within the
apology message itself if needed for issue resolution.

D. Match the Column

X

,(ﬁ‘b'
E. Short Answ@ estions
1. Define c@éint resolution.

2
S.No Column A(Regulatory S.No Column B(Regub\&r/ Focus)
Mechanism
) Q/Q'
1 Bima Bharosa Portal A Securities afind Exchange Board
of India ( D).
o
N4
2 SCORES B Rese\r;/% Bank of India (RBI)
O
<
3 RBI Integrated Ombudsman | C \ Insurance Regulatory  and
Scheme &\,(b' Development Authority of India
\,6 (IRDAI).
4 Pol.icy holder protection & %{C D RBI's focus on identifying root
claim settlement .
causes for systemic issues.
&
5 Systemic issue ide‘a@&g’ation E IRDAI's focus onthe insurance
(as regulatory focu% sector.
W

2.Which@'l mechanism allows customers to escalate unresolved complaints?

3.0
h

F. Long Answer Questions

ould not make excuses and blame otherswhen making an apology and
dling customer complaints. Comment.

1. Discuss do’s and don’ts for apology strategies.

2. Elaborate apology strategies.

3. What is the goal of complaint resolution?
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G. Check Your Performance

1. Draw a chart on the Regulators and their complaint resolution techniques in
BFSI.

2. Explain the types of complaint resolution techniques.

3. Group Discussion on complaint resolution in BFSI.
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SESSION 4: CUSTOMER COMPLAINT AND ESCALATION

MEANING OF LOG

When a customer files complaints or gives feedback, it should be properly
recorded and documented. Log refers to the process of formally recording and
documenting every detail of a customer's expression of dissatisfaction or
suggestion within a structured system. In simple terms, it is like creating a
meticulous entry in a digital journal specifically for customer interactions r@&ed
to their issues or opinions. This entry typically captures who the cu er is,
what their specific problem or feedback is, when it was received, t . gh what
channel (like phone, email, or social media, etc.), what actions a eing taken
to address it, and its current status until a resolution is reac

The primary purpose of "logging" these interactions is to ens@qe' that no customer
concern is overlooked, that there's a traceable recordfpr accountability and
regulatory compliance, and that the collected data san-be analyzed to identify
recurring issues, improve services, and enhance t%&erall customer experience.

IMPORTANCE OF LOG @

In BFSI, the meticulous logging of custorx% complaints and feedback is not
merely a procedural formality but a cr oal strategic imperative. It forms the
backbone of effective customer relatiduship management, risk mitigation, and
continuous improvement, etc. Th.@&ortance of loggingis as follows:

% Driving Systemic Enhancing

“*  Improvements Customer
and Root Cause Experience and
m Analy5|s Building Trust

@ E) %‘;5

Regulatory Providing Valuable
Compliance and Business
Risk Mitigation Intelligence and
Data Analytics

Ensuring
Accountability
and Resolution

Q‘b

Fig. 5.9 Importance of Log

1. Ensuring Accountability and Resolution:
Logging provides a systematic record of every complaint or piece of
feedback received, creating a clear audit trail. This ensures that no
customer concern is overlooked, assigned to an owner, and tracked
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through to resolution. It holds individuals and departments accountable
for addressing issues within stipulated timelines, which is particularly
vital in BFSI where unresolved complaints can lead to significant financial
or emotional distress for the customer.

. Driving Systemic Improvements and Root Cause Analysis: Individual
complaints, when properly logged and categorized, become invaluable data
points. By analyzing recurring themes, patterns, and trends from logged
data, institutions can move beyond fixing individual proble to
identifying and addressing their root causes. This is crucial fof& SI to
pinpoint operational bottlenecks, rectify flawed processm'xs, prevent
widespread errors, or identify potential product mis—selli@ leading to
fundamental improvements that reduce future complair@é;gniﬁcantly.

. Regulatory Compliance and Risk Mitigation: <

Regulators like the RBI, IRDAI, and SEBI mand& robust grievance
redressal mechanisms and often require detaile porting on complaint
volumes, types, and resolution rates. A well¥maintained complaint log
demonstrates adherence to these regulato quirements, protecting the
institution from penalties, fines, and reputational damage. Furthermore,
logs act as an early warning system foAQo ential systemic risks, fraudulent
activities, or non-compliance iss:i@’ allowing the institution to take
proactive measures to mitigate lagger financial and legal risks.

. Enhancing Customer Expe ieﬁe and Building Trust:

When customers see that feedback is actively logged, tracked, and
leads to a resolution, i lidates their experience and makes them feel
heard and valued. transparency and responsiveness directly
contribute to rebui trust that might have been eroded by the initial
complaint. In the high-trust BFSI sector, this can transform a dissatisfied
customer int loyal advocate, improving customer retention and
fostering

Logge mplaints and feedback are a rich source of qualitative and
qu@ ative data. This information can be leveraged to gain deep insights
i customer needs, preferences, pain points, and unmet expectations.

P e word-of-mouth.
. Providigg luable Business Intelligence and Data Analytics:

M %G OF ESCALATION

"Escalation" refers to a structured, multi-tiered process designed to ensure
customer complaints are addressed effectively, even when initial attempts at
resolution are unsuccessful. This process is heavily influenced by mandates from
key regulatory bodies like the Reserve Bank of India (RBI), the Insurance
Regulatory and Development Authority of India (IRDAI), and the Securities and
Exchange Board of India (SEBI).
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IMPORTANCE OF ESCALATION

Escalation in BFSI in India is a carefully designed, multi-layered process that
acts as a safety net for consumers, ensuring that their concerns are heard and
addressed, ultimately contributing to a more robust, fair, and trustworthy
financial ecosystem. Importance of Escalation in BFSI:

O

Regulator
O\?ersighty Accountability .\%Q

. NS
o1, [02) 03 (04) 05 Q’O'
&

Consumer Trust and S ;tbwic
Protection Confidence @vement

X
S
Fig. 5.10 Importance of @s lation

NS

. '\,(b'
1. Consumer Protection:
Ensures that consumers, espe qu those dealing with complex financial
products, have a fair and e@é&i avenue for redressal if their issues are
not resolved internally.
2. Regulatory Oversight:b,
Provides regulator ith insights into systemic issues, market conduct
deficiencies, and effectiveness of grievance redressal mechanisms
within instituti&é@.
3. Trust and Coftfidence:
A robust @ transparent escalation framework builds public trust in the
financi@} system.
4. Ac ability:
Guts pressure on BFSI entities to resolve complaints efficiently at lower
%’)els, as external escalations can lead to regulatory scrutiny and potential
penalties.
. Systemic Improvement:
Data from escalated complaints, particularly at the Ombudsman level,
helps regulators identify widespread problems and issue directives for
sector-wide improvements.

ESCALATION PROCESS
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The escalation process refers to the structured, sequential movement of a
customer's complaint or unresolved issue through progressively higher levels of
authority, expertise, or external oversight, both within the financial institution
and, if necessary, beyond it to regulatory bodies. This multi-tiered approach is
critical to ensure that all grievances are addressed systematically, especially
given the sensitive nature of financial transactions and the stringent regulatory
environment. The escalation process can be divided into 5 levels. Following are
the details regarding different levels of escalation: <

1.

<

&

\

Level 3
\ Apex Internal
Authority (Principal
~ Nodal Officer / Chief
Grievance Officer)

Level 5
Legal Recourse
(Consumer Courts/
Civil Courts)

Level 1
Internal Frontline
Resolution (First

Level 4
External Regulatory
Bodies
(Ombudsman
Schemes / Portals)

Point of Contact)

Level 2
Internal Higher
Authority / Nodal
Officer

N

Fig. 5.11 Esc@j&t on Process

X0
Level 1: Internal Frontlinwolution (First Point of Contact):
The initial levelof complaint;handling in BFSI begins when a customer

lodges a complaint thr various channels, including direct interaction
at branches, digital c nels like mobile apps and online forms, or via call
centers. At this , as discussed earlier in the previous sessions,

frontline staff care’ empowered and trained to attempt first-contact
resolution for(&l‘nmon and less complex issues, ensuring all complaints
are imm ly logged into the institution's Complaint Management
Syste ) or CRM. Ideally, the resolution is immediate or within a few
busi days, with regulatory guidelines typically mandating a response
wi 15-30 days at this crucial initial level.

a customer remains unsatisfied with the initial resolution, or if their
complaint is complex, requires higher authority, or exceeds the initial
timeframe, it's then escalated internally to a higher tier. At this level, the
complaint typically moves to a Supervisor, Department Head, or a
designated Grievance Redressal Officer (GRO)/Nodal Officer, who
possesses greater authority and specialized knowledge. Their primary role
is to review prior actions, conduct deeper investigations, and make
decisions on complex solutions, aiming to resolve the complaint before it

2 # 1 2: Internal Higher Authority / Nodal Officer:
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leaves the institution. Institutions usually have internal Service Level
Agreements (SLAs) for this stage, often allowing for 7 to 15 additional days,
ensuring progress toward the overall regulatory deadline.

3. Level 3: Apex Internal Authority (Principal Nodal Officer / Chief

Grievance Officer):
For complaints of high complexity, significant financial impact, or those
still unresolved after level 2 of internal escalation, the issue moves tQ the
apex internal authority. This typically involves the Principal Nodal er
(PNO), Chief Grievance Redressal Officer (CGRO), or anoth enior
executive, whose contact details are publicly available as a@ated by
regulators. Their role is to conduct a final internal reviewﬂéﬁqing for a
definitive resolution and addressing any systemic issugsyidéntified. This
stage represents the institution's last opportunity to resolve the matter
internally before potential regulatory intewention,\@ d it ensures the
complaint is addressed within the overarching r atory timeframe (e.g.,
30 days for RBI-regulated entities from the initial Complaint receipt).

4. Level 4: External Regulatory Bodies (Ombudsman Schemes / Portals)
When internal resolution efforts prove unsatisfactory or fail to meet
regulatory deadlines, the complaint es tes to Level 4, where External
Regulatory Bodies, offer customers in%%pendent avenues for redressal. For
Banks & NBFCs, customers can a roach the RBI Integrated Ombudsman
Scheme (RB-IOS) via the CMS al, where the Ombudsman conciliates
or passes a binding 'Awar surance policyholders can use the Bima
Bharosa portal or engage, the Insurance Ombudsman for mediation and
awards up to 350 lakh anwhile, investors in Capital Markets can file
grievances on SEBIl's. SCORES platform. These external bodies act as
impartial arbitrat r mediators, providing a free or inexpensive forum
for customers,{8nforcing regulatory compliance, and issuing decisions
typically wit '&eir own defined timeframes, often around 30 days.

5. Level 5: Recourse (Consumer Courts / Civil Courts):

As the I'stage in complaint resolution, Level 5 where Legal Recourse is
pur if a customer remains dissatisfied after exhausting all internal
a ternal regulatory avenues, or if their case falls outside the scope of
udsman schemes. This involves filing a case in a Consumer Court
Q%mder the Consumer Protection Act or a relevant Civil Court. This
represents the highest and most formal level of redressal, initiating legal
proceedings which, while providing a judicial path to resolution, are
typically lengthy and involve associated costs.

ESCALATION TRIGGERS

Escalation triggers are predefined conditions or events that automatically or
manually prompt a complaint or issue to be moved to a higher level of authority,
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expertise, or external oversight. Effective trigger management ensures critical
issues receive prompt attention and reduces customer dissatisfaction. Following
are the details:

1.

F

3.

Time-Based
Triggers

N
S~ 'I‘\T?‘/‘ %Q

N/

Severity/lmpact x
Based Triggers Q
Customer Behavior/
Sentiment-Based —
Triggers 4 Q
Complexity/Expertise- @
Based Triggers @
External Escalation
Triggers (to
Regulators) \/

Fig.5.12 Escalation @%rs

Time-Based Triggers:

Time-based triggers are crucial 1n,¢&:xplamt escalation, initiating action
when resolution is delayed. A prithary trigger is no acknowledgment of a
complaint within a set timgefbame, typically 24-48 hours of receipt.
Additionally, if a complain&mains unresolved within internal Service
Level Agreements (SLA Aég.lch as 5 days for a simple query or 10 days for
a transaction dispute,”it automatically escalates. Finally, exceeding

regulatory timeli ike the 30-day mandate for resolution by RBI for
banks/NBFCs days for insurers by IRDAI before Bima Bharosa,
serves as a cri trigger for higher-level intervention.

. Seventy ct-Based Triggers:
Severl act-Based Triggers are for escalating complaints that pose

sign t risks to both customers and the BFSI institution. These triggers
in ﬁde situations involving high financial loss, such as fraud or large
éﬁ\thorized transactions, which demand immediate attention. Issues

rrying a high reputational risk, like those with the potential for negative
social media exposure or damage to brand image, also prompt rapid
escalation. Furthermore, complaints indicative of a critical systemic issue,
like a widespread problem affecting multiple customers or a core system
outage, are prioritized. Lastly, any complaint highlighting potential
regulatory non-compliance or breaches of guidelines immediately triggers
escalation to ensure adherence to legal and operational standards.
Customer Behavior/Sentiment-Based Triggers:
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It initiates escalation when a customer's actions or emotional state
indicate heightened dissatisfaction. This includes instances of repeated
contact for the same unresolved issue, signaling persistent problems. High
frustration or anger, often expressed through strong language or extreme
dissatisfaction, prompts immediate higher-level intervention to de-escalate
the situation. Furthermore, a direct request for escalation to a manager or
supervisor, or the threat of external action like legal proceedings,
regulatory complaints, or public exposure, serve as critical trigger at

demand senior attention to prevent further damage. \Q
4. Complexity/Expertise-Based Triggers: >
Complexity /Expertise-Based Triggers are crucial when mplaint's

resolution demands capabilities beyond the frontline. is)occurs when
the initial agent lacks the authority to approve a specific solution, such as
a large refund or a policy exception. Similarly, escalay é:f is triggered when
the issue requires specialized knowledge that fa]@ outside the frontline
agent's scope, like resolving a complex technical bug, interpreting a legal
clause, or troubleshooting an intricate preduict configuration. In such
cases, the complaint is moved to an individtal or team with the necessary
authority or specialized expertise to ens proper resolution.

5. External Escalation Triggers (to R ators):
External Escalation Triggers occur(when internal resolution efforts fail or
are deemed insufficient, pushi complaint to regulatory bodies. This

happens if a customer g; the institution's internal resolution
unsatisfactory, or if the, institution provides no response within the
regulatory stipulated ti rame. Additionally, a customer might opt for
direct regulatory filingywith entities like the RBI Ombudsman, IRDAI's

Bima Bharosa, o I's SCORES due to prior negative experiences or
severe dissatisfaction, effectively bypassing the initial internal levels of
complaint h ng.

COORDINATIO@IITH OTHER DEPARTMENTS FOR RESOLUTION

Effective 0@1 laint resolution rarely happens in a vacuum. Given the
interco ed nature of financial products, services, and complex operational
proc @s, coordination with other departments for resolution is not just
be ézial, but absolutely critical. Many customer complaints are multi-faceted,
ingving touchpoints and processes managed by various teams, from sales and
operations to IT, legal, product development, and compliance. It is more
important due to the following reasons:
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Complexity of Root Cause Customer

Financial Products Identification n Experience (CX)

Compliance

O

<
Fig. 5.13 Coordination with other Departments for Resolutio&rr;Q

1. Complexity of Financial Products: S
A single customer complaint (e.g., a delayed loan ﬁrsement, an
incorrect insurance claim, or a fraudulent transagtion) often spans
multiple departments like underwriting, disbursemeft, collections, fraud

detection, IT, and customer service. 'S
2. Holistic Customer View: X,
No single department usually holds the lete view of a customer's

journey or the entire operational pro@s relevant to their complaint.
Coordination ensures all relevant info&gl ion is gathered.

3. Root Cause Identification: R0
Addressing a complaint effectivelymtheans finding its root cause. This often
requires insights from multi epartments to identify systemic issues,

not just surface-level sym
4. Regulatory Complian

ce:
Regulators emphasize éﬁly and fair resolution. Poor inter-departmental
coordination can o delays, missed deadlines, and non-compliance,

resulting in pensltl .

5. Customer Ex nce (CX):
Customer@ﬁ&ct a seamless resolution process. Being bounced between

departments, having to repeat their story multiple times, or experiencing
long ys due to internal handoffs severely damages trust and

sa&i} tion.

%% PRACTICAL EXERCISES
<

Activity 1: Case Studies on Customer Complaint logging and
escalation

Material required: Case studies or scenarios related to Customer
Complaint Escalation, Worksheets for analyzing case studies

Procedure
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Briefly explain the purpose and what students will do.

Outline the steps, rules, or tasks involved.

Divide them into groups, pairs, or assign individual roles.

Let students begin and engage in the task.

Walk around, observe, and assist when needed.

Discuss the outcome, share feedback and summarize key points learned.

Uk WD

Activity 2: Role Play - Customers complaint escalation

Material required: Props: Office desk setup, headset (optional), n%gﬁads
name tags for roles (e.g., “Customer Service Associate”). %

Scenario Cards: Each describes different levels of escalationb unhappy
customers. Q
Procedure «06

1. Assign roles to students, such as Customer, G@omer Service
Associate, Supervisor . O\,

2. Provide each group with a scenario car scribing different levels of
escalations by unhappy customers.

3. Ask students to perform role play§)*demonstrating how the customers
escalate the complaints to dif nt levels with set procedures and
guidelines.

4. Walk around, observe § elp students as they work.

5. After completing the é‘t ity conduct a classroom discussion to find the
result and learmn%I omes

g{&C ECK YOUR PROGRESS

A. Fill in the Bl@k?

. "Log" refeg§ to the process of formally and documenting every
detall of é stomer's expression of dissatisfaction or suggestion within a
structu stem.

2. T rimary purpose of "logging" interactions is to ensure that no customer
concern is overlooked, that there's a traceable record for accountability and
regulatory compliance, and that the collected data can be analyzed to identify
recurring issues, improve services, and enhance the overall

3. In BFSI, the meticulous logging of customer and is not
merely a procedural formality but a critical strategic imperative.

187



4. process refers to the structured, sequential movement of a
customer's complaint or unresolved issue through progressively higher levels of
authority.

5. triggers are crucial in complaint escalation, initiating action when
resolution is delayed and breaches the time limit.

B. Multiple Choice Questions

O

1Which of the following is NOT a primary purpose of "logging" customer ¢,
interactions?

i
a) Ensuring no customer concern is overlooked. O
b) Creating a traceable record for accountability. QQ’
c) Generating new product ideas directly. «06

d) Identifying recurring issues through data analyw\i@

2. Which regulatory body mandates robust grieva (ég’edressal mechanisms
and often requires detailed reporting on complair%olumes in India's BFSI
sector?

3. At which escalation level is the complaidttypically moved to a Supervisor,
Department Head, or a designated Grieyance Redressal Officer (GRO)/Nodal
Officer? (b)s'

a) Level 1: Internal Frontlin solution

b) Level 2: Internal Hig @g.lthority / Nodal Officer
c) Level 3: Apex Int@j&l Authority

d) Level 4: Exterﬁéll Regulatory Bodies

4. Which of the g&wing is an example of a Severity/Impact-Based Trigger for
complaint escalation?

a) No@tnowledgment of a complaint within 24 hours.

b eated contact from the customer for the same unresolved issue.
Q@ High financial loss due to fraud or unauthorized transactions.

d) Lack of authority for the initial agent to approve a specific solution.

5. Why is coordination with other departments critical for effective complaint
resolution in BFSI?

a) To limit the number of staff involved in complaint handling.
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b) To ensure single-department accountability for all issues.

c) Because many complaints are multi-faceted and span various teams.

d) To reduce the need for detailed documentation.

A.State whether the following statements are True or False.
1. A complaint log primarily captures who the customer is, what their

2.

specific problem is, when it was received, and its current statu% til
resolution.

In BFSI, logging customer complaints is merely a procedu&a@)rmahty
and has no strategic importance.

3. The RBI Integrated Ombudsman Scheme (RB-IO an external

regulatory body for resolving complaints for i insuras c€ policyholders.

4. A customer directly requesting escalation to a m@lager Or supervisor

5.

is an example of a Complexity/Expertise- Ba@Trlgger
Poor inter-departmental coordination car | lead to delays and non-
compliance with regulatory deadlines fb%@)mplamt resolution.

B. Match the Column

Q

S.No Column A S.N@\' Column
0’& B(Description/Example)
7
1 Log @Q} A The customer files a case in a
. Consumer Court.
2 Level 3 Escalation 'Q& B Apex Internal Authority
X (Principal Nodal Officer / Chief
Ly Grievance Officer)
N
3 | Time-Based ’Réé{ger C Ensures consumers have a fair
and effective avenue for
L) redressal.
Y
4 Ex@al Escalation Trigger D Formal recording and
*(b documenting every detail of a
) customer's dissatisfaction.
S Consumer Protection E The complaint remains
unresolved within internal SLAs
(e.g., S days).

C. Short Answer Questions
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1. Define log.

2.What is the primary purpose of "logging" customer complaints in the BFSI
sector?

3. Define escalation.

D. Long Answer Questions

1. Discuss escalation triggers. b’
2. Elaborate why it is important have coordination with other depa}‘t ts for
resolution within the BFSI firm. *Q\\,

3. Discuss the importance of logging. v

G. Check Your Performance @Q

1. Group Discussion on the significance of coordinatiob&h the departments

for the resolution of customer complaints. \,\/
2. Explain the escalation process. %O
3. Group Discussion on the importance of 1 @
P
x<
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ANSWER KEYS

Module 1: INTRODUCTION TO BANKING AND CUSTOMER SERVICE
ASSOCIATE

SESSION 1: INTRODUCTION TO BANKING

A. Fill in the Blanks e}
1. Reserve Bank qf Indig (RBI), 2.. Lending of loans, 3. April 1, 1935, .4%06
Government, 5. Financial inclusion *Q\\’
B. Multiple Choice Questions QQ'

1. (c), 2. (b), 3. (d), 4. (d), 5. (c), 6. (¢ «QQJ

C. State whether the following statements are {ﬁg or False
1. True, 2. True, 3. False, 4. False, 5. True %O

©

D. Match the columns \
.\(b,
1.E,2.D,3.B,4.A, 5. C oy
X0

SESSION 2: INTRODUCTION TC@&TOMER SERVICE ASSOCIATE -
FINANCIAL SERVICES %

A. Fill in the Blanks )(,Q'

1. Point of contact, \(z: stomer service, 3. Financial, 4. Online, 5.
Confidentiality &(b,

B. Multiple C @e Questions
1. (c), 6«@, 3. (c), 4. (b), 5. (¢)

C. %@te whether the following statements are True or False
g True, 2. False, 3. False, 4. True, 5. False

D. Match the columns

1.C,2.A,3.B,4.D,5. E
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SESSION 3: ROLES AND RESPONSIBILITIES OF CUSTOMER SERVICE
ASSOCIATE

A. Fill in the Blanks

1. Records, 2. Trust, 3. Operating, 4. Reporting

B. Multiple Choice Questions e}
.
1. (b), 2. (¢), 3. (b), 4. (c¢), 5. (¢) “Q
o

C. State whether the following statements are True or False 0\’0

1. False, 2. True, 3. False, 4. True, 5. True @Q
D. Match the columns 0

xO

1.E,2.B,3.A,4.D,5.C O’&
SESSION 4: MORALE AND ETHICS @é
A. Fill in the Blanks . \

&

1. Morale, 2. Ethics, 3. Conﬁdené’ ity, 4. Integrity, 5. Respectful
B. Multiple Choice Quest1ons
1. (b), 2. (d), 3. (b), 4. (a) @%)
C. State whether th?&%wmg statements are True or False
1. True, 2. Fal @'True, 4. False, 5. True
D. Match t&@olumns
1.C,2.D,3.B,4.A,5. E
M@k 2: Greeting and Addressing Customers
SESSION 1: Shaping Customer Experience
A. Fill in the Blanks
1. Greeting, 2. First, 3. Help, 4. Relationship, 5. Greet

B. Multiple Choice Questions
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1. (d), 2. (a) 3. (c) 4. (c) 5. (b)
C. True/False

1. True 2. True, 3. False, 4. True, 5. True
D. Match the Columns

1.C,2.E,3. D,4. A,5. B

SESSION 2: GREETING TECHNIQUES \\,
0

A. Fill in the Blanks QQ'

1. are, 2. are, 3. rude, slang, 4. 3, 5. smile \OQ’
C. Multiple Choice Questions \,\Q

1. (b), 2. (c), 3. (b) 4. (b), 5. () %O
D. True/False \©

1. True, 2. False, 3. True, 4. True, 56’:&16
D. Match the Columns @é&
1. A,2. B,3. E, 4. D, 5. cbﬁ
SESSION 3: EMPATHY g& PROFESSIONALISM
A. Fill in the Blank‘%'{&’

1. needs, 2. @'ﬁy, 3. listen, 4. respect, 5. honesty
B. Multip@ oice Questions

1%@ 2. (0), 3. (c), 4. (b), 5. (d)
C.'State Whether the Following Statements are True or False
1. True, 2. True, 3. False, 4. True, 5. True

D. Match the Columns

1.B,2. A,3. E, 4. C,5.D
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SESSION 4: PROFESSIONAL ETIQUETTE WITH CUSTOMERS
A. Fill in the Blanks
1. be clear, 2. friendly, 3. posture, 4. interrupting, 5. sorry

B. Multiple Choice Questions

1. (c) 2. (b), 3. (b) 4. (b), 5. (¢) @e}
C. State Whether the Following Statements are True or False \\,@
0
1. True, 2. False, 3. True, 4. False, 5. False QQ’
D. Match the Columns \OQJ
1. A,2. C,3.E, 4. B,5. D ’&O

X
Module 3: Customer Identification and Informégn Accuracy

Session 1 Identify customers using appro;{f te verification protocols

O
A. Fill in the Blanks Y
x<
1. identity, 2. KYC, AML, 3. p@aph, 4. tampering, forgery, 5. fraud,
sensitive

B. Multiple Choice Questi‘@@'

X
1. b, 2.c, 3. Db, 4%&

C. State Wheth »(,&' Following Statements are True or False

1. True&@alse, 3. False, 4. True, 5. False

D. Matc@ie Column

1.Q@%, 3. C,4. D,S. E

Session 2: Accurately collect and record customer details as per SOP.
A. Fill in the Blanks

1. KYC, AML, 2. consent, 4. Digital, 4. expired, incomplete, 5. Officially

B. Multiple Choice Questions
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1. (d), 2. (¢), 3. (d), 4. (c), 5. (a)
C. State Whether the Following Statements are True or False
1. False, 2. True 3. True, 4. False, 5. True
D. Match the Column
1.D,2. B,3. C,4. A,5. E @e}
Session 3 Understand legal obligations for maintaining conﬁde@ity.
Fill in the Blanks A

1. Information Technology (IT), 2. Banking Codes and Stan&'ds Board of India
(BCSBI), 3. 5, 4. Informed consent O
x

&
\©

are True or False

D. Match the Column
1. a) 2. (d) 3. b) 4. (b) 5. (¢)
C. State whether the following stateme
1. True, 2. False, 3. True, 4. False, 5. e
N\
D. Match the Column %
1.A,2. B,3. C,4. D, 5. Eo,b'
2
Session 4: Cross-veré{% stomer records to ensure data Accuracy.
A. Fill in the Bl @'
1. Cross-verij tion, 2. Officially, 3. Consent, 4. Document Management
System (D@), 5. Compliance
B. M%é{e Choice Questions
1.¢y2.d,3. b,4. ¢,5. b
C. State whether the following statements are True or False

1. True, 2. False, 3. False, 4. True, 5. False

Match the Column:
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1. C,2. B,3.A,4. D,5. E

Module 4: Understanding and Recording Customer Requirements
SESSION 1 - LISTENING TECHNIQUES

A. Fill in the Blanks

O

1. conscious, 2. passive, 3. minimize, 4. Reflective, 5. physical &

&

N
1. b), 2. b), 3. b), 4. ), 5. b) Q,Q'

B. Multiple Choice Questions

C. State Whether the Following Statements are True oxé@lse

1. False, 2. True, 3. False, 4. True, 5. True \,O
D. Match the Column %O
1.A,2.B,3.C,4. D,5. E \,

QO

Session 02: Identify customer requlr }nts using probing questions
A. Fill in the Blanks &

1. drivers, 2. emotional, S@en 4. Summarizing, 5. probing

B. Multiple Choice Quq%ons
. (b), 2. (0) 3. (b)z;ﬁ“ (©) 5. (d)
C. State whetl@ the following statements are True or False
1. Fals@. True, 3. False, 4. True, 5. True
D. Mé the Column
,2.A,3.E,4.C,5.D
Session 03: Record customer requirements accurately and clearly
A. Fill in the Blanks

1. listening, 2. uniformity, 3. clarity, 4. confirmation, 5. confidence
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B. Multiple Choice Questions
1. (b), 2. (c), 3. (¢), 4. (¢), 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 Column @e}'
1.(0), 2. (B), 3. (D), 4. (A), 5. (E) \@
SESSION 04: CLARIFICATION TECHNIQUES TO PREVENT QQ’
MISCOMMUNICATION
“QQJ
Fill in the Blanks
xO
1. intended, 2. restating, 3. ambiguity, 4. conﬁm@\& trust
Multiple Choice Questions @
1. (b), 2. (c) (b), 4. (b), 5. (b \
(b), 2. (¢) (b), 4. (b), 5. (b) {\’@'

C. State whether the following sta%’&énts are True or False
1. True, 2. False, 3. True, 4. True, 5. False
Match the Column b’
1.B,2.F,3.C,4.D {K,%)
Module 5: HAN%& CUSTOMER COMPLAINTS, FEEDBACK AND

ESCALATION

FEEDB

A. @ in the Blanks

1. Dissatisfaction, 2. Comment, 3. Clarity, 4. Demeanour, 5. Audit trail

SESSIO &l TRODUCTION TO CUSTOMER COMPLAINTS AND

B. Multiple Choice Answers
1. (c¢), 2. (c), 3. (c), 4. (b), 5. (b)

C. State whether the following statements are True or False
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1. False, 2. False, 3. True, 4. False, 5. False
D. Match the Column
1.C,2. E,3. A,4. B,5. D

SESSION 2: METHODS TO COLLECT AND DOCUMENT CUSTOMER

FEEDBACK b’
- &
A. Fill in the Blanks “Q
W
1. Trust, 2. In-app, 3. Tangible, 4. Optimal, 5. Team 0\’0
B. Multiple Choice Questions @Q
O

1. (¢) 2. (c), 3. (b), 4. (d), 5. (¢)
C. State whether the following statements are T@o or False

1. False, 2. True, 3. False, 4. False, 5. Tru@

NS

D. Match the Column
&7
6
Q}'

SESSION 3: COMPLAINT RESOLUTION AND STRATEGIES

S

A. Fill in the Blanks ,Q,

1. B,2. D,3. A,4. C,5. E

1. Complaint, 2. I%&I%ated Ombudsman, 3. Bima Bharosa, 4. SCORES, 5.
Explanation (b’

B. Multiple Ch(@ Questions
), @c) 3. (a), 4. (), 5. (0
C. S(? whether the following statements are True or False
Q. False, 2. True, 3. False, 4. True, 5. False
D. Match the Column
1.C,2. A,3. B,4. E,5. D

SESSION 4: CUSTOMER COMPLAINT AND ESCALATION
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A. Fill in the Blanks
1. Trust, 2. In-app, 3. Tangible, 4. Optimal, 5. Team
B. Multiple Choice Questions

1. (c), 2. (c), 3. (b), 4. (d), 5. (c)

C. State whether the following statements are True or False @b
1. False, 2. True, 3. False, 4. False, 5. True \\,6
0
D. Match the Column Q’Q’
1->B,2. D,3. A, 4. C,5.E <
? ? ? ? @
xO
X
Ol
<
x<
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Glossary

Active Listening - A communication technique that involves fully
concentrating, understanding, responding and remembering what the speaker
says, along with non-verbal cues.

Anti-Money Laundering (AML) Laws - Regulations and procedures designed to
prevent criminals from disguising illegally obtained funds as legitimate inc@e.

Attitude-Related Complaint - A complaint concerning the behavior o1'~Q
professionalism of staff, including rudeness, lack of empathy or pooﬁ\,
communication. O

Attitudinal Barrier - Internal obstacles like prejudice, ego onisinterest that
prevent a person from listening effectively. Vo)

Bank - A financial institution that accepts deposits, pr@vides loans, and offers
other financial services to individuals, businesses and governments.

O
Banking - The business activity of accepting dep‘&éts and lending money to the
public or businesses, typically at interest. @

Billing-Related Complaint - A grievance.a@ﬁt errors in statements,
unauthorized charges, unclear fees or alculations in bills.

Biometric Verification - Authenticdtion process using unique biological traits
such as fingerprints or facial recognition to verify identity.

Body Language - Non—verl@ﬁcommunioation such as facial expressions,
posture, eye contact, and @Jres used when interacting with customers.

Brand Equity - Thﬁ\,}\l/g)ue and reputation a brand holds in the market,
influenced by customae perception and trust.

Brand Reputati@ - The public perception of a company’s credibility and
service qual&@)qeavﬂy influenced by how it handles customer issues.

Call Ce - A phone-based customer service center where customers can
raise i s or ask for assistance, often through IVRS or speaking to a live

Clarifying Questions - Questions asked by the listener to ensure they
understand the speaker’s message correctly.

Complaint Channel - The medium through which a customer can register a
complaint, such as branch visit, call center, mobile app, email, or social media.

Complaint Logging - The act of formally recording a complaint in a system for
tracking, resolution and analysis.
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Complaint Management System (CMS) - RBI’s online system for lodging and
tracking complaints against banks and NBFCs.

Complaint Reporting - The process of summarizing and analyzing complaints
for internal reviews, audits or regulatory submissions.

Complaint Resolution - The process of addressing, managing and solving a
customer's complaint to their satisfaction.

Compliance - Adherence to company policies, legal regulations, and ical
standards during customer interactions. )
O

Compliance Officer - A designated individual responsible for ens@g that the
company adheres to legal standards and internal policies.

Conflict Resolution - A process of resolving disagree%@ts through open
dialogue, active listening and mutual respect.

Co-operative Banks - Banks owned and operated b§‘members following co-
operative principles, providing credit and bankin%@vices to their members.

Cultural Barrier - Challenges in communic@on arising from differences in
language, accent or social norms. N

Currency Management - The task of é's‘s\aing and managing currency notes,
primarily done by the RBI. X

Customer Advocacy - When sa‘@ﬁed customers promote and recommend a
business to others, often thro g$3 word-of-mouth.

Customer Complaint - A ific expression of dissatisfaction by a customer
about a product, service@ experience that failed to meet expectations.
Typically, problem—foé{&sed and emotionally driven.

Customer Cons@ﬂ(—b’The explicit permission given by customers allowing their
personal data,to be used and stored by the institution.

Custome «ﬂue Diligence (CDD) - The process of gathering and assessing
custom@ formation to evaluate the risk they may pose in financial
tran ons.

Clﬂtomer Experience - The overall journey and impression a customer has
when engaging with a company, influenced by all interactions and services
provided.

Customer Feedback - General information, opinions, or observations shared
by customers about their experience. Can be positive, negative or neutral and
is used to assess performance and drive improvement.
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Customer Identification - The process of verifying the identity of a customer
using valid documents and information to ensure they are who they claim to be.

Customer Loyalty - The likelihood of customers consistently returning to a
business due to positive experiences and satisfaction.

Customer Perception - How customers view a company or brand based on their
experiences, reviews, advertising, product quality, and interactions.

Customer Relationship Management (CRM) System - Software u@? to
manage and analyze customer interactions and data throughout the tomer

lifecycle. \\’
0

Customer Retention - The ability of a business to keep its exjgﬁ% customers
over time, often achieved through effective service and comp]@i handling.

Customer Satisfaction - The level of contentment stomer feels after
d&cts or services.

interacting with a business, based on the quality of pr

X
Customer Service - The support offered by a %@pany to its clients before,
r

during, and after purchasing or using product@ ervices.

Data Integrity - The accuracy, consistency’and security of data throughout its
lifecycle. A

e
Data Privacy Laws - Regulations (su¢has GDPR, CCPA, and DPDPA) designed
to protect personal data and govg&w organizations collect, use, and store it.

Deposits - Money placed i e%bank account by customers, which can be
withdrawn or used for tran&&ons.

Development Banks - I%)ancial institutions that provide long-term capital for
industrial and infrast%@tural development. E.g., SIDC, SFC.

Digital Literacy ‘ﬁh(be’ ability to use digital platforms and tools, essential for
accessing ap@a ed and online complaint channels.
ny

Distracti thing that diverts attention from listening effectively, such as
noise, %@ onic devices or personal thoughts.

Dlggy Central Co-operative Banks (DCCBs) - Middle-tier co-operative banks
providing finance to PACS and managed at district level.

Document Verification - The process of examining and authenticating
submitted identification documents to confirm their validity and accuracy.

Electronic Know Your Customer (e-KYC) - Digital method of customer
identification using online verification tools, often involving OTP or biometric
authentication.
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Emotional Connection - A bond formed through empathy, understanding and
active listening, enhancing interpersonal communication.

Empathy - The ability of a service representative to understand and share the
emotional experience of the customer, essential in complaint resolution.

Empathy - The ability to understand and share the feelings of another person,
essential for compassionate and effective listening.

Enhanced Due Diligence (EDD) - Additional, more thorough checks required
for higher-risk customers, such as politically exposed persons or se on

sanctions lists. \\’
0

Error Reduction - A process of minimizing mistakes Q{\&ﬁg customer
interactions, often achieved through standardized procedure@li e SOPs.

Escalation - The process of moving an unresolved or ser'(& complaint to a
higher level of authority or specialized department for ﬂ&her action.

Escalation Protocol - Procedures followed to rep%‘@nd manage issues such as
suspicious documents or verification failures.

Feedback - The listener's verbal or norN/erbal response to the speaker,
confirming understanding or prompting fi er clarification.

Financial Inclusion - Making ban 'ﬁg"and financial services accessible and
affordable to all, especially the u ed population.

First Impression - The immediate opinion a customer forms about a business,
product, or service during t nitial interaction, influenced by tone, language,

body language, and prof%’&i-onalism.

Foreign Banks - Ba that are headquartered in other countries but operate
branches in India.,é@'., HSBC, Standard Chartered.

Gender-Base @tening Differences - Variations in listening styles often
influenced b nder, such as emotional versus factual focus.

Gover @t-issued Photo ID - Official identity documents issued by
gove nt authorities that include a photograph, such as Aadhaar card,
Pa@ rt, PAN card, or Driving License.

Greeting - The act of acknowledging a customer when they first interact with a
business, such as entering a store or calling a service line. It sets the tone for
the customer experience.

Hearing - The passive, involuntary process of perceiving sound without
necessarily understanding or reacting to it.
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Inflation - The rate at which the general price level of goods and services rises,
decreasing purchasing power.

In-Person Verification (IPV) - Physical or video verification of a customer’s
identity, often mandatory for opening accounts or completing KYC for digital
services.

Integrated Grievance Management System (IGMS) - An online complainfe}
redressal platform operated by IRDAI for resolving insurance-related

complaints. \QQJ

. . | 2
Interpretation- The mental process of assigning meaning to the ngg tone and
body language of the speaker. O

Jumio, Onfido, Trulioo - Examples of software platform%gsed for identity
verification and KYC compliance. O

Know Your Customer (KYC) - A mandatory regulat&& process for financial
institutions to verify the identity, suitability, and rislés\irnvolved with maintaining
a business relationship with a customer.

Lender of Last Resort - A function of RBI \M{Q it provides emergency financial
support to banks facing cash shortages. - @y

Liquidity - The availability of liquid as,{i@'& (cash or easily convertible to cash) in
the banking system. Q-
Listening - The active, intentio $rocess of hearing with attention, interpreting

meaning, and responding ap iately to verbal and non-verbal messages.

Listening Environment~ The physical and emotional setting where
communication take Kl}a e, which affects how well people listen.

Listening Skills - fa‘lning Structured learning activities or workshops
designed to enh@e one’s ability to listen attentively and empathetically.

Loans - M@ borrowed from a bank that must be repaid with interest over
time. Clj\.
Misg@nunication - Failure to communicate ideas clearly, often due to poor

li ihg, assumptions or unclear speech.

Monetary Policy - Policy used by the RBI to control money supply, interest rates,
and inflation in the economy.

Multi-factor Authentication (MFA) - Security process requiring multiple forms
of verification (e.g., password and OTP) before granting access.

204



Mystery Shopping - A method used to evaluate service quality and employee
behavior by posing as regular customers, often to assess complaint-handling
efficiency.

NEFT (National Electronic Funds Transfer) - A nationwide payment system
facilitating one-to-one funds transfer electronically.

Non-Scheduled Banks -Banks not listed under the 2nd Schedule of the RBgtct;
limited access to RBI financial assistance. e

Non-verbal Cues - Communication signals expressed through body %quage,
tone, facial expressions and gestures that support or contradict Ver;bgﬁ’nessages.

Ombudsman Scheme - A government-backed resolution syst@?&lat provides
a neutral and cost-free avenue for BFSI customers to escalate unresolved

grievances. O

Online Grievance Portals - Official digital platforms pk&ded by regulators
like RBI, IRDAI and SEBI for customers to submit L@szsolved complaints.

Paraphrasing - Restating what someone said @i different words to clarify or
confirm understanding.

Passive Listening - Merely hearing the wogds spoken without engaging with the
speaker or processing the message. &@

Personalized Service - Tailo$ service to individual customers by
remembering their preferences,ga es, and past interactions.

Physical Barrier - Environ éi al factors like noise, distance or poor seating
arrangement that interf ith communication.

Physiological Barrief< Biological or physical limitations, such as hearing loss
or mental fatigue, ;é@t impair listening.

Poor Listeni Qabits - Ineffective behaviors like interrupting, pretending to
listen or ju@ the speaker, which hinder understanding.

Positiv@mosphere - A welcoming and friendly environment created through
plea greetings, smiles, and warm interactions.

Pr@han Mantri Jan Dhan Yojana (PMJDY) - A financial inclusion program that
provides basic banking services to the unbanked population.

Primary Agricultural Credit Societies (PACS) - The smallest co-operative
credit institution providing short-term agricultural loans to farmers at village
level.
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Private Sector Banks - Banks owned by private individuals or corporations.
E.g., HDFC Bank, ICICI Bank.

Proactive Feedback - Feedback provided voluntarily by the customer without
being prompted, often through online reviews or social media.

Product-Related Complaint - A complaint regarding a financial product’s
features, terms, usability or performance, such as loans, accounts, insurance
policies, etc. ré}

Professionalism - The behavior, attitude, and communication style t]%@reﬂect
competence, respect, and dedication in customer interactions.

Proof of Address (PoA) - Documents that verify a customer’s regzia&tial address,
such as utility bills or bank statements. <

Proof of Date of Birth - Documents that confirm a custoﬁ@r’s birth date, used
when required by the service.

Proof of Identity (Pol) - Documents that establi %Q)%e identity of a customer,
typically including a photo.

Public Sector Banks - Banks owned and\gperated by the government. E.g.,
State Bank of India, Canara Bank. '(:\/(b'

Reactive Feedback - Feedback glven’i&esponse to a request by the company,
often through surveys or direct q

Real-Time Updates - Imme G%nformatlon given to customers about the
status of their complaints 0‘13;& ests, helping reduce anxiety and build trust.

Red Flags - Indicators o@poten‘aal fraud or suspicious activity identified during
customer Veriﬂcation%transactlon monitoring.

Redressal Meclﬁléq’n - The structured process within an organization to
receive, proc gs/ d resolve customer grievances effectively.

Reflectiv tening - The practice of restating or paraphrasing what the
speaker@ said to confirm understanding and show empathy.

Re Rural Banks (RRBs) - Banks focused on serving rural areas, jointly
owned by Central Government, State Government, and sponsoring banks.

Regulatory Authorities - Government bodies such as RBI, SEBI, IRDAI
responsible for issuing guidelines and enforcing compliance in financial services.

Reserve Bank of India (RBI) - The central bank of India, responsible for
monetary policy, regulation of banks, currency issuance and maintaining
financial stability.
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Risk Assessment - Evaluation process to classify customers into low, medium,
or high risk based on their profile and transaction patterns.

Root Cause Analysis - A method of identifying the underlying reasons behind
recurring complaints, enabling preventive measures.

RTGS (Real Time Gross Settlement) - A payment system where funds are
transferred in real-time and on a gross basis.

Scalability - The ability of a business or customer service process to lgandle
growth without reducing quality or efficiency. @

Scheduled Banks - Banks listed in the 2nd Schedule of the R@ ct 1934;
eligible for loans from the RBI.

SCORES - SEBI’s complaint redressal system for resolving g@ievances related
to securities markets, mutual funds and investment servic

Selective Listening - Hearing only parts of a converg&ﬁ‘()n that seem important
or interesting while ignoring the rest. O

Self-attested Documents - Photocopies of do@nents signed or certified by the
customer to confirm their authenticity. N

Service Delay Complaint - Dissatisfactigry caused by slow response times,
delayed processing or wait times in s e delivery.

Service Quality - The degree to i¢h a service meets customer expectations.
Consistently high service qualitygreduces complaints.

Service Recovery - The ss of resolving a service failure and restoring
customer satisfaction, o turning negative experiences into positive ones.

Service Recovery P, dox A phenomenon where a customer who
experiences a p and sees it resolved effectively ends up more satisfied
than if no pr had occurred.

Service-L ,gkl Agreement (SLA) - A commitment between service provider and
custom garding expected response or resolution time for complaints and
requ

S(Q Standard Operating Procedure) - A set of step-by-step instructions that
ensure consistent and efficient handling of customer service tasks and
interactions.

Standard Operating Procedure (SOP)- Detailed, written instructions designed
to achieve uniformity and compliance in carrying out a specific task.
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State Co-operative Banks (SCBs) - Apex co-operative banks at the state level,
supervising DCCBs and regulated by RBI and NABARD.

Suspicious Activity Report (SAR) - A report filed by financial institutions to
regulatory authorities detailing suspicious or potentially fraudulent activity.

Tone of Voice - The emotional and vocal quality of how something is said. In
customer service, a pleasant and clear tone improves interaction.

Trust Building - The process of earning customer confidence thfotgh
consistent, respectful, and professional service. "

Trust - A customer’s belief in the reliability and integrity of a ﬁnan@\a
institution, which can be strengthened or damaged by how co nts are
handled. e

Trust-Building Communication - Interactions that promgg openness, respect,
and reliability, often strengthened through active and ctive listening.

X
Verification Protocols - Standardized procedures Used to confirm the identity
of customers, often involving checking official dosuments and using electronic

methods like biometric or OTP authenticaticQ

N
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Short Terminology

AL - Active Listening

AML - Anti-Money Laundering

BFSI - Banking, Financial Services, and Insurance b’
CAN -Conscious Non-verbal Awareness \QQ/
CCC -Customer Care Centre \‘\,%
CGRO - Chief Grievance Redressal Officer NS
CI - Customer ID <
CIS - Customer Information Sheet
CMS - Complaint Management System 3
CRL -Complaint or Request Log %
CRM - Customer Relationship Management\

CRN - Complaint Reference Number &\(bd

CRPC - Centralised Receipt and Pr Q§seijng Centre

CS - Customer Service

CSA - Customer Service As%&e

CSAT - Customer Satisféé&lbn

DCCBs - District Ce};g"él Co-operative Banks

DPDPA - Digital@%onal Data Protection Act

EL - Empﬁ&ﬁc Listening

EMI - E@ed Monthly Installment

FCF%%‘irst Contact Resolution

GIC'- General Insurance Corporation

GRO - Grievance Redressal Officer

HDFC - Housing Development Finance Corporation
HSBC - Hongkong and Shanghai Banking Corporation

ICICI - Industrial Credit and Investment Corporation of India
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IGMS - Integrated Grievance Management System

IMPS - Immediate Payment Service

IPV - In-Person Verification

IRDAI - Insurance Regulatory and Development Authority of India

KPI - Key Performance Indicator

KYC -Know Your Customer <
LCF - Lead Capture Form \\’%Q
LIC - Life Insurance Corporation ,5,0

MS - Monthly Statement @Q

NABARD - National Bank for Agriculture and Rural Dev%@ment

NEFT - National Electronic Funds Transfer \J\'
NPS - Net Promoter Score %O
NRI - Non-Resident Indian \©

OTP -One-Time Password '\,(b'

PACS - Primary Agricultural Credit §3§1€ejties
PAN - Permanent Account Numbeé

PLH - Passive Listening and I—@ ing

PNO -Principal Nodal O%’&"

POS - Point of Sale g{&’

PW - PasswordQ'g

QA - Quali surance

RBI - Reﬁsﬂwe Bank of India

RB-@ RBI Integrated Ombudsman Scheme
RIQ Reflective Listening

RRBs - Regional Rural Banks

RTGS - Real Time Gross Settlement

SBI - State Bank of India

SC - Scheduled Commercial (used in SC Banks, etc.)
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SCBs - State Co-operative Banks

SFCs - State Financial Corporations

SIDC - State Industrial Development Corporation
SOP - Standard Operating Procedure

SR - Service Request

TAT - Turnaround Time

UIDAI - Unique Identification Authority of India
UT - Unauthorized Transactions

VOC - Voice of Customer

WBL - Whole-Body Listening

WTO - World Trade Organization
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